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ABSTRACT

The phenomenon of personal branding has received a lot of attention and has increasingly been
contested and debated. In an age where the internet has permeated several aspects of our lives,
everything seems to be mediated. The evolution and resultant proliferation of social media has
brought some changes to the processes of personal branding, affording individuals with direct tools
to manage and promote their brands. This essay seeks to analyze the role of social media in the
personal branding efforts of musicians in Ghana. The study will contribute to the scores of
literatures on the subject by narrowing in on how musicians in Ghana use social media to boost
their brands, and the various advantages that social media has been to their careers as well as their
brands as celebrities. The study also seeks to explore, by way of analyzing their social media pages,
exactly how they use social media to boost their brands. The study will also bring to the fore, the
challenges regarding their use of social media for branding purposes. The study proposes a
qualitative technique where ten individuals from the music industry will be interviewed, as well
as the content of their social media pages qualitatively analyzed. The findings will augment
existing literature and provide a useful insight regarding the nuances associated with social media

personal branding among celebrities in Ghana
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CHAPTER ONE
INTRODUCTION

This introductory chapter will look at the background to the problem, the problem statement,

research objectives and questions, and finally narrow in on the significance of the study

1.1 Background of the study

For a long time, the word branding has been used in reference to companies and corporate
organizations. Presently, the evolution of branding has resulted in a very popular phenomenon
known as Personal Branding. Today, everybody can attest to the fact that they have personal brand,
even though just a few have consciously made efforts at cultivating and shaping it (Petruca, 2016).
Joseph alludes to this assertion by intimating that, personal branding begins at conception, during
the period parents give an identity by virtue of name to a child; thereby indirectly launching what
is perceived by many as a brand which the person makes informed efforts to keep building through
their lives. According to (Petruca, 2016), Socrates approximately 2400 intimated years ago that
the way an individual can gain a good reputation when he or she endeavors to achieve what they
desire to appear. His intimations however emphasize the importance of the personal brand name
that has gained currency today (Petruca, 2016). Personal branding should not be misconstrued as
a luxury that is the preserve of celebrities, the corporate world or entrepreneurs, but it is an ideal
process for anyone who wants everyone to know what they do best. In that regard, the building of
personal brands is highly dependent on what the person wants to be noted and remembered for
(Dalla-Camina, 2016). In his book titled Ditch, Dare, Do! Branding for Executive Success, Arruda
intimates in his book that an individual’s personal brand is not all about job titles. Dalla-Camina
(2016) agrees with this by arguing that personal branding does not only comprise of what we do,
but also embodies and emphasizes more on how, for whom and why it is done. It can be stated that

the failure of an individual or social actor to create a personal brand will end up in benefiting less



than what his or her brand aware fellow stands to gain (Jim, 2013). The personal brand is more
about the distinction that one can bring and possess in the industry through the exhibition of unique
quality and experience as well as how these are presented. People perceived as having strong and
unique brands easily get the attention because they articulate the passion they have for what they
do in a way that exacerbates their relevance to the people in whose interest they serve (Dalla-

Camina, 2016).

We live in an increasingly interconnected and globalized world today that has resulted in the
creation of extreme competitiveness in core aspects of our daily lives, which requires people to be
outstanding and be different (Brooks & Anumudu, 2016; Arruda, 2005, cited in Shepherd, 2005).
This has made the notion of being distinct a more pervasive concept, which has made the idea of
personal branding deeply rooted and ubiquitous among professionals. Most of the branding
literature (such as Rampersad, 2008; Gehl, 2011; Khedher 2013; Gandini, 2016) are precise and
narrow in on the idea that branding one’s self is pivotal to their personal, as well as professional
success. Moreover, the argument advanced by Kaputa, (2003) that “if you don’t brand yourself,
others will” seems to have led to the increased attention and reinvigorated interest in the process

of personal branding that has permeated all aspects of our lives in the last twenty years.

Peters (1997) in espousing the idea of personal branding asserted that every individual and person
have their own brand, and therefore has the power and possibility to be the marketer for
themselves. The core premise of personal branding resonates with other traditional branding
theories mostly used for products and services. Personal branding holds that branding can also be
extended to include humans. Interestingly, the idea of personal branding cannot be considered to
be a relatively recent phenomenon. In defence of this, Kotler and Levy (1969) advanced that
marketing principles, efforts and activities can also apply to humans and not just limited to

products, goods and services. Currently, the idea of humans brands is recognized among theorists



and researchers like Khedher (2015), who assess that humans can be managed in a strategic manner

because they have features that make them worthy of being promoted as brands.

Some advocates of personal branding like Peters (1997), Montoya (2005) and Arruda (2013) have
vouched for the practice as a means of achieving professional enhancement or used in a bid for the
sustenance of popularity. Traditionally, personal branding has been thought of as being the
preserve of individuals like celebrities, politicians or professionals who are publicly known to
strive to succeed in their careers and professions (Labrecque, Markos & Milne, 2011). The
concurrent introduction of Web 2.0 and the rise of social media has resulted in the evolution of
personal branding into a phenomenon that is not only exclusive to professionals and celebrities.
By publishing personalized content on social media through the creation of personalized digital
profiles, ability of individuals to present themselves in a favourable manner to a broad range of
audiences comes easily and with the added advantage of being able to reach audiences both
immediately and simultaneously. Social media has made personal branding more relevant and far-

reaching since its advent and subsequent proliferation.

The need to control personal brands has never been so important, so much so that the business
world has begun to recognize the feasibility in this assertion, offering strategic advice about how
to project a desired personal brand identity through the use of the many, varied and proliferated
social media avenues (Labrecque, Markos and Milne, 2011). There is limited empirical studies to
deal with these issues regardless of the importance of branding and the high adoption rate of social
media. The existing studies are very few and far between. One study that easily and readily comes
to mind is the study done by Kaplan and Haenlein, (2010). It has become imperative to explore
the effects of social media on the personal brands of individuals who stand to benefit a great deal
from it. It is against this backdrop that this study recognizes musicians as important beneficiaries
of personal branding and takes a dive to evaluate the role of social media in the personal branding

initiatives of Ghanaian musicians.



1.2 Problem Statement

Most of the existing literature like Kaplan and Haenlein, (2010), as well as (Labrecque, Markos
and Milne, 2011) contend that one can increase their value and continue to hold their place in a
competitive environment if they are discerning on how they can be different and unique. The
ability to do this will entail energy, creativity, financial support, a determined team and the winning
of the target audience. The brands that come out on top and succeed are those that are able to
understand these dynamics of differentiation and uniqueness, and possess the ability to gain and

sustain a grip in the minds of their audiences and consumers.

The phenomenon of branding on social media has been an area of interest to researchers far and
beyond. Such studies include that of Barware & Meehan (2010), Singh & Sonnenburg (2012),
Gensler et al. (2013) and Holt (2016). However, it is only until recently that the issue of branding
from a personal perspective generated an overwhelming interest among academics. There is the
need to address the concerns, as well as deficiencies related to the existing literature on personal

branding.

To start with, regardless of the growing interest in the phenomenon among academics, majority of
personal branding literature assert that personal branding ideas are still within the remits of self-
help books and articles by personal branding “gurus”. Some researchers like Khedher (2015) have
asserted that the increased awareness and practice of personal branding can be attributed to “the
rising number of books on the subject, magazines, websites, training programs, personal coaches,
and specialized literature about how exactly to brand oneself for success in the business world”.
Some doyens and professionals operating within the Ghanaian marketing industry, as well
motivational speakers and career counsellors mostly encourage people at all levels of their careers
to identify qualities that make them special and communicate them to the right people, with the
justification that it is a recipe for career success. The deficiency with this literature is that “intuitive

and informal approaches often predominate, and professional advice is often hype-ridden and



rooted in uncorroborated case-study experience” (Shepherd, 2005). It is for this reason that this
study is predicated on the idea that in order to have a much deeper and holistic understanding of
the personal branding process. Also, it is the stern conviction of the researcher that there is the
need to augment the literature on personal branding with literature that is rooted in a deeper

investigation of personal branding on social media.

Labrecque, Markos & Milne (2011) advance that the branding of humans is analogous to the
branding of products and services where individuals are engaged in the processes of identifying
and promoting their distinctiveness and uniqueness. While the literature of scholars who advocate
for personal branding advance arguments that is likened to the established traditional marketing
and branding theories, Shepherd (2005) believes that this had shaped the narrative as much of the
existing literature that speak to personal branding has mainly been focused predominantly on
reviewing and applying existing theories. Nolan (2015) believes that this is done from a
sociocultural perspective and the sociological concept of the self. This study is buttressed on the
belief it is possible and proceeds to argue that the phenomenon of personal branding should be

investigated from a marketing perspective.

There is a growing awareness and acceptability of the concept of personal branding in Ghana,
amidst its significance. More importantly, there is an increasing attention paid to social media in
the process of building, sustaining and promoting personal brands. Musicians are an aspect of the
classifications of people in Ghana who are noted to be human brands, and are actively engrossed
in the management of their personal brands. This research investigates the efforts and activities
that are employed in the use of social media to build, manage, sustain and promote the personal
brands of musicians in Ghana by examining the motivations and advantages. The study also helps
to understand why social media is so important in the branding success of musicians, a deficiency

that characterizes most of the studies done in this regard.



1.3 Research Objectives

The overarching research objective is to examine the role of social media in personal branding

among musicians in Ghana. Specifically, the paper seeks to achieve the following sub-objectives:

1. To examine how Ghanaian musicians use social media

2. To explore the meanings Ghanaian musicians who use social media attribute to personal
branding

3. To examine how social media is used to build the personal brands of musicians in Ghana.

4. To establish the nature of the social media brands of Ghanaian musicians who use social
media

5. To establish the consequences for using social media for personal branding by Ghanaian

musicians

1.4 Research Questions

The following research questions will undergird the realization of the study’s broader objective.
1. How do Ghanaian musicians use social media?
2. What meanings do Ghanaian musicians who use social media attribute to personal

branding?

3. How is social media used to build the personal brands of Ghanaian musicians?
4. What is the nature of the social media brands of Ghanaian musicians who use social media?
5. What are the consequences that stem from the use of social media for personal branding

by Ghanaian musicians?

1.5 Significance of the study

Though there are diverse studies that all seek to examine the role of social media in personal brand
building, this study will narrow this research area by focusing on the effect that social media

personal branding has on the brand of musicians in Ghana. It will explore the meanings and



perceptions of personal branding which will help in testing the efficacy of the brands and branding
strategies of the artistes. It is predicated on the notion that, not only personal branding is important
to corporate organisation but its relevance in recent times has permeated the entertainment
industry. This surge in attention paid to personal branding today, is also based on the enormous

opportunities that social media brings to the area, and the perceived benefits.

The study will add on to the existing pool of knowledge on the subject matter. But more
importantly, the study will bring to the fore the authenticity regarding the use of social media in
personal branding and its effect on the brand of the musicians in the industry. It will examine what
they are doing right, what they are doing wrong and will also make recommendations as to the

best tools to use to improve their brand equity and competitiveness.

The study will also form a basis for more advanced research into the area in other jurisdictions.

1.6 Organization of the study

The study is organized into four main chapters. The first chapter is the introduction and discusses
the background of the study, the problem statement, the research objectives and questions as well
as the significance of the study. The second chapter is the literature review which contains the
discussion of concepts, review of relevant literature to the topic and the theoretical framework.
The third chapter discusses the methodology employed in the collection and analysis of data. The
final happens to be the concluding chapter that discusses the summary of the paper, as well as key

conclusions.

1.7 Chapter Summary

This chapter looked at the background of the paper, the problem statement, research objectives
and research questions. The chapter also discussed the significance of the paper as well as the

organization of them paper



CHAPTER TWO
LITERATURE REVIEW

2.0. Introduction

This section discusses relevant literature on the theoretical underpinnings of personal branding
practices of celebrities in Ghana. This chapter will provide insight into how people, particularly
Ghanaian musicians brand themselves and review relevant literature that see branding as a
marketing principle that is very significant to humans in general and the career of artistes and other

celebrities.

2.1 Conceptualizing Brand and Brand Building

In a broad stroke, branding has been defined in literature as a way that entities are physically
represented for the purpose of emotional connection. Ghodeswar (2008) advances his view of a
brand as a name that distinguishes a name and/or symbol such as a logo, trademark or package
design and for that matter, is intended to identify the goods or services of either one seller or a
group of sellers, and to differentiate those goods or services from those of others. This is also called
the representational aspect (Ghodeswar, 2008). McDonald focuses on the emotional aspect of a
brand where it is seen as an “identifiable product, service, person or place, augmented in such a
way that the buyer or user perceives relevant, unique added values which match their needs most
closely (McDonalds, 2007).

The representational and emotional aspects of brands are captured by Belch and Belch by
describing it as a combination of many factors, including name, logo, symbols, design, packaging,
and performance of a product or service as well as the image or type of associations that come to
mind when consumers think about a brand. It encompasses the entire spectrum of consumers’
awareness, knowledge, and image of the brand as well as the company behind it” (Belch & Belch,

2003).



A brand goes beyond the visual representation of a symbol and the use of a memorable tagline.
This is because a brand encapsulates the mission and vision, as well as the operating principles
and tactics of an organization as argued by Skinner (1994). Branding in the perspective of Skinner
(1994) is seen as anything that identifies and distinguishes a good or service from another. In
essence, a brand is not just relegated and restricted to programs, services, and products, displays
but rather encompasses every other thing about an organization like its reputation, culture and core
values. Branding goes beyond the day to day processes of advertising or marketing. Fritz (2011)
also sees branding as a form of a messaging instrument which helps the businesses and
organizations actualize its goals. It is a form of communication which includes, but is not limited
to, the promotion of everything associated with the business. Onkvisit & Shaw (1997) argues out
the function of brands, where they indicated that it helps in the creation and sustaining the identity
of abrand, as well as its awareness. It also helps in guaranteeing a certain level of quality, quantity,
and satisfaction; and, helping with promotion. The brand can also improve the ability of the
organization in their search for legitimacy as it acts like the organization’s spokesperson. The
brand has a direct impact on the consumer, where enthusiasts have advanced that it affects the
attitude and perceptions of the consumer toward the product. Most especially within the purview
of public relations, it improves the relations of the consumer toward the organization that produces
the product. No longer isolated to for-profit business, the past decade has witnessed brands
increase in prevalence and importance in the area of sport, politics, culture, and non-profit

segments.

2.2. Personal Branding

Personal branding talks about the human interpretation of branding, where it is seen as the
differentiating characteristics and features that are inherent in humans. The human perspective of
branding was espoused by its key proponent, Tom Peters in 1997. He proposes that distinction

must be strategically managed, promoted and sold for individuals as well as professionals, to be



outstanding and successful. Therefore, the idea of managing and selling a personal brand is similar
to other profit-oriented businesses like the shoemakers, Nike, as strategies are put in place to
promote the salient and distinct features that give the shoe a competitive advantage.

In examining the strategies and techniques employed by people to present themselves on the
internet and various social media platforms (e.g., social networking sites, online forums, blogs,
etc.), previous research has explored the plausibility of self-marketing for the attainment various
goals (e.g., Chen, 2013; Dominick, 1999; Kim & Tussyadiah, 2013; Labrecque, Markos, & Milne,
2011; Shepherd, 2005). The core premise of these studies is in agreement with the idea that people
also apply the same marketing and branding principles, processes that were originally developed
for products and services, to generate a positive and lasting image of themselves (Chen, 2013;
Schwabel, 2009). Specifically, Schwabel (2009) defines personal branding by intimating that the
process involves individuals applying various techniques in differentiating themselves from the
crowd by articulating their unique characteristics and leveraging it with a consistent image across
different platforms to achieve their goals. While there are a number of studies on personal branding
that have focused on leaders or celebrities (e.g., in political campaigns, in advertising within the
entertainment industry). Currently, there is an increasing number of studies that also deal with the
issue of branding and presentation of self among normal people (Chen, 2013; Labrecque, Markos,
& Milne, 2011; Shepherd, 2005).

Although branding was once seen as a strategy for only key individuals like celebrities (Kotler et
al, 2006) and political individuals, new media technologies have been noted to have made personal
branding a personal task for everyday people (Shepherd, 2005). The rationale for personal
branding lies in the idea that every individual has the will to be their own brand and with that, the
person should mainly be concerned with the promotion of that brand (Peters, 1997). This is
buttressed by the notion that, if people do not manage their own brands, the power is relinquished

to someone else and increases the probability for their brand description being in the hands of

10



others (Kaputa, 2005). The process of personal branding does not deviate from the purpose of
personal selling since just like products, people have personality traits that lead to successful sales.
The difference is that in personal branding, there is no employer attachment, but behooves on the
utilitarian power of the individuals to sell him or herself (Shepherd, 2005). Just like personal
selling, personal branding also has the aim of capturing and promoting a person’s uniqueness to a
target audience (Kaputa, 2005). There are different motivations for personal branding, but several
personal branding advocates perceive the process which starts by having well-defined brand
identity, and actively promoting it in the marketplace through an efficient and effective
positioning. Personal branding is attuned with the process of “packaging and editing the self,”
which involves decisions about what information regarding one’s self to include and what to leave

out (Toma, Hancock, & Ellison, 2008).

2.3 Building and maintaining a personal brand through social media

Chan (2013) argues that the technological developments in the last ten years has resulted in the
growth of the internet due to the introduction of the web 2.0 era where social media has been
developed. Social media refers to a group of online communication channels based on content-
sharing community, interaction, dialogue and collaboration (Petruca, 2016). EbizNBA Rank
(2016) gives examples of popular social media platforms such as Facebook, YouTube, Twitter,
LinkedIn, Pinterest, Google+, Tumblr, and Instagram. These popular social media platforms are
being used for personal branding. Petruca (2016) intimates that social media is a channel through
which persons can share and communicate their thoughts, ideas, materials, pictures or videos to a
lot of people present online who have the possibility to interact with them and to share their
thoughts on content posted. Social media has empowered users and turned them into creators and
generators of content. This has resulted in the democratization of information such that information
is not solely generated by one single entity (Badau, 2011). Social media has enabled people to

engage virtually, communicating with each other through social media platforms that have made
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the World Wide Web a turf for consumers, instead of being a utilitarian tool for marketers
(Deighton & Kornfeld, 2009; Fournier & Avery, 2011).

Presently, social media comprise a plethora of social media platforms, some more popular than
others, but each with its own specificity in terms of audience and user because each platform serves
a different goal (Workitdaily, 2016). Petruca (2016) argues that social media is the most plausible
option to grow a personal identity, to establish a reputation and become visible in a specific
industry. It is however considered as the ideal place for any personal brand to meet its potential
due to the number of people using these online platforms and the prospects these have for any
brand. Therefore, with minimum effort, Huffingtonpost (2016) asserts that anyone can use social
media to promote their activities in a bid to accrue more followers and shape their perception of
them online. More so, social media has made rooms and provisions for individuals to create their
personal pages where they showcase their personal profiles on the various social media sites. This
makes it easy for them to construct and present themselves to a diverse range of audiences (Holt,
2016; Markos et al, 2011; Shih, 2009). Labrecque, Markos and Milne (2011) aver that this can
then be comprehended as an alternative for individuals to build a personal brand identity. Their
assertion is suggestive of the idea that “in an online context, personal brand identity relies on self-
presentation as identities are created in computer-mediated environments using social networking
profiles, blogs and personal Web pages.” In other words, it can be inferred that social media has
increased the relevance and efficiency of personal branding. Politicians, celebrities, professionals
on LinkedIn and even teenagers on YouTube for example, are making informed efforts to be
visible by shaping their social media presence so that their presence makes them stand out. Thus,
it is clear that the social online environment with Instagram, Twitter, LinkedIn, Facebook and
YouTube supports the concurrent growing phenomenon of personal branding (Khedher, 2015;

Chen, 2013).
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Brand identity, brand positioning and brand image, mostly referred to as the three branding pillars,
are also very visible in the process of personal branding. Therefore, the idea that the social online
environment has simplified the process of personal branding is buttressed and supported by
Kietzmann et al. (2011), where they propose a framework that asserts that, the significance of
social media in the process of personal branding is seen in these seven elements: presence, sharing,
conversations, groups, reputation, relationships, and identity. These seven elements throw more

light on how personal branding is actuated on social media.

Kietzmann et al. (2011) entrench their position of social media being an effective tool in the
actuation of an effective personal brand, that social media allows individuals to reveal their
personal brand identity by first intimating that the issue of ‘identity’ is central and pivotal to their
proposed framework of social media functionality. Secondly, the authors indicate that some of the
functions are interdependent and interrelated, but as a whole, they offer deep insights into brand
positioning. For example, social media conversations can plausibly result in building new
relationships. Therefore, the ability to influence using interactions on social media is incumbent
on one’s ability to communicate their uniqueness. The framework also makes a case for the

element called ‘reputation’, which according to the authors, defines the brand image.

In sum, social media is seen as the vehicle that propels the widespread of the personal branding
phenomenon (Labrecque, Markos & Milne, 2011). This discussion augments the assertion of
Peters’ (1997) who believes that everybody has a brand that can and should be managed enough

to become more formidable.

2.4 Review of related studies

This section deals with a review of related empirical studies that relate to the subject under

investigation. The discussions will mostly look at the arguments as to whether celebrities are
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human brands, the various activities that are involved in the process of personal branding and the

challenges in personal branding.

2.4.1 Understanding Personal Branding

In a bid to understand the process of personal branding, emphasis is placed on the pioneering
research work of Anna Zarkada who defined personal branding as “a new marketing concept
related to marketing strategies that a person adopts in order to promote his or her major personal
characteristics” (Zarkada, 2012). By conducting an extensive review of known perspectives on the
issues of personal branding and analyzing the definitions given to personal branding, her research
identified some scholars proposing psychotherapy-based personal development tactics for the
practice of personal branding (Zarkada, 2012). Her study also unraveled other scores of definitions
that project marketing thoughts and tactics such as one proposed by Thomas (2007), where he
defined personal branding as being predominantly about the unique value proposition to a
customer in a way that creates an emotional connection with that customer (Thomas 2007 as cited
by Zarkada, 2012). People are equated to goods and services and personal branding is seen by
some scholars such as Zarkada (2012) as the seller’s ability or promise to deliver a consistently
specific set of features, benefits and services to buyers. This is achieved through four important
characteristics namely attributes, benefits, values and personality (Hughes 2007 as quoted by

Zarkada 2012).

Zakarda (2012) challenges the practicality of these tactics arguing that the above descriptions
imply that people have the means and the knowledge to define and research markets as they
marketers of products would. The above approaches also assume that persons can be sold based
on the ability to display attributes that are desirable by a segmented and targeted public with clear
and distinct positioning. These are difficult in the normal cases of marketing products, and this is

particularly hard to meet and unsustainable in the market of persons.
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The final set of definitions the study identifies offer vague, and somewhat ambiguous descriptions
that are open to varied interpretations and imaginations. The definition offered by Mobray (2009)
proposes “a proactive behavior that influences your ability to be sought after, mentioned, valued
and given a second, third and fourth look” (Mobray 2009 cited by Zarkada 2012, p.3). Shepherd
(2005) also proposes the idea that the varied activities undertaken by individuals in a bid to make
themselves known in the marketplace, usually for the purpose of obtaining gainful employment,
although this may not be exclusive and intentional to all. (Shepherd 2005, cited by Zarkada 2012,
p.4). Zarkada (2012) concludes by proposing that personal branding should be considered as a
process which employs personal identity as its input, communication as its method and achieving
career objectives as its outcome (Zarkada, 2012). She also identifies the practice of personal
branding as falling within the corporate branding framework. Zarkada (2012) makes the above
propositions as a means of overcoming the practical challenges posed by psychotherapy-based
personal development tactics, marketing thoughts and vague definitions offered by some

proponents of personal branding.

The assertions made by Zarkada (2012) regarding the debates surrounding the practices and
assertions made in line with the theoretical underpinnings of personal branding are limited due to
the type of data and methodology employed in her study. The scrutiny of written opinions on what
personal branding consists of and partially provides only serves the purpose of a narrow window
into the appreciation of the full conceptualization and operationalization of personal branding
which real-life examples would have offered. The few definitions offered by some writers on the
concept of personal branding as used by Zarkada (2012) reduces the strength of her evidence. But
the study helps in the identification of some practical challenges that were seen in some of the
marketing concepts of personal branding will have on the practice of personal branding. Zarkada
(2012) explains in an instance that the process of product branding focuses on how a product’s

identity can be built from the beginning and manages to elicit specific emotions and outcomes.
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However, in the process of branding people, there is the existence of persons with formed

behaviours, history and attitudes to be dealt with (Zarkada, 2012).

In response to the above raised issues, Zarkada (2012) proposes the reconceptualization of personal
branding within the framework of corporate branding based on similarities between people and
corporations. She argues this in the excerpt below

“A person can create products for sale and can offer services in exchange for money but is

much more than these potential offerings to society and the market, and as such, it functions

in the socioeconomic system in a manner that resembles that of a corporation. A person has
values and intrinsic qualities that may or may not be evident in the context of production and

is visible, relevant and interdependent with a set of individuals and organizations that extends
much beyond the confines of the actual and potential buyers of the products and services

offered for sale — what is termed as ‘stakeholders’ in the case of corporations. Finally, both
people and corporations have distinct histories, identities and reputations that can form the
basis for branding but cannot be changed through branding” (Zarkada, 2012).

Despite these views, some researchers seem to exhibit some skepticism about the notion that
personal branding should mirror processes involved in the product and corporate branding process.
Shepherd (2005) shares in this where a case was made for the inherent conceptual and practical
challenges, making it problematic for it to be solely conceptualized as a marketing principle.
Dani (2018) assessed the meaning of personal branding by sampling individual professionals
across several institutions. Some descriptions such as marketing yourself were offered. Some
stressed on the uniqueness in the personal branding process by advancing that “it involves

presenting one’s self in a way that gets you noticed”.
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2.4.2 Celebrities as Human Brands

Broadly speaking, celebrity is a noun used to refer to famous people (Marwick & Boyd, 2011). A
lot more words have been used by scholars in a bid to describe a celebrity such as; a commodity,
a cultural formation (Turner G., 2004), a human brand (Holmes & Redmond, 2014). Some
researchers advance the notion that these descriptions are products of the activities that they engage
in that influence their brand. Holmes & Redmond (2014) argue that the everyday life choices and
values of celebrities are all actions that create brands and branding identities. Inadvertently, the
human brand identities curated as a result are able to sell product brands through activities such as
endorsements and persuasions. This is achieved through a process of transference there they give
their personality qualities to inanimate brands, hence encouraging consumption.

As is practiced in several countries, corporate organizations in Ghana frequently take advantage
of the popularity and image of celebrities to persuade consumers into patronizing their products
through predominantly endorsement deals. Cases in point are instances where popular footballer
and Black Stars footballer Dede Ayew, was made the brand ambassador for uniBank in 2016. The
idea was to use his image and value as a popular player both locally and internationally, to enhance
the image of the bank abroad (uniBank Ghana, 2016). One of the queens of the Ghanaian movie
industry, Nana Ama McBrown was also made the brand ambassador for Kasapreko’s Royal range
of drinks. This is because the company identified her as a person who embodies and personifies
the core values of the company such as “innovation, creativity, authenticity, passion, originality
and determination” (Aryee, 2018).

Centeno and Wang (2016) in their study discussed celebrities as human brands where they thought
of the concept of celebrities as being multidimensional and multifaceted. The brand identity of
these celebrities is formed through a co-creation process that involves the various activities of their
stakeholders. The stakeholders identified in the study were the “advertisers, media, talent
management, broadcast networks, consumers/fans, and celebrities themselves” (Centeno and

Wang, 2016). They mostly occur as teams, not publicly known, working coherently and
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holistically in the shadows to deliver a consistent image of the celebrities (Goffman 1956, cited by
Kivisto and Pitman 2013). This literature is found to be of immense importance to this study
because there is the need to identify individual stakeholders who work cooperatively and
assiduously to create the known brands of celebrities is an integral part of this study has been
considered in this study. As such, it will form the basis within which this study seeks to identify
and analyze the existence of those teams of individuals as well as the roles of various members of
the stakeholders or teams working with the Ghanaian celebrities to manage their personal brand.

Centeno and Wang (2016) focused predominantly on “celebrity sponsorship and social media
advertising”, as the parameters to interrogate how these stakeholders ‘gather together in an
assemblage of services in co-creating human brand identities’. This was achieved using results
from prior studies and data analysis of an internet ethnography study of the social media posts and
interactions of four Filipino celebrities where the researchers identified some pertinent roles played
by these stakeholders and promulgated three classifications namely the focal, primary, and
instrumental stakeholder-actors. Focal stakeholder-actors are the celebrities who were identified
as structuring themselves in line with how ordinary people enact themselves (Centeno & Wang).
In doing so, they end up building emotive relationships with their fans and followers thereby
enabling them to benefit through their social influence of the public socially and economically
(Centeno & Wang, 2016). The “Primary stakeholder-actors”, as identified by Centeno & Wang
(2016) are the consumers or fans. The fans were seen to be the freest, most active and highly
expressive of the stakeholder groups identified who are indispensable in the value creation process
that impacts on the brand of celebrities. The “instrumental stakeholder-actors” as advanced by the
researchers, are the stakeholder group that have fiscal interests in celebrity. This group comprises
predominantly of the media, advertisers, and talent management. Their instrumentality in the

creation of a brand is important as they serve as the mediators in the process. The overall success
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of the celebrity human brand is a resultant effect of the involvement of all these stakeholder groups

this goes a long way to benefit all the stakeholders involved in the co-creation process.

2.2.3 The use of social media in building personal brands

Petruca (2016) intimates that in a networked society, it is important to have an understanding of
how individuals have an active participation and a networking role and/place. The idea of a
personal brand has become a characteristic to a number of brand doyens and the ability to know
the various processes involved in the creation, promotion and growth of personal brands through
social media is considered a prerequisite that eases their workload. Petruca (2016) argues that
social media has prospective opportunities that can be capitalized for personal branding or self-
branding, and it has the potential to propel branding success through the creation of professional
opportunities. In sum, Petruca (2016) estimates that social media is a potent tool in building,
maintaining and growing strong personal brands. Petruca (2016) outlines a few considerations
when building a personal brand through social media;

1. Possessing presence on different media sites which enables the individual to reach out to

more people
2. Developing a strong positioning statement which encompasses a summary of who the
person is, and what he/she does and statements about the brand.

She continues that in order to have success for personal brands, there is the need to employ the use
of consistent content on all the platforms. She argues that the name, colour, style and texture used
are branding aspects that must resonate on all social media networks that the individual has a
presence on (Petruca, 2016). This builds some wealth for the brand as it becomes lasting and
memorable.
Building, maintaining and promoting personal brands using social media is its propensity to reach
people effortlessly. Kaplan and Haenlein (2010) argue that social media offers a rare opportunity

for brands to be promoted in a cheap way, especially at a time where other branding efforts require
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support due to some considerable financial and promotional constraints. The best way to explain
how relevant and important social media is for the building, maintenance and promotion of
personal brands is surmised in the words of Jayson Demers as cited in Kevan (2015) that, “if

content is the fuel for your personal brand, social media is the engine.”

In a related study to examine the efficacy of social media to personal brands, Scolere et al (2018)
argue that with the widespread use of social media, there has been a proliferation and pervasiveness
of discussions and discourses on self-branding becoming an important pillar of our social and
economic life. Their study was however concerned with the way digital brands get reproduced in
the face of so many social media platforms, which according to Scolere et al (2018) has been
under-theorized. Drawing on insights of in-depth interviews with 52 online creators of content
which included artists, writers, designers, writers and marketing consultants, the authors examine
how these stakeholders present themselves across the plethora of social media networking sites.
The paper shows that the social media increased the promotional capacity of the participants as
they all affirmed that they used social media in a professional way as part of their concerted efforts
to promote themselves, their businesses and their creative products. While at it, a lot of them
alluded to and agreed with the importance of having presence of several sites. The sample in
Scolere et al (2018) indicated that they routinely made decisions about the platforms on which to
create and share content based on a consideration of the design features and materiality of the site,
the sites perceived culture, as well as the interaction between the elements and the broader
environment, which solidifies the assumptions in Bucher and Helmond (2018). Highfield and
Leaver (2016) express that there is a increasing relevance of visual content on the social media
sphere and this was dominantly featured in Scolere et al (2018) where several interviewees
acknowledged that their image sharing activities, which was routinely and regularly done, were

guided by the technicalities and specificities of platforms. Self-branding has been venerated by

20



Scolere et al (2018), for allowing people who use social media to stay on top of, and ahead of
competition. Self-brand, in other texts known as personal brands, is a part of the new social media
world order which includes virtual platforms like Facebook, snapchat, among a host of others.
Taken together, these findings reverberate how significant it is to understand digital media activity
within a wider social media environment (Zhao et al., 2016) while other studies focus on the
considerations of users in the choice of platforms when confronted with situations where they are
to decide on communication and sharing of content (Scolere et al, 2018).

(Gensler et al, 2013) contends that one element that plays an important role when building and
promoting a brand on social media is content. The study follows that content put up on social
media should be ones that are considered relevant to the target audience, consistent and valuable.
The content should also have some sort of call for action. Existing literature have established that
the branded content should be informative in order to create positive engagement among users.

99 <¢ 99 ¢¢

Positive engagements are mostly seen in the form of “likes”, “comments”, “sharing” and increased
sales (for product-related content), vivid and interactive (Leeflang, 2012; Ashley & Tuten, 2015).
Besides, the rich content, which is principally the inclusion of images and videos has been found

to have a positive impact on consumer engagement (Sabate et al, 2014) and sharing (Berger &

Milkman, 2012).

2.4.4 Advantages accrued from the use of social media in personal branding

Urbanova and Slind (2016) focused on the examination of successful branding on social media,
looking particularly at the use of content on YouTube can be used to create and build personal
brands. Their article provides a valuable input to existing literature on the issue of social media
personal branding. Using qualitative content analysis, the authors sampled 72 videos from different
successful YouTubers and analyzed them. Their analysis revealed some patterns that resonated
across the YouTubers which included loyalty to personal brand profiles, promotion of multiple

social media accounts, addressing the audience and encouraging co-creation Urbanova and Slind
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(2016). The patterns enumerated above, according to Urbanova and Slind (2016), can be
understood as the key factors that influence the successes of personal branding on social media via
the use of content. The authors propose, based on the findings, that there should be a new
conceptual framework that explains personal branding on social media. The framework should
explain that personal branding on social media through the use of content is a convoluted and an
on-going process in which there is the need to build a strong and holistic personal brand, and that
personal branding theories should be revisited and revised to include humans.

Scolere (2019) argues that the building of portfolios has been long established as crucial and
central to the work of creative persons as well as industries and this practice has evolved as a key
and an important component of a personal brand and has more significant implications on the
brand especially in the age of social media. Though the above premise has been largely
understudied, the author conducts a year-long qualitative study which incorporated the interview
of graphic design professionals. The study identifies that portfolios are multi-platformed,
connected and dynamic, a process that is suggestive of a new pace and subjective nature which
creative industry persons can build, maintain and promote their brands (Scolere, 2019). Almost all
interviewers used in the study highlighted the importance of social media to promote portfolio
building efforts as part of steering the careers of creatives, as it was a motivating factor and
afforded them with opportunities to promote their projects via digital platforms (Scolere, 2019).
The study further argues by stating that the distribution of content and portfolios do not require
labor due to the numerous advantages that sprawling social media ecology brings to the table.
Haynes and Marshall (2018) assert that there is optimism about the numerous opportunities that
the internet creates for independent musicians. In their article that sought to evaluate the role of
social media in the professional careers of independent musicians, the authors agree that there has
been an effect of internet technologies on the music industry which, a position that has been often

emphasized. Haynes and Marshall (2018) are that these technologies help artistes to reach and
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have access to global audiences while affording them the opportunity to engage with them in
several ways that can help facilitate more stable, financially sufficient and self-sustaining creative
careers. The authors admit that there is a deficiency in literature with regards to the impacts of the
internet technologies on the working experiences of independent musicians. To fill the gap, Haynes
and Marshall (2018) conducted a pilot study on the working experiences of independent musicians,
and examines the musician’s use of social media in the careers and discusses the benefits and
merits and demerits that social media has served in the careers of musicians signed to small labels
in South-Western England. Their findings from their study indicate that social media is an
essential, relevant and strategic tool in the arsenal of independent musicians. Although the findings
confirm the assertions of the relative advantages of social media to the careers of musicians, it also
brought to the fore some significant disadvantages that emerged which shows that the benefits of
social media in the career of musicians have been overstated.

Haynes and Marshall (2018) advance that the musicians perceived social media as being a part of
social life and highlighted the role of the successes they have achieved. The response is however
unsurprising particularly since asking them this is more akin to asking them the role that electricity
plays in their lives. The authors argue that the response comes as no surprise as the musicians
sampled had little experience of the music environment before social media (Hayne and Marshall,
2018). The biggest impact of social media inferring from the findings of the survey was
disintermediation, due to the fact that social media gave them the a less costly opportunity to get
in touch with people without expending a lot of resources on PR and promotional activities,
together with the added advantage of direct engagement with people that care about their careers
(Hayne and Marshall, 2018). In a broad stroke, the findings showed the musicians demonstrating
that social media was the platform upon which their careers has been based on social media by

levelling the playing field.
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The study also shows some frustrations and misgivings about the use of social media by the
musicians who asserted that it was sometimes hard to measure the impact and tangible effects that
social media has on their career and brand. Hayne and Marshall (2008) navigate the feelings of
ambivalence and outlined areas where social media has helped solve a problem, as well as areas
where it created new problems. Their analysis shows that social media offers benefits in terms of
audience interaction where social media is seen as a conduit for feedback.

In a study of a more established set of musicians and the role of social media in their careers, Baym
(2012) notes that nearly all music professionals are seemingly convinced that social media and
particularly the musician’s use of social media to connect with their audiences — consider social
media as key to their survival. She advances that nearly all musicians engaged in her study
experienced and accrued benefits on a personal level as a result of direct access that blends the
rewards of friendships with those of performer/audience relationships (Baym, 2012). This serves
as a positive reinforcement in maintaining the morale of musicians +and helps validate their career
choices.

But irrespective of the important role that social media plays, Haynes and Marshall (2018) note
that the musicians used in the study were also skeptical about the benefits they stand to gain from
social media with respect to their interaction with their audiences. Two criticisms arose which
arose from their interactions with the musicians. First, the general view of the perceived difficulty
or in other words impossibility to transform social media interactions with fans into financial
income. This buttresses the discussions of Daym (2012) where she opined that social media
interactions with audiences are mostly along the lines of friendship and fandom which may reward
musicians emotionally. But these friendships are less commodifiable and it remains unclear that
social media interactions have the potential of being monetized.

The second criticism was that social media serves the purpose of enabling one to connect with

existing audiences and that, this does not penultimately and necessarily aid in developing new ones
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(Haynes and Marshall, 2018). Sargent (2009), in his study of independent musicians in two US
music scenes, found similar experiences and perspectives where the musicians in his study also
perceived ‘cultivation of support in their local music scene as foundational’ to their careers but
‘despite the promise of ICTs to transform musicians’ access to new audiences, musicians were
consistently frustrated by their inability to reach beyond their existing social networks (Sargent,
2009). Haynes and Marshall (2018) argue that the difficulty in accessing new audiences was in
part related to the notion that there is so much music available online that it is extremely difficult
for artistes to get the recognition they deserve.

Taken together, the above studies and discussions reveal the salience of social media in personal
branding initiatives. It also demonstrates the benefits accrued from the use of social media in the
branding initiatives of creatives and musicians. The common thread that runs through is the fact
that most of the studies are foreign and there is a deficit in the literature on social media branding
that brings to bear the importance and role of social media in the personal branding efforts of
African musicians. This study however, aims to fill this gap by examining the role that social media

plays in the personal branding initiatives of musicians in Ghana.

2.5. Theoretical Framework

The study will be undergirded by the theory of Dramaturgy as postulated and advanced by Erving
Goffman. The theory and its significance to a study of this kind is discussed in the pages that

follow.

2.5.1 Goffman’s Theory of Dramaturgy
This theory was espoused by Erving Goffman, in a book published in America in 1959 titled “The

Presentation of self in Everyday Life”. Using the imagery of character, Goffman stresses that actors
portray various nuanced and significant faces of social interaction. He advanced the social

interaction theory which he referred to as the Dramaturgical Model of Social Life.
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Goffman argues that social interaction is analogous to a theatre or a studio, and people in everyday
life likened to actors on a stage, each playing a different set of roles. The audience comprises a
group of individuals who observe the role-playing and offer various distinguished reactions to the
performances. The central proposition of this theory is the idea that people are constantly engaged
in the process of impression management as they interact together in social settings where each
person tries to present themselves and behave in a way that will prevent an embarrassment of
themselves or others. This is primarily achieved when each person that is an integral part of the
interaction work assiduously to ensure that all parties have the same definitions and impressions
of the situation, that all of them “understand what is meant to happen in that situation, what to
expect from others involved, and thus how they themselves should behave” (Goffman, 1956).
Shepherd (2005) proposes the use of Erving Goffman’s (1956) as a framework in trying to
understand the mundane and proliferated human interaction for any study on personal branding.
Goffman’s theory interprets the interaction between people as a performance. He developed two
concepts to explain human interactions: the first concept which he conceptualizes as the “front
stage” is that “part of the individual’s performance which regularly functions in a general and fixed
fashion to define the situation for those who observe the performance” (Goffman, 1956). Actors
are conscious of the existence of the audience and the audience expectation of their roles they
should play to influence the audience behavior. Shepherd (2005) considers the ‘front page’ as
“eerily prescient of the concept of personal brand image where people carefully construct and
present themselves in a particular manner to manage the impression that people have of them”.
Goffman explains that ‘the back’ is the place where the performer can reliably expect no intrusion
from the audience (Goffman, 1956). It is the place where the performers relax, and are able to be
themselves and the role or identity they play when they are in front of others. At this stage, is
where props that will be used at other times are stored and where the counterbalances, lights and

so on that make the scenery convincing to an audience are hidden (Kivisto & Pittman, 2013). The
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perspective from Kivisto and Pittman (2013) should be appreciated as it buttresses the intimations
of Goffman by advancing that the back is different from the front and is kept separated and private
as such away from the purview of the public. This is symbolic of the lives of human brands, and
also the planning and strategy phase where “only team members have access.

Kivisito and Kittman (2013), in a bid to provide further elaboration on the theory raise concerns
as to how people convince other people, specifically consumers to adopt a particular understanding
of various social scenes. As if he were a soothsayer, Goffman (1956) explains that convincing
people (i.e. consumers) to adopt a particular understanding of social scenes takes a collaborative
effort that stages a convincing performance complete with roles, scripts, costumes and a stage. It
is until all these factors can be harmonized to create a coherent and holistic picture of reality that
the idea of convincing people can be achieved.

Goffman (1956) also stressed on the salience of team effort, as articulated in the preceding
paragraphs has a brutal resemblance with the process of human brand co-creation. Centeno &
Wang (2016) demonstrate that the image and positioning of a personal brand in the minds of the
consumer are achieved through a collaborative effort of shareholders. This is indicative of the
various tactics, strategies and media platforms used to convey the core values and brand image of
a person.

The use of sociocultural theories to conceptualize the process of personal branding is a stance
adopted by Khedher (2015) where he argues that personal branding is a process which comprises
three stages namely defining the personal brand identity by drawing on Bourdieu's (1983, cited in
Khedher, 2015) theories of social and cultural capital, personal brand positioning, which he relates
to Goffman’s (1959, cited in Khedher, 2015) theories on the presentation of the self; and personal

brand image, which is related to Schon’s (1983, cited in Khedher, 2015) theory of reflexivity.
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2.1.2 Relevance of the theory to this study.

The theory is also relevant to understanding the concept of personal branding because of its focus
on the manner people communicate about themselves and the steps used to present themselves to
an audience. It encapsulates the idea that individuals are able to construct and present an acceptable
or marketable image of themselves in order to create an impression on their target audience they
mostly interact with. The theory of Dramaturgy also brings up the realization that there are two
sides to all forms of human interactions that Goffman (1956) describes as the front (conspicuous)
and the back (hidden). Personal branding operates using this understanding and serves as a guide
to the construction of impressions of themselves that they wish to put across publicly. The
proliferation of personal branding is generally attributed to internet revolution, particularly the
Web 2.0. The study adopts this theoretical dramaturgical framework of Goffman (1959) and shares
in the assertion that building a personal brand involves creating a persona, performing a digital
portrait using strategic reveal of information to make an image accessible to a networked audience,
this self requires constant self-surveillance and monitoring in a day-to-day life.

This study will only focus on only one side of the two-way interaction which entails the actions
and intentions of the person that tries to control the impression that people have of him or her
through social media. The theory will aid this study in trying to interrogate the activities, teams
as well as the resources that celebrity brands in Ghana employ to construct the desired impressions.
The theory will also guide the researcher to analyze the ‘front” where according to Goffman,
impression about brands is communicated and how it is achieved for consumers to adopt what has
been disseminated. This will help gain a thorough and an in-depth understanding of the activities

involved in the management of the personal brand of Ghanaian celebrities through social media.

2.4 Chapter Summary

This chapter focused on an examination of the literature on personal branding. The chapter began

with the theoretical framework where Goffman's theory, with an update from Kheider in 2015,
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will form the basis to deconstructing the process of social media personal branding in Ghana’s
entertainment industry. The chapter then discussed the basic concepts such as branding, personal
branding, and building personal brands through social media and concluded by reviewing the
scholarly and empirical works that focused on the understanding of social media personal
branding, celebrities as human brands, the core practices and tools in personal branding as well as

the challenges in personal branding.

29



CHAPTER THREE
METHODOLOGY

3.0. Introduction

As explained in chapter one, the focus of this research is to investigate the role of social media in
personal branding of musicians in Ghana. In order to achieve the objectives of the study, and in an
attempt to answer the research questions which were informed by the theoretical debates discussed
in the literature review as enumerated in the preliminary chapter, the study is gleaned towards the
selection of an appropriate research methodology that will aid in the achievement of these

objectives and the answering of the research questions.

This chapter will explain the methodology used to examine the role of social media in personal
brand building. As previously argued out in the literature review, there has been a change in the
theories regarding the efficacy of personal branding, a change that has been brought by
development in communication and information technologies as well as the development of the
world wide web. The aim of the research is to investigate if there has been a substantial qualitative
improvement in personal branding due to the advent of social media as well as social media
friendly technologies. The research design, methodology and sampling techniques will be briefly

discussed in the pages that follow.

3.1. Research Design

It is defined as ‘a detailed blueprint used to guide implementations of a research study towards
realizing its aims and objective (Aaker and Day, 1990). It focuses on the techniques and methods
of collecting data and analyzing it. (Zokmund, 2003). Therefore, a design is about choosing the

best approach or method in collecting data.
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Social media personal branding is concerned with “intentional, persuasive communication where
the communicators and stakeholders are relationally active in creating, amending and
reconstructing meanings and thereby transforming their social worlds” (Heath, 2009). As such,
well managed social media brands play a role as an invincible force that seeks to shape our
perceptions of actors at individual and societal levels. It also influences and shapes how we define
our identities in relation to others. Research should help in the understanding of this very complex
and convoluted but contextualized process by giving us insights into how managed social media
use in communications helps the brand of the musicians by influencing the dynamic process

through which realities and cultures are created.

A study of this nature that will require a flexible type of research where the process involved in
the discovery of the role of social media in the personal branding efforts of musicians is blended
with intuition. It is in light of this that the study will adopt the use of qualitative research to best
reach its potential. Qualitative research is the best fit because of its interpretivist philosophical
leaning and the idea that realities are constructed in a social context, enabling the researcher to
delve deeper. This type of research focuses the application of a predetermined set of procedures in
a systematic manner, in the collection, analysis and presentation of findings to understand the
occurrence of a phenomena and to resolve issues. It therefore aims to get a grasp only on the case
studied instead of the alternative of generalizing across populations, or to use the data to support
hypotheses. Qualitative studies also provide complex descriptions of how people experience a
given research phenomenon by providing an overview of the human side of an issue in terms of
behaviors, beliefs, opinions, emotions and relationships. It also looks critically at intangible factors

such as social norms, socioeconomic status, gender roles, ethnicity and religion.

Keegan (2006) argues that qualitative research is distinct from other forms in that it is “rigorous,
reflective, reflexive, intuitive and contextualized subjectively”. Qualitative studies are seen to be
powerful means of getting a deeper and holistic understanding of the relationship social media and
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personal brands. It helps to get insight into a problem from an emic perspective, which will help
to improve the conception, operationalizing and understanding of personal branding, as well as
social media branding due to the fact that the conclusions will be based on indigenous concepts.
This will be a richer source of information that cannot be universalized since they will have been
derived from terms and ideas about a crop of musicians’ use of social media in building their

personal brands.

The methodologies of qualitative research are usually grounded in interpretive thinking because
they are concerned with reaching an understanding about how meaning is constructed and
reconstructed through communication relationships which are studied in their natural settings. In
this study, the aim is to know the implications of social media in personal branding, among others.

The interest here is in the voice of the stakeholder engaged in the music industry in Ghana.

3.2. Case Studies

A case study is a qualitative study design that examines a phenomenon within its real-life context.
In this process, data is collected on the phenomenon from individuals, groups, or even events. Case
studies have the aim of understanding the uniqueness of a phenomena to a given subset of people
due to sociocultural, political and economic differences that exist between people. The
understanding garnered from the study is then used to apply to other cases and contexts to
determine patterns or areas of differentiation. This method mostly comprises the use of in-depth
interviews where the uniqueness of the case is explored in greater detail. Qualitative case studies
have several implications such that it entails the selection of participants based on their unique
features in part due to the fact that the interest of researchers is mostly on the special attributes of
the cases. Because of the uniqueness of the cases being the primary interest of the researchers,
small sample sizes are mostly used. The process of inquiry in these types of studies focuses largely
on their definitive and differentiating features exhibited from other individuals/events in the larger

population. The utilitarian motive is to unearth what makes the occurrence of the phenomenon
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among them so different, and the reasons that account for this difference. The study will adopt the
use of qualitative case study to evaluate the differences and similarities in the use of social media

for personal branding purposes of musicians in Ghana.

3.3. Population

A research population is generally a large collection of individuals or objects known to have the
same characteristics, which form the main focus of a scientific query. It is for the benefit of the
population that research is done. Polit and Hungler (1993:37) refer to population as an aggregate

or totality of all the objects, subjects, or members that conform to a set of specifications.

The population for this study will be musicians in Ghana who use social media. The rationale for
choosing the musicians is that, they form the stakeholders that stand to benefit most from the use
of social media in building and managing personal brands and using them for the study will provide
the study with first-hand information from their perspectives as to the role of social media in their
personal branding efforts. Additionally, the population chosen will give insightful data with
regards to the effectiveness of social media personal branding. The population selected satisfies
the theoretical considerations of the study. They are all likely to use social media and have some
degree of knowledge as to the various benefits derived from social media use. Literacy was also a
key consideration in the choice of population. For a commercial industry like the Ghanaian music
industry, the ability of the participants to determine the role of social media in personal branding

is highly dependent on their literacy level.

3.4. Sample

The sample is usually the subset of the population. Sampling is selecting a subset of a population
to participate in the study, it is a fraction of the whole, selected to participate in the research project

(Brink 1996:133; Polit and Hungler 1999:227). The concept of sampling
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comes from the inability of the researchers to test all individuals in a given population. The sample
must be representative of the population from which it was drawn and it must have a good size to
warrant statistical analysis. The main function of sampling is to allow the researchers to conduct
the study to individuals from the population so that the results of their conclusion can be used to

derive conclusions that will apply to the whole population.

Purposive sampling is a non-probability sampling technique where subjects are selected because
of their suitability to the research, based on certain theoretical considerations. The samples are
selected because they are the best participants to gain a better insight from for the study. For a
study of this nature, with emphasis on the limited time and resources, the study resorted to the use
of purposive sampling to use participants who have been exposed to the phenomenon under

investigation. As such, only musicians that use social media will be used for the study.

That said, a sample of twenty (10) musicians from the Ghanaian music industry who use social
media will be used for the study. As explained earlier, the choice of population and sample gives

confidence in the findings of the study.

3.5. Data Collection Method and Instrument

The study will adopt the use of interviews as the qualitative approach. According to Wimmer &
Dominick (2006:135) “Intensive interviews or in-depth interviews are essentially a hybrid of the
one-on-one interview approach.” To do this, semi-structured interviews will be conducted on

samples from the Ghanaian music industry.

For the purpose of this study, the researcher first determines the questions to pose that would
provide the desired data. These questions originate from research questions that form a basis for
the study. A question guide for a semi-structured interview will thus be designed to aid researchers

in collecting data. A semi-structured interview is a qualitative method of inquiry that combines a
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predetermined set of open questions (questions that prompt discussions) with the opportunity for

the interviewer to explore particular themes or responses further.

Next, researchers plan to conduct the interviews separately on the participants using interview
protocols. These interviews will be recorded using sound recorders. These audiotapes will later be
transcribed into textual data for the purpose of easy analysis. The next stage involves unitizing the
data. According to Baxter & Babbie (2003:366), unitizing involves breaking down the data into
the simplest form of information that could stand on its own. That is, “it must be interpretable in
the absence of any additional information other than a broad understanding of the context in which
the inquiry is carried out”. Coding categories of the data will then be developed. The various units
of data will first be coded under four broad themes which will later be condensed into three themes,
each of which will be presented in the findings. The researcher then combs through the entire data,
categorizing each unit under the three broad coding categories identified in the research objectives.
Each theme of data is then stored as a separate file for the purpose of analysis. Researchers then
analyzed each thematic category of data for patterns. The patterns uncovered by analyzing the four

separate files denoting different themes are then used to answer research questions.

To augment the use of interviews, the researcher will also examine the social media platforms of
these musicians. Qualitative content analysis will be employed where the social media of the
musicians will be analyzed using some predetermined indicators from the theoretical
underpinnings of the study. This will include the use of scrapped data from their public social
media accounts. Data will be recorded through observations and notetaking and discussed in

greater detail in the presentation of findings.

3.6. Data Analysis — Thematic Analysis

The method of data analysis that will be employed is thematic analysis. These audiotapes from

the interviews will later be transcribed into textual data for the purpose of easy analysis. The data
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will then be broken down into the simplest form of information that could stand on its own.
According to Baxter & Babbie (2003:366), “it must be interpretable in the absence of any
additional information other than a broad understanding of the context in which the inquiry is
carried out”. Coding categories of the data will be developed. The various units of data will first
be coded under five broad themes which are captured in the research objectives. The researcher
then combs through the entire data, categorizing them under the four broad coding categories
identified. Each theme of data is then stored as a separate file for the purpose of analysis.
Researchers then analyzed each thematic category of data for patterns. The patterns uncovered by

analyzing the four separate files will help in answering the research questions

3.7. Ethical Considerations

Ethical concerns form a major deal of every research as it almost crops up in any research
undertaking involving participants or individuals. Saunders et al. (2009) define research ethics as
the appropriateness of a researcher’s behaviour in the conduct of research, especially the
researcher’s relationship with the rights of participants. That is, participation in the research should
be at the discretion of the participants. In this research, participants were exposed to the research
objectives after which their consent was sought to be part of the study. All participants agreed to
voluntarily be part of the research and they had the sole right to pull out of the study whenever
they felt the need to do so. In addition, the study maintained a high level of participant’s

confidentiality by ensuring that the data provided were bereft of the participant’s identity.

3.8. Chapter Summary.

This chapter focused on the methodology of the study. The chapter looked at case studies as the
most appropriate qualitative methodology to use for a study of this nature. The study proposes the
use of interviews as the data collection method where semi-structured interview protocols were

used to elicit information from the selected sample. Convenience samples will be used for the
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study, while the grounded theory will be used as an analysis technique for the data that will be

obtained. The ethical considerations were also discussed.
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CHAPTER FOUR
CONCLUSION

4.0 Introduction

This chapter discusses the summary of the paper, as well as conclusions where the basic premise
of the paper will be articulated and a defense will be given in response to the originality of the

work and its relevance.

4.1 Summary

The paper sought to analyze the role of social media on the personal brands of musicians in Ghana.
The paper was organized into four chapters which are discussed as follows.

The first chapter was the introductory chapter. The chapter started by advancing the background
of the paper where the case was made about the fact that branding of products can also be applied
to humans. This is because humans possess qualities and features that differentiate them from other
humans, and as such, there is the unequivocal existence of personal brands. It was also argued that
the advancement in the internet and the introduction of the Web 2.0 has changed the ways in which
personal brands can be built, managed and promoted. The chapter continued with the statement of
the problem where a case was made for the need for a deeper investigation into the various ways
in which social media can be used to promote the brands of individuals, particularly musicians in
Ghana. The research objectives were articulated and the research questions were advanced and the
significance of the study was established.

The second chapter was the literature review. This chapter was concerned with an evaluation,
assessment and examination of the relevant literature that speak to the issue of personal branding
and the role that social media plays in this. The examination was done in three ways: first, the
discussion of concepts captured in the topic. The second part of the analysis was an empirical

review that examined relevant empirical literature that spoke to the various themes captured in the
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research questions and objectives. The chapter ended with a discussion of the theoretical
framework where the theory of Dramaturgy by Goffman was articulated as being the best
theoretical basis for the study. The relevance of the choice of theory was argued out, based on its
use by other studies of personal branding.

The third chapter was the methodology section. Here, the researcher proposed a methodology
deemed suitable enough to properly navigate the topic and realize the aims of the paper. The
qualitative approach was proposed where the method argued for was the use interviews and
qualitative content analysis.

The last chapter is the conclusion chapter where the summary of the paper, as well as the

conclusions.

4.2 Conclusions

To help navigate the phenomenon, the following research objectives were espoused to guide the
progress of the study.
1. To explore the participants understanding of personal branding
2. To examine how social media is used to build the personal brands of musicians in Ghana.
3. To explore the advantages accrued from the use of social media in building personal

brands.

The review of the literature as far as these objectives are concerned are briefly discussed below

4.2.1 Participant’s Understanding of Personal branding

The literature discussed shows that there are differing definitions and conceptualizations of the
term personal branding. These differences are highlighted by Zarkada (2012) who conducted an
extensive review of the known perspectives on personal branding. In sum, their
compartmentalization of the definitions were those that were marketing oriented and

psychologically oriented. Zarkada (2012) intimates that, the scrutiny of these definitions only
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provides a narrow view into the full aspects of the conceptualization and operationalization of
personal branding, as some were bedeviled by some practical challenges. There is however the
need for a holistic view on personal branding and an assessment on how particular stakeholders
understand the term goes a long way to influence the techniques that they employ to achieve its

SUCCesS.

4.2.3 How social media can be used to build personal brands.

The review clearly shows that humans are brands on their own. However, a category of humans,
namely celebrities stand to benefit immensely from well-built, managed and promoted brands.
Petruca (2016) estimates that social media is a potent tool in building, maintaining and growing
strong personal brands. In similar circumstances, other scholars agree on the fact that social media
affords celebrities the opportunity to enhance their brands, but there are differing opinions
regarding exactly how this can be achieved. While some studies were particular on the content
shared on social media platforms, others were concerned with the choice of social media and the
need to ensure that the identity of the celebrity resonates across all his or her social media

platforms, including and not restricted to content (Scolere et al, 2018).

4.2.3 Advantages accrued from the use of social media for personal branding

While some have argued about how advantageous social media is to the brands of musicians and
celebrities, in helping them to stay on top of and ahead of competition, directly interacting with
their audiences etc, other studies bring afore some skepticisms and challenges regarding the merits
accrued from the effective use of social media such as little or no impact on acquisition of new

audiences or fanbase, difficulty in measuring the impact on their audiences and brand, inter alia.

4.3 Research Proposition

It is the conviction of the researcher, informed by the various theoretical debates concerning the

issues of personal branding on social media, that there is the need for a qualitative study to better
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appreciate the importance of social media to the building and maintenance of personal brands,
particularly in Ghana. This is because the researcher believes that given the sociocultural contexts
of the numerous studies, a Ghanaian one will add to the variety and richness of the literature
available on the matter. The implications that will be drawn from this study will be useful to
musicians, branding experts and other celebrities, as well as researchers in general. The findings
of the study will help shape the role of social media in celebrity branding. Although the issues
regarding the use of social media in personal branding has been carefully espoused and digested,
this study will only compliment such discussions and offer Ghanaian perspective that will enrich

existing literature on the subject.
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