
Contemporary brand strategy creation and 

portrayal of a music artist on social media
- A management perspective

Gustav Ottinger

Business Administration, master's level (120 credits) 

2017

Luleå University of Technology 

Department of Business Administration, Technology and Social Sciences



 
 
Acknowledgement 
 

This thesis is the final component of my master education in International Business at Luleå 

University of technology. The work begun in late spring of 2017 and was finished in early 

autumn 2017. I would like give a special thanks to the interviewees participating in this research 

and to Maria Ek Styvén and Mana Farshid in their support during the beginning and end of this 

research.  Also, a sincere thanks to family and friends who have supported me in this process 

and throughout the past five years.   

 

  

Gustav Ottinger 



 ii 

Abstract 
 

The technological advancements in the web 2.0 era have been argued to have had a great impact 

on creating brand strategy and conducting communication. The music industry is categorized 

as a high interactivity industry, thus the interaction between marketing practitioners and 

consumers is high in its nature. Though, as consumers are empowered to either engage with or 

ignore marketing campaigns, the importance is argued for developing a deeper relationship 

between the brand and the consumer. Thus, how to strategically create the brand to reach the 

target audience has become the challenge. Once managed to establish the brand with a 

congruity, leveraging the marketing communication can set the foundation for retaining and 

establish relationships with the consumers. Therefore, the purpose of this thesis is to provide a 

deeper understanding on how brand strategy is created in the beginning of an artist’s career and 

how the brand is communicated in the online environment. From this, one research question 

was proposed;  

 

How do managers create brand strategies as a foundation for the portrayal of an artist’s 

brand on social media?   

 

This thesis has both a descriptive and exploratory nature with a qualitative and deductive 

approach. The strategy chosen for this study was a case study conducted with managers in the 

context of actively handling brand strategy creation and communication on social media. The 

collection of data was through interviews with managers from respectable companies within 

the music industry. The respondents chosen was based on a judgmental sampling, thus selected 

on the basis of their experiences and insights in an artist’s brand.   

 

The data suggests in correlation with theory, that the aim with the strategy takes the direction 

towards creating a foundation for a bond between the brand and the consumer in a consumer-

brand relationship. Expressed in the findings, two perspectives exist when creating strategy and 

how each further affects what managerial decisions of the brand are based on namely; brand as 

a person or brand as a product. These two perspectives are each described as separate aspects 

in the initial stage of the creation of brand strategy. Though, in a long term it was expressed 

that both perspectives are equally important to consider regardless of the initial focus to 

managed the discussed relationship.   
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Sammanfattning 
 

Den teknologiska utvecklingen av internet som en kommunikationskanal, sägs ha påverkat 

skapandet av varumärkes- och kommunikationsstrategi. Särskiljande för musikindustrin är 

faktumet att konsumenterna (publiken) har en hög tendens till att aktivt interagera med 

avsändaren (varumärket). Det är således av stor vikt för varumärket att lära sig att interagera 

med flera målgrupper, samt att kunna skapa innehåll som kan hjälpta till att bygga en djup 

relation med mottagaren i syfte att skapa en lojal kundgrupp. Utmaningen har därmed blivit att 

skapa en kommunikationsstrategi som har en tydlig koppling till varumärkets identitet. Detta 

är en förutsättning för att skapa och bevara relationen med konsumenten. Den här uppsatsen 

avser att undersöka och bidra med en djupare förståelse för hur varumärkesstrategi skapas för 

en artist i början av dennes karriär, och hur den sedan skall kommuniceras i sociala medier. 

Med detta som utgångspunkt har följande frågeställning formulerats: 

 

Hur upprättas varumärkesstrategin för att skapa en hållbar kommunikationsstrategi för 

artisten i sociala medier? 

 

Den här uppsatsen är både förklarande och utforskande, och använder sig av en kvalitativ ansats 

genom en case study som genomfördes tillsammans med chefer inom varumärkes- och 

kommunikationsstrategi för sociala medier. Insamlingen av data skedde genom intervjuer med 

chefer från väletablerade företag inom musikindustrin. Respondenterna valdes utifrån ett 

ändamålsenligt urval efter erfarenhet och värdefulla insikter om artisters varumärken. 

 

I empirin framgår det tydligt att det generella målet med strategier är att skapa en relation mellan 

varumärket och konsumenten, vilket stämmer överens med teorin.  I en vidare tolkning av 

empirin finns det två olika perspektiv som man utgår ifrån i skapandet av en strategi; varumärke 

som person och varumärke som produkt. Dessa två beskrivs som skilda perspektiv i det 

inledande stadiet, men anses ha lika stor vikt som tillsammans utgör grunden för att upprätthålla 

förhållandet mellan varumärket och konsumenten på lång sikt.   
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1. Introduction 
This chapter will provide a background of the chosen research area in order to introduce the 
thesis to the reader. This is followed by a problem discussion, which focuses on the existing 
challenge communication managers face in marketing communication online. Thereafter, the 
purpose of the thesis will be stated along with one connected research question. Finally, 
delimitations and the outline of the research are stated. 

 
1.1 Background 
The music industry is categorized as a high interactivity industry, thus the interaction between 

marketing practitioners and customers is high in its nature. (Gamble & Gilmore, 2013) 

According to Gamble and Gilmore (2013), the effect has been higher usage of contemporary 

interactivity technology created in the web 2.0 era. From a practitioner perspective this is 

considered to give the impression of requiring an even more direct engagement when 

communicating directly and creating a relationship with the target audience. (Yan, 2011) The 

aim is to create a stimulus with what is communicated, as customers are empowered to either 

engage with, or ignore marketing now more than ever. (Aitken , Gray, & Lawson, 2008; Henard 

& Rossetti, 2014) The importance lies within developing messages which connects with the 

consumer on a deeper level emotionally online (Turri, Smith, & Kemp, 2013; Henard & 

Rossetti, 2014). 

 

Moreover, creating a strong engagement with the consumer can be valuable to what is branded 

as it can lead to loyalty and support. Thus, focusing on the involvement of the consumer in the 

interaction. Targeting consumers on a deeper level requires information about their preferences 

which is acquired through the actual interaction. (Turri et al., 2013) Additionally, this can also 

contribute to building the relationship with the consumer as it can facilitate in ”providing 

resources in the consumer decision-making, meeting their needs as well as in a motivational 

aspect”. (Turri et al., 2013 p. 202-203) A personal connection can be formed if the 

communication is created with a humanized and charismatic approach when communicating 

on a regular basis. Though, time, resources and strategic management are required to reach this 

level of strategy. (Turri et al., 2013) 

 

Furthermore, a recent study stated the distinction between practitioners and consumers has 

become more blurred when consumers now play the role as an active participant in the 
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communication process. (Bajde, Koklic, & Bajde, 2015) This shift to an active participant from 

a passive participant has further been affected by the contemporary technology advancements 

influencing consumer preferences on how music industry marketers should manage their 

communication. (Lam & Tan, 2001; Christodoulides, 2009) Subsequently, this has caused the 

traditional one-way channel in communication to evolve into multi-way conversations where 

different strategies are being discussed. (Christodoulides, 2009; Gamble & Gilmore, 2013; 

Chen, De, & Hu, 2015)  

 

Additionally, the main online platform for communication and promoting is through social 

media; foremost Facebook and Instagram. (Chen, Fay, & Wang, 2011; Turri et al., 2013) A 

presence on these could provide the ability to facilitate multible exposures and a sustainable 

tool for enhancing relationships (Thorbjørnsen, Supphellen, Nysveen, & Pedersen, 2002). A so 

called fan page can become a profile which can serve as an identity frontpage and information 

hub (Turri et al., 2013) to facilitate communication strategy’s objectives to concentrate even 

more on what is considered core when portraying a brand. (Lam & Tan, 2001;Turri et al., 2013) 

Furthermore, with a formalized multi-way communication channel the process of creating 

communication now includes both the sender and receiver as important perspectives in the 

development of its strategy. (Daugherty, Eastin, & Bright, 2008) Moreover, the strategy in the 

digital spectra of communication rather appriciate an active involvement of the consumer for 

sharing of content, and possess great intentions toward creating the commitment (Turri et al., 

2013).  

 

1.2 Problem discussion 
As discussed, technological advancements are argued to have had a great impact on the music 

industry as well as altered the ways of creating communication strategies within that industry. 

(Gamble & Gilmore, 2013; Hewett, Rand, Rust, & van Heerde, 2016; Bonner & O'Higgins, 

2010) The traditional view of consumers as the passive participants in communication has 

changed and marketing theory now view them as the active participants. (Rugova & Prenaj, 

2016). This shift is seen as the result of modern Web 2.0 technologies, social functions and 

social media, which has enabled consumers to be more interactive in marketing communication 

in the sense of receiving a greater opportunity to take part or ignore campaigns compared to 

traditional marketing channels. This has led to the question of how to strategically create the 

brand to reach target audience in the communication? (Aitken , Gray, & Lawson, 2008; Henard 
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& Rossetti, 2014) Contemporary communication strategies in a digital environment argue this 

challenge to be regarding creating a more personified branding strategy to connect with the 

consumers. Thus, aiming to make the consumers regard what is branded as their extended self 

and strive to establish the deeper connection. (Chen, Lin, Choi, & Hahm, 2015; Daugherty, 

Eastin, & Bright, 2008; Gamble & Gilmore, 2013) 

 

Furthermore, the process of creating the discussed connection then becomes challenging as it 

involves establishing a well-structured strategy for creating the identity of the brand as well as 

maintaining the congruence between the brand identity and what is communicated in the web 

2.0 spectra (Hutchinson, Donnell, Gilmore, & Reid, 2015; Daugherty, Eastin, & Bright, 2008). 

Subsequently, there exists a gap in theory on how brand strategy is created and how it later on 

determines how the communication in the online environment is conducted. It is discussed by 

Berezan, Krishen, Tanford and Reeb (2017), that the communication has to manage the 

integration of the brand identity, quality and the style of the communication, though any 

specific description of its practise is not stated. Thus, this study sets out to increase the 

understanding of how this matter is conducted in the music industry and considered an 

interesting aspect due to the high interactivity earlier mentioned. (Gamble & Gilmore, 2013) 

Once managed to establish the brand with a congruity, leveraging the marketing communication 

can create a new set of opportunities for maintaining as well as retaining and establishing 

relationships with consumers. (Hutchinson, Donnell, Gilmore, & Reid, 2015)  

 

1.3 Research purpose and question 

Derived from the problem discussion the purpose of this research can be described. The purpose 

of this thesis is to provide a deeper understanding on how brand strategy is created and how the 

brand is communicated in the online environment. Thus, with the explained challenge 

concerning a more personified communication to attract and maintain consumers, if practice of 

communication can be described by or added to the existing theory on the topic. In order to 

answer to the purpose, the following research question has been developed: 

 

How do managers create brand strategies as a foundation for the portrayal of an artist’s 

brand on social media?   
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As some articles discuss the challenge for reaching the target audience in the communication 

of a brand, the solution is argued to be connected to creation a more personified brand strategy 

to become more interesting. Thus, in order to understand the process of managing this 

challenge, the focus of this question is on how management are creating the strategy for an 

artist’s brand and how it creates the communication.  

 

1.3.1 Delimitations 

This thesis will have two specific delimitations. Firstly, the focus will be on managers’ 

experiences within the music industry, particularly artists’ brands in the social media spectra. 

Furthermore, the specific angle will cover strategic management for brand creation and how it 

is communicated. Secondly, management for conducting brand strategy and communication for 

artist’s in the beginning of their music career will be chosen to investigate.  

 

1.3.2 Expected contributions 

The aim of this thesis is to create an understanding of how the strategic management process 

of artists’ brands in the beginning of their career and the creation of communication is 

conducted on social media. Furthermore, the expected contribution is regarding how the usage 

of different strategies in this specific context could be correlated with the theoretical framework 

provided by academics. Finally, from researching in the area of brand strategy for an artist’s 

brand and this specific context, there exists a lack of academic research. Therefore the aim of 

this study is to create a foundation for future research.  

 

1.3.3 International aspect 

This study takes on an international aspect in two considerations. Firstly, when looking at the 

industry for the specific context that is chosen, the existing streaming services available for 

distribution in the music industry naturally considers artists as “born global” due to the vast 

reach of the music with out any additional efforts in the release. (Milne, 2014) Secondly, as the 

communication is conducted on social media the strategies have to be managed in an 

international aspect as consumers can be interacting from any part of the world. (Thornhill, 

2017) 
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1.4 Thesis outline 

The thesis consists of six chapters: the first chapter serves the purpose of an introduction to the 

area of research with the background, problem discussion and research questions included. The 

second chapter is the literature review, which connects theories to the stated research problem. 

Finally, chapter two ends with a conceptual framework which is derived from the previous 

literature review and is developed in order to enable an investigation of the research problem. 

Chapter three is the methodology, which will describe how the thesis and research is conducted. 

Followed by chapter 3 is the empirical data, which will present the collected data from the 

practitioners. Lastly, chapter 5 analysis and chapter 6 conclusions will be presented.   

 

 
   Figure 1: Thesis outline 
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2. Literature review 
This chapter will present the previous literature and theories that are relevant to the research 
area and question. Furthermore, a conceptual framework will be presented in the end, which 
will be utilized as a guide for the analysis. 

 

2.1 Brand concept management  

When establishing the brand identity, it is created with a look, a personality and a symbolism. 

This identity is concerning the set of characteristics associated with a given brand, including 

demographic characteristics such as; gender, age and socioeconomic class. Additionally, the 

identity is also connected to human traits such as; warmth, sentimentality and concern. (Aaker, 

1997) The intention of these characteristics and traits is to differentiate the brand from similar 

or identical types of brands existing in the same environment. (Aaker, 1996) A successful brand 

is the one that adapts to the environment and mature in the long term. The heart, soul and spirit 

of the brand should be the essence and provide a genuine experience the consumers expect to 

receive and consider relevant. The brand identity is structured on an understanding of the 

environment the brand will experience as well as created with a thorough understanding of 

preferences and attributes that are connected to that environment. (Bhimrao, 2008) 

 

“A brand is only valuable when it provides a value to its customers” 

- (Boatwright, Cagan, Kapur, & Saltiel, 2009, p. 38) 

 

When deciding the purpose of the brand, it involves what type of consumer need it desires to 

fulfil. According to Park, Jaworski and Maclnnis (1986), there are three different consumer 

needs motivating the purpose of the brand; functional needs, symbolic needs and experimental 

needs. A functional need describes consumers with an urge to find a product solving a 

consumption-related problem. A concept designed to solve a functional need has its focus on 

the external, materialistic, consumption of a consumer. A symbolic need has the desire to fulfil 

an internal need of the consumer. Thus, a brand concept with a focus on fulfilling a need for 

self-enhancement, group membership, ego-identification or role position. Finally, an 

experimental need is connected to a receiver’s desired for a sensory pleasure and/ or cognitive 

stimulation, thus a brand concept focusing on variety seeking and aesthetics. (Park, Jaworski, 

& Maclnnis, 1986) Although, all needs are to some extent manageable to ascribe a brand’s 

purpose, the focus should be on creating a consistency in the brand creation of its identity. In 

addition, having a mixture of desired needs to fulfil may require several different strategies for 
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positioning. Thus, focusing on only one, either the functional or symbolic need is recommended 

and the experimental needs as an extension (ibid) Though, opposed to this statement by Park et 

al., (1986), a study conducted by Bhat and Reddy (1998) suggested that it is manageable for 

brands to have both a functional and symbolic meaning to the consumers. Thus, as consumers 

view the brand’s functional and symbolic concept as two separate phenomena, will in turn 

imply not having trouble accepting both of them in the concept’s appeal. Though, it is suggested 

for marketers to have a clear structure when having multiple concepts to manage consumer 

associations as the perception of being neither can occur if the representation in the conveying 

does not fit well. (Bhat & Reddy, 1998)        

 

“The relationship between the brands concept and its image must be managed throughout the 

life of the brand.” 

- (Park et al., 1986, p. 137) 

 

After the decision of the desired need to satisfy, managing the identity should be within the 

boundries of the selected brand concept and influenced by the presence of the niche on the 

market. The goal during the entry is to develop it to be easily and logically extended throughout 

the subsquent stages. As a brand with an inconsistent identity is difficult to manage and less 

effective in establishing a position, the effort should be on finalizing the implementation of 

positioning strategies derived from the need. Although, the brand concept remains the same 

over the life of the brand, the specific positioning may change with the market conditions or as 

the brand matures in its life cycle. (Park, Jaworski, & Maclnnis, 1986) Thus, creating a value 

for the customers is the fundamental goal for a successful brand. Thus, value in the manner of 

fulfilling an existing need identified on the market. (Park et al., 1986) Though, a challenge 

occurs when creating the brand identity, as management often neglect both present and future 

customer needs with the attributes and features connected to the brand. This comes as a result 

from lack in research to identify the customer need manageable to fulfil. Boatwright  et al., 

(2009) has identified a four step process for creating or modifying a brand for this purpose, 

which is divided into an analysis, synthesis, translation and implementation phase. 

 

The analysis phase is the first step in the process, which focus on identifying the value 

opportunities available. This should focus on what values the brand can offer that are consistent 

with  the selected need to fulfil on the market. (Boatwright et al., 2009) The synthesis phase is 

the second step in the process, which focus on organizing the set of identity attributes to a 
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foundation for behavior, symbolism and actions. This is of importance to make the brand 

managers understand the range and depth of the identity and communication strategies to be 

based upon. Moverover, the finalization of this step is the creation of a verbal identity.(ibid) 

The translation phase is the third step in the process, which focus on translating the ”identity in 

context-appropriate languages”, thus a verbal identity (Boatwright et al., 2009, p. 39) In terms 

of identity this regards the symbolic, visual and functional attribues to enable an 

implementation. (ibid)  The implementation phase is the fourth and final step in the process, 

which focus on transforming the mentioned context-appropriate language of the identity (verbal 

identity) into a guide for translating the brand and consumer values in a consistent manner for 

communication. (Boatwright et al., 2009)   Furthermore, the emotion and contextual identity 

are the intangible values which should be portrayed by the brand and be desirable by the 

consumers. Thus, the emotion it gives is what connects with the consumer, and the contextual 

identity what manages the expectations for the context in which the brand lives. (Boatwright et 

al., 2009)  

    
2.1.1 Establishing brand concept 

Connected to the identity, a core and extended identity imply a promise to the consumer. The 

core identity is the timeless brand that remains constant if a brand enters new markets or create 

new products. The attributes, profile and performance are connected to the broad focus of the 

core identity. On the other hand, the extended identity is created with the relationships and 

symbolic associations connected to the brand. Together, both the core and the extended identity 

creates the brand and how it wants to be perceived. (Bhimrao, 2008)  

 

Moreover, consumers can relate or establish a connection with a brand if the identity is created 

as its foundation for behavior, thus the discussed symbolism and actions (Bhimrao, 2008). The 

consumer should be able to understand the different levels of knowledge such as attributes, 

benefits, thoughts and attitudes linked to the brand. Additionally, the brand should provide 

credibility for its performance, allowing the consumer to easily identify genuine offerings 

providing a value. (Bhimrao, 2008) Another important factor when structuring a brand’s 

concept is the foundation for consumer needs for which the context or sub-categories could 

influence the design of the brand. (Park, Jaworski, & Maclnnis, 1986) For example, a brand’s 

essence could be based on the emotional benefits it provides. Then, the basis for a relationship 

with the consumer will become less vulnerable to product-related changes if the brand’s identity 

stays consistent when applied to new contexts in the field of business. Although, maintaining a 



 

 9 

congruence between identity and image will facilitate the retaining of consumers while 

managing the brand (Aaker & Joachimsthaler, 2000), it has become an increasing challenge in 

the web 2.0 era (Hutchinson et al., 2015) and further discussed in the following three 

paragraphs.  

 

Additionally, aspects regarding the outside-in (consumer-to-brand) perspective are of high 

relevance in the efforts toward the discussed congruence. Two critical factors are identified and 

involves thoughts and feelings about the brand which concerns the level of attachment. Firstly, 

Brand-self connection is the idea that attachment involves that consumer’s cognitive and 

emotional connection to the brand. Thus, when the consumer feels a deeper connection to the 

brand image and develops a consensus with cognitive links on a identity basis. This could be 

regarding complex feelings about the brand such as; ”sadness and anxiety from brand-self 

separation, happiness and comfort from brand-self proximity, and pride from brand-self 

display”  (Park, Maclnnis, Priester, Eisingerich, & Iacobucci, 2010, p. 2). Secondly, brand 

prominence is suggested to be connected to ”the extent to which positive feelings and memories 

about the attachment object are perceived as top of mind also serves as an indicator of 

attachment” (ibid, p. 2). Thus, as brand-self connection develop over time and the thoughts and 

feelings of the brand becomes a part of the consumer’s memory, the prominence will increase. 

Moreover, the brand-self connection is considered the core component of attachment as it 

reflects the bond consumers have to the brand, and further it is suggested that the prominence 

gives a precision to the level of attachment or strength of the bond. (ibid)   

 

Furthermore, in the congruity it is also argued to be equally important to focus on the inside-

out (brand-to-consumer) perspective. This is of importance as an ongoing interaction between 

the idenity and the image is what creates the basis for development of brand value. Thus, both 

perspectives have a correlating affect and and importance to establish a consistency. (Burmann, 

Jost-Benz, & Riley, 2009)  Thus, by acquiring an internal brand (employees) substance with a 

high level of brand commitment and citizenship to what is branded, is argued to create the basis 

for an external brand (consumers) acceptance. (Ibid) Derived from a model structured by 

Burmann & Zeplin (2005) focusing on the internal brand, brand citizenship and brand 

commitment are considered two interrelated constructs. Thus, they explore the willingess for 

the employees to ”live the brand”, (Burmann et al., 2009. p. 393) i.e. when the employee is 

connected to the brand. Furthermore, this also concerns an employee’s practice, thus the 

practice of the citizenship and commitment, and is viewed as an psychological behavoir 
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process. The following determinants reflect the behavioral and psychological effects of the 

employee (Burmann et al., 2009);  

• The identification with the identity of the brand referring to the internal acceptance of 

the brands influence and its intention to create a belonging, which in turn determines 

the experience of the brand (Burmann & Zeplin , 2005). 

• The internalization of the identity of the brand referring to the integration of the brands 

identity into the employees own life (Burmann & Zeplin , 2005).    

• Helping behavior reflects the employee’s attitude, empathy and responsiveness towards 

his work or other employees as well as customers of the brand (Burmann & Zeplin, 

2005). 

• Brand enthusiasm stands for the employee’s tendency of taking additional initiatives in 

brand-related matters (Burmann & Zeplin, 2005). 

• Self-development stands for  the employee’s are willingness to increase knowledge and 

skills related to the brand (Burmann & Zeplin, 2005).  

 

Finally, developing and monitoring these determinants is discussed to create a stability and 

trustworthiness to what is branded. Though, to manage the congruence, management must be 

well organized, nurtured, supported and protected to ensure the development in the desired 

direction. (Bhimrao, 2008)  Therefore it is important to understand what the brand stands for 

both internally and externally, and how to effectively express that. (Aaker, 1996; Burmann, 

Jost-Benz, & Riley, 2009) If the identity is well understood, it could facilitate internal 

communication efforts and result in creating more committed consumers and differentiatation 

of the brand. Subsequently, by being consistent in the portraying of the strenghts, beliefs and 

values associated with the brand will pave the way to become iconic and make both the 

employees and the consumer relate and believe in it.  (Wee & Ming, 2003; Bhimrao, 2008)  

 

2.2 Brand concept-image management  

In the process of creating the brand concept, the introduction stage should determine the scope 

of the market and how that influences the brand mission. It should perform with a consistency 

between communication and operating activities concerning the accessability of the image. The 

marketing mix should have an influence on the communication of the idenitity and facilitate 

consumers’ perception of the brand. (Lindquist, 1974) The second stage in the introduction is 

the removal of transaction barriers, such as accessibility or information availability. 
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Furthermore, this implies understanding how the identity affect consumer’s perceptions and 

how the brand can be more easily accessed, which will enhance the efficiency and effectiveness 

on how the communication is performed. Additionally, removing the transaction barrirers are 

argued to form an initial favorable attitude toward the brand. (Kressman, Sirgy, Herrmann, 

Huber, Huber, & Lee, 2006) Finally, the introduction stage has the purpose to increase the 

positioning efforts later on in the brands performance. (Park, Jaworski, & Maclnnis, 1986)  

Regarding the positioning strategies in this stage, decisions ”should be made with the 

knowledge that image eventually will enhance” at a later stage called the elaboration stage (Park 

et al., 1986, p. 139). It is therefore required that the stated elements in the marketing mix, 

covered in the marketing strategy section under next heading, coordinate with the desired 

position. Thus, emphazising the efforts on the kind of brand performance for operating 

activitities and communication  that is of relevance and align with the dired position and scope 

(Ibid).  

 

The second stage in the concept-image management is called the elaboration stage and focuses 

on the value-creation of the brand, thus connected to the focus on functional, emotional and/ or 

symbolic needs (Christiansen & Askegaard, 2001) discussed in the brand concept management. 

Positioning strategies has the aim to create a perceived uniqueness in relation to similar brands 

on the market. This is essential to reduce consumer intention to discriminate the brand in a 

market with high brand similarities or if market changes would occur. Therefore, it is important 

to utilize the foundation created for the brand concept in the introduction stage when planning 

for positioning strategies. Then, if changes would occur, the brand can react with a consistency 

and reduce the risk of jeopardizing the image it desires. (Park et al., 1986) In addition, adding 

features to the brand’s identity is highly relevant to create the edge, enhance its perceived value 

and establish a positioning. This is connected to the extended identity, which can provide the 

identity with an angle on how to reach the consumers on a more personal level. This should lay 

the foundation for the positioning strategies and enable the elements in the marketing mix to be 

adjusted to possible market changes and become more optimized. (ibid)       

 

The last stage in the concept-image management is the fortification stage, which aims to create 

the link between the elaborated brand image to the image over time and to find a way to portray 

the identity in a consistent and generalized sense throughout its lifetime. This should lead to a 

higher efficiency in terms of communication and facilitate the creation of the perception of the 

brand both in short and in long term. (Park et al., 1986)  Though, when the fortification stage 
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takes place, it does not necessarily mean the elaboration stage has ended. The elaboration stage 

implies reacting and managing changes with a consistency and should therefore be a continuous 

process. “Even if a brand whose image has been managed successfully it can decline if the 

brand concept ceases to be valued by target customers” (Park et al.,1986, p.143). Thus, this 

states the importance of monitoring consumers expectation on the brand and achieving the 

image the brand desires. Finally, the process for brand concept management and brand concept-

image management is illustrated in figure 2 in the conceptualization at page 17. 

 

2.3 Marketing strategy 

The marketing mix has long been the prevalent and indispensable element for the foundation 

of exercising marketing management. The so called 4p’s including; product, place, price and 

promotion, have been the trusted conceptual platform for practical framework in marketing and 

its decision-making. (Constantinides, 2006) Though, due to an increasing global competition 

and economic crises in combination with inconsistent consumer behaviour in the 21st century, 

a movement has been argued towards having different views in the creation of strategy as it 

requires alternative perspectives for operationalizing the marketing mix in the shifting markets. 

(ibid)  

 

According to several studies, the 4p’s ignore the human factor and lack of interactivity, strategic 

dimensions and personalisation. The debate has mainly been on a theoretical rather than 

empirical level as a result from lack of reliable research data on how practitioners utilize the 

mix when dealing with marketing problems. (Grönroos, 1994; Schultz, 2001; Constantinides, 

2002) Although, some authers suggest the marketing mix with 4p’s should be completely re-

written, others suggest modified versions with new elements added to the traditional mix. 

(Constantinides, 2006) Furthermore, the additional elements to the mix has in a general sense, 

a greater focus on the surrounding factors to a brand such as; customers, competitors, 

company/corporation and environmental variables. (Ibid) Furthermore, the modern consumer 

is viewed as more demanding, involved, independent and better informed. Allowing the 

traditional mix to either change or be modified is therefore as important as focusing on the 

capabilities of the brand. (ibid) Technological changes have created a wider social availability 

and easy-access online, which has caused the radical shift in consumer needs and behaviour. 

They possess an increasing power and sophistication, which have intensified the pressure on 

marketers to a shift in marketing approaches. The process of communicating a brand identity is 
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now moving “towards methods allowing personalisation, interaction and a sincere direct dialog 

with the consumer” (Constantinides, 2006, p. 423), thus shifted its perspective for evaluating 

brand capabilities and the appropriate communication. (ibid) 

 

Historically, communication of a brand is viewed with the emphasis on mediating consumer 

responses (i.e. attitudes and awareness) to create strategy for audience segmentation, incentives 

for purchase and customized persuasion (Gonring, 1994). Gonring’s (1994) description of 

communication in his time further explains the importance of it to be “leading the evolution 

where it can add the greatest value today. Yesterday’s success is not good enough to carry 

tomorrow’s challenges” (Gonring, 1994, p.45). The focus in a contemporary context should be 

on the kind of communication that contributes positively to the opinions and behaviors of the 

intended receivers and in a sense observing what is considered modern. (Ibid) Consequently, 

the limitations for customers having a passive role in the relationship with a company has faded 

and moved towards receiving an appreciated unprecedented media exposure (Singh, Veron-

Jackson, & Cullinane, 2008).     

 

Thus, marketer’s traditional view of communication with themselves as the “main actor, 

addressing passive customer whose ability to respond was essentially captured in their purchase 

behavior” (Malthouse, Haenlein, Skiera, Wege, & Zhang, 2013, p. 270), has shifted. In the 

digital era companies desire the communication of their brand to portray characteristics as 

humanlike, which should facilitate a consumer-brand relationship. Humanlike characteristics 

are considered more attractive than non-human like brands, and today communication medias 

are “viable outlets for content marketing to engage consumers” to receive positive feedback. 

(Chen et al., 2015, p. 108) Consumers inherently apply human thoughts to brands and therefore 

brand personalisation strategies are proven be more relevant and effective in consumer 

engagement. (ibid) “Personified brands in social media could make consumers regard the 

brands as their extended self through self-brand connection.” Chen et al., 2015, p.108) The 

implementation of personalisation strategies to reduced impersonality is therefore a 

recommended and anticipated way to invite consumer participation and enable them to relate 

to the brand. (ibid)    

 

2.3.1 Segmentation online  

In order to optimized the delivery of marketing promotion, traditionally marketers have divided 

heterogeneous markets into homogeneous groups to enable a more efficient and effective 
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strategy. (Yankelovich & Meer, 2006) The method of segmentation is viewed to increased 

targeting possibilities as well as the ability to respond to consumer needs and behaviors. 

Although, segmentation and its applications are depending on context, the process entails an 

identification and process for profiling groups of consumers, and an evaluation of brand 

attractiveness within defined segment. Thus, given the brand an ability to position its value 

proposition in a clear and differentiated manner. (Foedermayr & Diamantopoulos, 2008) 

 

In the identification and profiling of consumer’s various characteristics, marketers have to 

investigate why certain consumers respond differently to the marketing communication. This 

is connected to the discussed consumer behaviors, and ability to divide consumers into 

segments and sub-categories within a segment, hence a segment which is large enough to target 

and yet small enough for identify behavioural similarities. (Foedermayr & Diamantopoulos, 

2008; Canhoto, Clark, & Fennemore, 2013) Furthermore, by profiling the consumers marketers 

in an contemporary context refer to identifying variables such as; values, attitudes and lifestyle. 

(Dibb, 2001; Yankelovich & Meer, 2006) Though, to manage an identification and to create a 

profile of the appropriate segment has to be considered in regards to the brands capabilities. 

Thus, evaluating the attractiveness of a segment and its preferences has to fit with the value 

proposition the brand has to offer and its efforts in delivering that. (Foedermayr & 

Diamantopoulos, 2008) In additon, the segmentation has to reflect the brand’s capabilities and 

the context, which has to be monitored as the variables for segmentation has a tendency to 

change with market trends over time. (Sobermann & Gatignon, 2005)  

 

In the social media context, consumers has the ability to use several platforms to share their 

preferences and experiences which imply a great information source for segmentation strategies 

to be based upon. (Greenberg, 2010; Chakrabarti & Berthon, 2012) Moreover, as there exists a 

broad range of social medias platforms for activity, marketers need to be familiar and adapt to 

the characterisics of each platform. Thus, having the ability to create the communication in the 

appropriate manner considering the brand identity and the platform for which the 

communication is practiced. (Schultz, 2010) 

 

2.4 Social media communication 

With the rise of vast social media platforms, which are described as online applications and 

platforms facilitating the interaction and sharing of content, the access of information has 
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created possibilities for customers to express their opinions. (Kim & Ko, 2012) The extensive 

reach for information has created a further challenge for marketers to manage the portraying of 

a brand. (Ibid) From the study on social media in branding by Yan (2001), eight strategic goals 

are created to enable both an internal and external connection with the brand. These eight goals 

are namely; (1) to create a sense of membership with the brand, (2) to encourage brand values 

to be accepted and communicated and (3) to encourage a dialogue to enable the brand to stay 

competitive on the market, (4) to portray the vision internally and build differentiation (5) to 

monitor if the consumer understand the communication messages, (6) to create positive 

associations with the brand, (7) to connect the associations with the communication and (8) to 

use the connection to monitor the reach of the communication and build brand awareness. (Yan, 

2011) In regards to communication, this is used in social media by marketers to engage with 

customers to influence their perception of the brand as well as to learn about the target audience. 

(Jussila, Kärkkäinen, & Aramo-Immonen, 2014) Furthermore, with the customer’s ability to 

shape the image of the company, marketers use social media platforms to observe word-of-

mouth (i.e. spread of brand values, attitudes and behaviors) and in a sense monitor the desired 

image with communication. (Pace, Balboni, & Gistri, 2017)  

 

Although, the control and managing of the spread of information is challenging, though 

sometimes beneficial, a further development of a relationship between the sender and receiver 

is of relevance due to the contemporary social and engaging nature of advertising on social 

media. “The effects that account for more interactive customer behaviour will become more 

important” as the ability to express opinions foster a will to communicate. (Dahlen & 

Rosengren, 2016, p. 337) Thus, the tradtional view of influencing the receivers has transformed 

into a multi-way and become the fundamentality in modern communication. (Dahlen & 

Rosengren, 2016) 

 

2.4.1 Communication online  

Although, limitations in former communications for marketer-to-customer as well as peer-to-

peer communication has vastly been facilitated with the new platforms of social media, the 

formalization of strategy for communication has become more challenging and somewhat 

lacking in academic research. (Malthouse et al., 2013) The process of reaching the right 

audience with the communication and foremost meeting the expectation the target audience has 

on the type of brand communication and interaction has become an issue. (Deighton & 

Kornfeld, 2009) Thus, having a standardized strategy for communication is problematic due to 
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that each content is context-driven and dependent on the receiver preferences on the 

engagement. Therefore, identifying key aspects for how to connect with the receiver is crucial 

and additionally argued to enable the strategy to be more optimized in its structured for how 

the communication is delivered. (Oancea & Brinzea, 2015)  

 

2.4.3 Engagement online 

Moreover, in addition to the segmentation strategy, the consideration of intention with the 

communication is also argued as an important aspect to be managed as different approaches 

have different outcomes. (Turri et al., 2013) Moreover, two levels of engagement have been 

identified by Malthouse, Haenlein, Skiera, Wege, & Zhang (2013), who distinguish between 

the efforts required for delivering the intended message in the communication. The two levels 

of engagement are;  

 

• Low engagement describes the content a receiver should passively consume. There are 

no intentions of interacting with the posted content by the brand. (Malthouse, Haenlein, 

Skiera, Wege, & Zhang, 2013)   

 

• High engagement describes the content of which the receiver should actively process 

with an intention of creating a participation in the communication. E.g. the receiver 

would establish an interaction with the brand communication indicating a higher level 

of engagement for which a relationship can be based upon. (Malthouse, Haenlein, 

Skiera, Wege, & Zhang, 2013)  

 

Although, the music industry is categorized as a high interactivity market, it does not fully 

dictate the approaches for conducting communication, but only widen the opportunities for 

strategies to be used for establish and maintaining some sort of relationship with the receivers. 

(Gamble & Gilmore, 2013) Thus, the level of engagement creates an measurement for how the 

receivers are appreciated to respond and to effectively use that when creating strategies for 

creating and monitoring the brand’s concept and value proposition. (Daugherty, Eastin, & 

Bright, 2008; Gamble & Gilmore, 2013) Finally, the process of marketing strategy and social 

media communication is illustrated in figure 3 in the conceptualization at page 18, to ease the 

understanding of how to concepts are connected to each other.  
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2.5 Conceptualization 

The conceptualization of the literature focuses on bringing the most relevant theories forward 

in order to answer the research question. It has a narrative structure (Miles & Huberman, 1994) 

and guides the creation of the interview guide and the study’s data collection. Moreover, with 

the stated research question, the focus is on how managers strategically create brand strategy to 

communicate an artist’s brand. In figure 2, the main concepts and definitions are illustrated in 

the process of creating the brand concept and its transition to the brand concept-image 

management.  

 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Process of brand concept management and brand concept-image management 
Source: Author’s own construction. Derived from Bhimrao (2008); Wee & Ming (2003); Park et al., (1986) 
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The concepts from the brand concept and concept-image management then creates the 

foundation for the marketing promotion and social media communication, which are illustrated 

in figure 3. Moreover, the focus of the marketing is on the promotion of the brand and the 

connected concepts to create the foundation for the communication. Thus, the relevant steps of 

promotion from the presented theory are illustrated to enable the strategy of communication.    

 

Figure 3: Process of marketing promotion and social media communication 
Source: Author’s own construction. Derived from Yan (2001); Pace, Balboni, & Gistri (2017); Foedermayr & 
Diamantopoulos (2008); Malthouse et al., (2013) 
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In order to gain a deeper understanding of how practitioners are managing the discussed 

challenge concerning brand strategy and communication in the music industry, table 1 

illustrates the theoretical framework to provide the narrative structure of the practicality of 

conducting brand concept management, concept-image management, marketing promotion and 

communication. Thus, the following concepts are structured as requirements in the process of 

creating the brand concept and later on how it will be communicated.  

 
Table 1: Conceptual framework 

Concept  Concept definition Measurement  Reference 

Brand concept 
management  

Creation of the brand 
identity 

Differentiation with 
behavior, actions 
symbolism  

 
Boatwright et al., 
(2009)    
Bhimrao (2008) 
Wee & Ming (2003) 
Park et al., (1986) 
 

Brand concept-
image management 

Foundation for 
consumer perception 

Consistency, 
availability and 
value-creation 

Park et al., (1986) 
 

Marketing 
promotion   

Brand portrayal 
strategies  

Brand portrayal  and 
perception efforts  

Constantinides 
(2006) 
Schultz (2001) 
Chen (2015) 
Bhimrao (2008) 
 

Social media 
communication  

Relationship creation 
and monitoring 

Efforts in 
interactivity, 
personalisation and 
engagement 

Yan (2001) 
Pace, Balboni, & 
Gistri (2017) 
Deighton & 
Kornfeld (2009) 
Foedermayr & 
Diamantopoulos 
(2008) 
Malthouse et al., 
(2013) 
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3. Methodology 
This chapter will present the chosen methodology for the research study, which will include the 
purpose, approach and the strategy. Furthermore, the method for how to collect data will be 
described as well as the choice of sample selection and method of analysis.  

 

3.1 Research purpose 

This research study is of both a descriptive and exploratory nature, which is illustrated in the 

research question for being descriptive in the manner of portraying a phenomenon as well as 

exploratory when aiming to increase the understanding of a contemporary event. (Saunders, 

Lewis, & Thornhill, 2007, p.134) As the research aims to investigate how managers 

strategically create brand strategy as a foundation for the portrayal of an artist’s brand on social 

media, the descriptive nature focus on the creation of strategy, and further exploratory nature 

focus on discovering categories of meaning concerning the portraying of the artist’s brand on 

social media. Thus, indicates a deeper insight is needed to fully understand how the strategy 

creates the foundation for the communication, which implies an exploratory purpose. (Marshall 

& Rossman, 2010) By investigating this matter, the hope is to provide a deeper understanding 

of the relationship between practitioners and current theory in the context of strategic brand 

creation and portrayal in the communication on social media.   

 

3.2 Research approach 

After stating the purpose, the following define the selected approach of the study. This research 

is of a deductive nature with a qualitative research approach. Thus, the objective with the 

gathered qualitative data is to discover certain behaviors within a context. A deductive study 

use a theoretical background developed to compare existing theory with the empirical data. 

(Saunders, Lewis, & Thornhill, 2009) With the stated purpose, the manager’s values and 

perceptions are studied in regards to contemporary theory. The analysis has the structure of a 

comparison between the conceptual framework regarding the process of brand creation and 

communication with the objective to develop a further understanding of the context. Therefore, 

the deductive approach seems more relevant as it does not try to fill an existing theoretical gap 

as an inductive approach, but to develop possible foundation for further research. (Saunders et 

al., 2007, p. 118-119) In addition, the chosen qualitative method focuses on a data collection 

that generates a non-numerical data. Moreover, the collection of data in this research is through 

interviews with managers to collect insights and experience to portray the phenomena as well 
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as to discover categories of meaning. The qualitative design is considered the most relevant 

approach to enable the analysis for comparing existing theory with the empirical data from the 

depth in the interviews (Saunders et al., 2007, p. 145) as the focus is on experiences and 

knowledge rather than numerical data. Though, it could be argued that the research is not 

limited to a qualitative approach with the selected case study strategy explained under next 

paragraph, as a quantitative approach in the number of respondents could cover a wide spectra 

of the phenomena. (Yin, 2003, p. 14) The conducted interviews and depth from each was 

considered the focal point for enabling the direct source of evidence, and therefore the 

qualitative approach was, according to the researcher, considered the most relevant way to 

proceed.             

     

3.3 Research strategy  

In regards to the research strategy, the stated research question and following purpose discern 

which strategy would be most suitable to use. The research question states a “how”- question, 

and is focusing on a contemporary event, which is most appropriate in a case study. (Yin, 2003, 

p. 7) This implies in the context that the investigator has little or no control over behavioural 

events, and further “when the relevant behaviors cannot be manipulated”. (Ibid, p. 7-8) 

Furthermore, a case study is also considered appropriate when the research focus on gaining a 

deeper understanding of a specific context, which this study sets out to do. (Saunders, Lewis, 

& Thornhill, 2007, p. 135-140) Finally, as the context for the research is within the 

contemporary brand strategy creation and communication on social media, the focus is from a 

managerial perspective and not in a general sense of the industry. Therefore, having a case 

study for investigating a contemporary event within a specific context is considered the most 

suitible strategy for answering to the purpose of what is actually happening as well as increasing 

the understanding of how managers are conducting their strategies. Opposed to having an 

experimental study, the intentions with this research do not aim for the investigator to 

“manipulate behavior, directly, precisely, and systematically” (Yin, 2003, p.8). Though, the 

researcher rather interests in the behaviors without a set of restriction over the context and 

therefore argue the case study as the most appropriate strategy for this research.   

 

Moreover, when conducting a research study, the unit of analysis has to be defined. By asking 

the question “what is my case”, the definition should create the limitation for the study and 

facilitate the application of the theoretical framework on the analysis of the collected data. (Yin, 
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2003, p. 10) Thus, the unit of analysis for this research is the process of how brand managers 

are creating strategy and communication for an artist brand on social media. The focus is on 

the actual process of what is consider fundamental in the creation and how it is used when 

communicating the brand. Furthermore, the process will not consider already established artist 

on the market, but those who are in the beginning of their music career. The participating 

managers in this research have experiences from both brand strategy as well as how to conduct 

the communication of an artist and therefore able to contribute with their experiences and 

knowledge. Finally, the strategy of this research has the intention to generate possible 

hypothesis from the empirical data collected from managers structuring brand strategy creation 

and communication in the context of an artist’s brand in the beginning of its career. 

 

3.4 Data collection 

After deciding on the research strategy, the next step is to determine the method of data 

collection. The primary data is collected via interviews with a semi-structured approach, thus 

having questions to the topic of strategy and related theoretical background. (Saunders et al., 

2007, p. 147). The semi-structured approach in the interviews were considered the most 

appropriate as the intention is to allow the interviewee to be free enough to expand upon the 

area of interest. (Ibid, p.147) This structure is considered according to the investigator to collect 

the type of data relevant to answer the stated research question as the answers are not bound to 

a specific behavior, but to the interest of experiences and knowledge. Regarding the issue of 

primary and secondary, the collection of data is from a primary source of information via 

interviews, thus the use of opinions and preferences from the managers. Though, some of the 

respondents demanded their responses to be anonymous and therefore the presentation of the 

data is structured in the manner of respondent 1, 2, and so on. The duration of the interviews 

were between 30-40 minutes and designed to yield experiences and knowledge from four 

complementary types of information structured from the conceptual framework, namely; (1) 

how the strategy for a brand identity is structured (2) how the foundation for consumer to build 

a perception is structured (3) how the groundwork form 1 and 2 enables the strategy for 

promotion (4) how a relationship is facilitated with the consumer in the online environment. 

Furthermore, the extended version of the design is illustrated in appendix A: interview guide.  
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3.5 Sample selection 

In the selection of the sample technique, the type was judgmental sampling. Thus, the approach 

where the author is enabled to select the subjects best suited to answer the interview and 

furthermore answer the research question. (Saunders et al., 2007, p. 237) The chosen subjects 

were selected on the basis if they were actively managing brand strategy creation and 

communincation to be able to provide the most valid answers. The manager were contacted by 

email and asked to participant in this study regarding brand strategy and communication in the 

music industy. A total of eleven prospects, all with equivalent title and job description, were 

contacted and asked to participate in the study, though seven responded and were willing to 

participate. The prospects contacted were selected in accordance with the purpose of this 

reaserch and justified by the desciption of the area of experitise for each manager, which was 

provided through their company website.  

 

The chosen seven managers participating in the interviews all had several years of experience 

with different artists’ brands concerning strategy and communication, thus had an expertise and 

valuable experiences and knowledge on the strategic decisions in the beginning of an artist 

career. Though, in the aspects of sampling, the selected judgmental sampling selection is 

restricted to the ability for generalising in connection to theory rather than concerning the music 

industry. Thus, the sample size is dependent on the research question and the purpose of the 

study. (Saunders et al., 2007, p. 233) In order to create the credibility in the context, the sample 

size was according to the researcher validated as it was related to the information provided by 

the managers and their practice from experiences and knowledge. Finally, some of the 

participants wanted to be anonymous in their response, though had no objections to their name 

being stated among the participants.  The list of interviewees is illustrated in table 2 on page 

24.  
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Table 2: List of interviewees 

 

3.6 Data analysis  

After the collection of the empirical data, the process of analysing the data takes place. As the 

qualitative approach is selected, the underlying meaning behind the data has to be understood 

in order to be used and analysed. This is often managed via a conceptualization of the gathered 

information, thus categorizing the data to enable the analysis. (Saunders et al., 2007, p. 408)  

 

The process of the data will then be made in three steps; data reduction, data display and a 

drawing and verify conclusions. Moreover, the data reduction will summarize the data and 

simplify it with a focus on the specific aspects focused on in the interviews, and further what is 

considered relevant to answering the reserach question. (Saunders et al., 2007, p.495) The 

followed step in the process is the displaying of the data, which is focusing on organizing the 

data. This enables the drawing and verifying, which implies conclusions and translating the 

data into meaning. (Saunders et al., 2007, p.497) The structure of the analysis is in the same 

manner as the headings for the interview guide to maintain a consistency.  

 

The final step in the analysis is the pattern matching, implying a comparison of the collected 

data and the conceptual framework. This approach has its foundation in comparing the 

practicality of brand strategy and communication to its related theory, providing the opportunity 

Company: Name: Title/ position: 
Interview 

dates: 

Sony Music 
Entertainment 
Sweden 

Joakim 
Önnerdal Project manager 2017-09-15 

Sony Music 
Entertainment 
Sweden 

Helene 
Sandwall Product manager (Project manager) 2017-09-15 

Jubel AB Eric 
Ohlsson 

Founder/ CEO (former Head of 
Universal Music & Brands at 
Universal Music Group) 

2017-05-10 

Warner Music Group 
Sweden 

Mikaela 
Lundberg 

Promotion manager (former 
international promotion manager at 
Warner Music Group)  

2017-10-01 

Ten Music Group Olivia 
Hessel Marketing manager 2017-10-12 

Ten Music Group Fumi Amao Label manager 2017-10-12 

Ten Music Group Wille 
Hagelin Creative manager  2017-10-12 
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to answer the research purpose. (Saunders et al., 2007, p. 14) Thus, the comparison is made 

through the empirical data and the theory connected to each aspects of the process for creating 

brand strategy and how it creates the foundation for the portraying the brand on social media.   

 

3.7 Quality standards 

The credibility and quality of the data and findings presented in the study are based on two 

aspects, namely; validity and reliability. Furthermore, these are divided into four different 

categories covering the construct validity, internal validity, external validity and reliability. 

(Yin, 2003) Though, as internal validity is mainly concerning an explanatory nature of a 

research focusing on causal relationships, it will not be covered. (ibid)   

 

3.7.1 Construct validity 

To create the construct validity, the conceptual framework with references create the foundation 

for the interview guide collecting the data. The process of following the framework will then 

provide a chain of evidence, which shows how the research has come to its conclusions. 

Furthermore, to ensure this in a final step, the supervisor have gone through the study to 

strenghten the validity. Moreover, the tactics used to ensure this process were by having 

multiple sources of evidence through the participating key interviewees and establishing a chain 

of evidence with the interview guide grounded in the purpose of this research (Yin, 2003). In 

addition, to ensure this study is investigating what itis intended to investigate, efforts towards 

providing a consistency in the purpose and the structure throughout the study has been aimed 

to establish. Thus, derived from the theory chapter, how the conceptual framework has created 

the foundation for the following chapters as well as the interview guide. Furthermore, as the 

purpose sets out to investigate managers experiences and knowledge of how to create brand 

startegy and communication, managers activiely handling these two concepts are regarded as 

most relevant to answer to the purpose and to provide a consistency. (Yin, 2003, p. 34)   

 

3.7.2 External validity   

Concerning the external validity, multiple interviews were done to ensure several unit of 

analysis within the case. (Yin, 2003) Though, creating generalization of the findings is one of 

the main issues when doing case studies (Saunders et al., 2007). Furthermore, this research sets 

out to generalize to a specific context and not the whole industry in itself. Thus, managers with 

experiences and knowledge in this context were considered in the investigators opinion to 
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provide the legitimacy for generalizing to the extent of relevancy and to create a foundation for 

future research. (Ibid) Though, as the study has a purpose for a specific context, the problem of 

external validity can be connected to the manner of generalizing from one case to another. (Yin, 

2003, p. 36) Additionally, the number of participants in the interviews have also been regarded 

as an aspect for affecting the validity. With the stated research question, the number of 

participants in the interviews are, according to the researcher, considered a sufficient sample 

size to ensure validity. This as the depth in the collected data provides valuable information 

from the investigated context and therefore an aspect of data saturation. Though, a greater 

number of participants could be argued to increase the validity as additional information could 

have been collected. Finally, the strategies in the specific industry and context of research is 

highly affected by technological changes and therefore can alter the ways of creating strategies. 

(Gamble & Gilmore, 2013; Hewett, Rand, Rust, & van Heerde, 2016; Bonner & O'Higgins, 

2010) This makes the conducted research highly contextual and bound to a specfic time, which 

is another aspect to consider regarding the external validity.         

 

3.7.4 Reliability 

The objective to ensure reliability is to make sure that future researchers could follow the same 

process conducted in this research and consequently reach the same findings and conclusions. 

(Yin, 2003) Though, conducting the exact same interviews as in this research could be difficult, 

but by providing the structure and process of the chosen methodology in this research will 

increase the reliability. (ibid) However, as the research focus on a specific context or event, it 

would indicate that the exact process of methodology is not meant to be duplicated. An example 

of this is the purpose of portraying an event or context in a specific time (Saunders et al., 2007), 

which is the case of this study.  

 

Concerning the threats to reliability, it might occur factors causing subject error or bias. This 

could occur when the context of the data collection is affecting the answers from the subject. 

Dealing with this threat would preferably be to have a neutral context in the actual collection 

(Saunders et al., 2007), which was performed in the manner of having the interviews in a 

conference rooms where they would not be interupted or disturbed in any way. Another threat 

to reliability is the researchers error and bias, which is regarding a lack of structure for how the 

study is conducted and a subjective perspective when interpreting the data. (Ibid) This was 

considered when conducting the data collection in the manner of following the interview guide 

and let the interviewee talk freely. The process of transcribing the interviews was done by 
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listening to what was said and not in the manner of interpreting. The interviews were recorded 

and held in English to avoid any misunderstanding or error in the translation to another 

language. Lastly, when acting as the interviewer, the non-verbal communication, tone and 

language was also considered as they could have an affect on the answer from the subject. In 

case the interviewee did comprehend or misinterpret a question from the interview guide, a 

short explanation was provided without interfering with the responses.  
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4. Empirical data 
This chapter will present the data from the interviews, which is divided into the four main 
aspects presented in the conceptualization namely; brand concept management, brand concept-
image management, marketing promotion and social media communication.   
 

The interviews were conducted with managers who come from well-established companies in 

the music industry. The managers chosen to participate in the interviews all had several years 

of experience with different artist’s brands concerning brand strategy and how it should be 

communicated, thus have expertise and valuable insights on the strategic decisions in the 

beginning of an artist career. Seven people were interviewed, each one individually with the 

focus on the aspects of creating brand strategy and conducting communication. During the 

interviews the term product was used frequently and by the respondents definition stated as a 

music track produced by a brand and available on streaming services.   

 

4.1 Brand concept management 
The interviews started with questions concerning the purpose and aim for creating brands in 

terms of differentiation with a certain behavior and symbolism. Respondent 1 had the focus on 

the screening of the market for identifying what product-related need that existed and their 

ability to satisfy that need with the brand. to available for streaming and Furthermore, one 

example was given concerning the identified need connection to the product and its intention 

to change the consumer behavior for creating a more optimal segmentation and targeting. 

Additionally, this brand was viewed as an experiment to use different strategies with the 

existing digital tools available for optimizing and targeting consumers. This implied the desire 

to become more differentiated and accessible for the consumer and the specific angle had been 

from the consumer’s perspective in the research of product-related need. The strategy had come 

from that the music industry was perceived saturated in terms of a higher similaritiy among the 

music products. This had led to a decrease in the consumer’s ability to find a brand or desired 

products when searching, which had become an issue in the respondent’s opinion hence the 

brand’s purpose set out to solve. 

 

Furthermore, in the provided example, the strategy for creating the brand’s identity was based 

on a perspective of using the product to portray the identity. It was said that the strategy had 

the aim to find appropriate situations where the products could satisfy a need. Therefore, the 

structure of the strategy would have its foundation in how the product could create a value. The 
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behavior of the brand had been created in terms of facilitating the consumer’s search for and 

consumption of music. According to the respondent, the focus was to create a strong connection 

between the identity and value creation with a behavior that should be dynamic in terms of 

allowing it to be connected to new contexts depending on the consumer’s preferences. The 

objective with the brand’s products was to reach a fundamental association to a situation. Thus, 

when a consumer was performing an activity they would automatically think of the brand’s 

products. In a long term perspective, this would create value for the consumer as the brand 

would be associated to many situations where its products had created a positive feeling.    

 

According to respondent 2 and 6, the purpose and aim for creating brands in terms of 

differentiation with a certain behavior and symbolism was connected to what qualities from the 

person behind the brand that could be identified and how those were possible to portray on the 

market. It was said that the objective for a long lasting relationship was possible to be 

established between the brand and the consumers if the consumer would be provided with 

something they could relate to. The focus for the identity of the brand was argued to create the 

foundation for relationships on an emotional level. The identity was therefore created to provide 

a genuine presence and behavior with the emphasis on having the right perspective in its 

creation. It was said, when focusing on the aspects of behavior it would become more natural 

in its connection with the consumer and their understanding if a person was the one being 

portrayed rather than a product of a brand.  

 

On the other hand, respondent 2 argued that a product of a brand could also be the foundation 

for behavior, but creating a strategy in that manner was very dependent on context. That focus 

would rather lean towards satisfying an identified need on the market, which would be suitable 

if the brand was created to match an ongoing trend on the market. The importance was, 

according to the respondent, to create the product as good as possible and to target and reach 

the relevant consumers. Though, this would mean a different kind of behavior compared to the 

previously explained in the respondent opinion, as it does not set out to fill a need for a 

connection on an emotional level with the consumer.  It was expressed that this strategy came 

with the challenge of considering the right timing for this kind of brands as well as estimating 

the trends time span and market saturation, something that was considered difficult to foresee. 

Additionally, the respondent argued the strategies for this type of brand to be very flexible as 

the music industry is very dynamic and fast-moving. This was considered due to digital 
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technologies, trends and the time of the year, which require an understanding of how to take 

advantage of or avoid.  

 

According to respondent 3, the strategies for differentiation were more commonly leaning 

towards short term decisions. Instead of creating long term strategies for a brand and how to 

utilize the belonging characteristics to a brand, the perspective would be from a product as a 

brand when considering its foundation for behavior and symbolism. Thus, the extent for how 

the consumer should connect with the brand was not considered in the same manner as 

previously done in the industry, according to the respondent. Today, a so called “single-driven” 

trend, was more common and implied the focus on mainly the product itself. Though, in a long 

term the view of the person as a brand was argued to become relevant as the products would 

require a foundation for more humanized characteristics.  

 

Additionally, respondent 3, 4, 5 and 7 had identified a tendency in the music industry for brands 

to come from other industries. These brands would already have an established identity from 

the other industry, thus implying the person as a brand in most cases. From respondent 3 

experience, when those brands would start creating music products, its existing consumers 

would follow them and consume their music while the brand would still have the same identity 

from the previous industry. Furthermore, the respondent made a comparison between this kind 

of brand extension and new-born music brand and argued the case to be difficult for the new-

born brand. It was said, the competition in the music industry was not consider in the same way 

as in other industries, though when entering the music industry, you measure the success from 

the number of followers and streams. Therefore, a brand with already existing followers could 

sometimes be more interesting to consider as their audience existed compared to the new-born 

who first had to make a name for itself. Furthermore, in the experiences of respondent 4, 5 and 

7, there exists a tendency for consumers to lack in their understanding of the product connected 

to the person as a brand in these cases. It was explained that the person as a brand was 

sometimes perceived differently compared to the products it created and therefore could give 

the impression of an inconsistency. In general, providing guidance in this aspect was considered 

necessary for having a consistency in the behavior and what it symbolized to make the 

perception align.    

 

Furthermore, in the experiences for respondent 4, 5 and 7, the strategies for differentiation was 

foremost depending on the context for which the brand exist in. On one hand, the product could 
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be viewed as the brand in the initial stage of the creation and on the other, the person could be 

what creates the foundation for strategies. It was argued that the product was often the reflection 

of the brand and the person behind, thus as the product was viewed as an expression from the 

person. Though, all of the respondents referred to what previously stated regarding the concern 

for different perceptions for products and person, as the reflection sometimes did not align. 

Furthermore, taking advantage of that expression was considered the differentiation for 

behavior and symbolism when expressing a genuine and sincere product. Furthermore, having 

a consistency between the person and the brand was argued, though in their perspective the 

focus was more on what was manageable with the product in mind. Additionally, the person 

was viewed as a means for creating a relationship as it had the ability to express itself freely 

and considered something the consumers could related to. Finally, it was expressed that the 

intention was not to create the person behind the brand, but to provide a guideline in the career 

and creation of products. Furthermore, it was then viewed as a natural consequence for the 

discussed aspects to follow as a result. Thus, the product was always the core in what was 

considered.   

 

4.2 Brand concept-image management 

The interviews then continue with questions regarding the management strategy for creating 

consistency, availability and value-creation. According to respondent 1, creating consistency 

was very relevant in many feels in the current project. On one aspect, the area of usage was 

considered when finding the optimal way for connecting between expectation and the 

consumer’s intention of usage. Consistency was also said to be gathering all the brand’s 

products in a related manner and to find a connection between them. With this, the respondent 

implied facilitating the aim for consumers to experience consistency as well as when new 

products were released. Furthermore, having a visual consistency was another aspect which 

according to the respondent was very important for managing to stand out on the market. The 

visual content connected to the brand should be transparent and describe what kind of product 

that was being streamed. In addition, having both a transparency for the kind of product as well 

as between themselves had to be consistent. Furthermore, creating a consistency was said to 

create the foundation for becoming more available for the consumers. As the products aimed to 

be associated with a situation, the efforts were put into creating an easy-access for the consumer 

when searching for appropriate products to other situations. According to the respondent, the 
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consistency would contribute to the purpose, optimize the availability and create value for the 

consumers. 

 

Concerning the value creation, respondent 1 stress the need to always consider new ways of 

finding where to create value. It was said that, consumer behaviors in the music industry had a 

tendency to change or find interest in new areas in a fast moving pace. Therefore, the habit of 

always looking for new ways to reach out to the consumer and find new situations in their daily 

situations where the product could fit. Furthermore, finding other industries where the product 

could satisfy a need, thus increasing the spectra where the products had a presence was also 

considering a strategy for value creation. Thus, making the consumers aware of the the range 

of the product and its applicability to a variety of situations. Additionally, the vision for value 

creation was considered in a diversified portfolio of products according to the respondent. In 

turn, when consumers are enlightened of the range, a connection could hopefully be created to 

the brand which would give the consumer the ability to take part of the full profile and complete 

solution to their music related needs.    

 

Respondent 2, 3 and 6 consider the consistency to be depending on the type of artist that was 

branded. Finding consistency was more of being open for new ways of reach the consumers. 

Considering the brand, enabling the products to be modified into different genres could generate 

positive feedback. In a case of creating a so called “remix” for different genres was presumed 

not to have an negative effect on the consistency. A remix was described as another brand’s 

version of an original song and modified to the extent of having the original song as an 

inspiration. Furthermore, it was said that the brand name would still be the same on the song, 

but with an additional name together with the title which indicated its modification. 

Furthermore, this was argued to show the consumers that the brand had a range in the value 

creation according to the respondent. Additionally, it was argued a time of change in the music 

industry where collaboration between brands were more common. Though, caution had to be 

taken in this consideration as it could only be drawn to a certain extent. From the respondent’s 

observation from a one artist, too drastic movements in the identity of the brand and its products 

could hurt the brand more than it provided positively. It was always risky to do drastic 

movements, thus changing the type of music that was created, as it could affect the consistency 

and lead to the perception of being fake in its consistency and value creation. Though, one had 

to considered the path for creating the range with different approach as some were riskier the 

others.  Moreover, it was argued that changing the brand’s own products had a higher risk than 



 

 33 

allowing other to do their versions on the original product. Thus, being genuine in the brand 

was most important when considering availability and consistency with the range of the 

products connected to the brand.    

 

In the aspect of value, respondent 2 and 3 considered the brand’s value creation to be focusing 

on, besides its identity and products, what added value that could be ascribe to a brand. Thus, 

according to the respondent, identifying what qualities and attributes the brand had and how 

the consumer would consider them. Furthermore, this required an understanding of who the 

targeted audience were and monitoring their behavior to estimate how value could be created 

in relation to these qualities and attributes. Additionally, this was a combination of influence 

from the market and the capabilities of the brand. According to the respondent, the activities 

for added value did not necessarily have a connection to the music industry but created a value 

the audience appreciated and relevant to consider.  

 

According to respondent 4, 5 and 7, consistency and availability was focusing on attributes and 

capabilities ascribed to the brand from other industries to create an edge in the “jungle of music 

products”. Respondent 4 further explained if a person behind the brand has knowledge or 

expertise from previous experiences, those could make the brand stand out in the crowd. 

Furthermore, these attributes were not necessarily connected to the music industry or influenced 

from the intended market, but add to a more genuine and interesting feeling of the brand’s 

identity. Thus, by creating strategy to cover the brand’s whole spectra was argued to increase 

the consistency in the behavior and to ensure consistency and availability. Additionally, this 

would create the foundation for transparency and considered the stepping stone for value 

creation in their opinion. Though, the respondents had experienced a trend for decreasing the 

focus on building careers for new artists from a managerial perspective. Instead the discussed 

movement towards single releases of products was more established. Therefore, to increase the 

willingness to building strategy for the person behind the brand and its products, different 

approaches had to be developed to create an edge for strategy as well as target the audience.  

 

4.3 Marketing promotion  

The interviews then continue with questions regarding the management marketing strategies 

for portraying a brand and what activities that were created for managing the perception of the 

brand. According to respondent 1, the importance was on looking at the market from the 
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beginning when formalizing the marketing promotion. When having the market in mind and 

the consumer’s preferences as a foundation, thus given the ability to pull something from the 

market will facilitate the creation of strategy. Additionally, it was argued when not considering 

the market in the initial stage would result in a less optimal portrayal. The overload of similar 

product on the market was said to make it very important to listen to what the market had to 

say and use that when considering the capabilities. Furthermore, tracking the behavior of the 

consumer in the appropriate channel for communication was argued to contribute to this 

challenge. Additionally, the desire was to become more attractive with the product and how it 

was portrayed was a constant process of finding where the brand could have an impact. Thus, 

the marketing was structured in the manner of targeting specific situations where it possibly 

could satisfy. The aim was to promote a brand and its product to the extent of receiving the 

appreciation from the consumer when they associated the targeted activities with the products. 

Additionally, to reach the level when the consumer had the brand product in the top of mind 

for solving their needs.   

 
According to all of the respondents, the importance was on identifying the segment when 

creating the marketing promotion. Respondent 2 further explains this to include targeting and 

behavioural monitoring for creation of the perception on preferences of marketing. Thus, the 

influence from the market was argued to have a great impact on finding the proper manner. 

Furthermore, respondent 2 and 6 expressed if several alternatives were achievable, the decision 

for portrayal could be influenced in terms of consumers and their appreciated related areas for 

promotion. Moreover, all type of exposure of the brand was considered a way of marketing and 

an example of promotion via a concert was given to increase the understanding. Then, the 

consideration implied identifying what kind of channel the segment appreciated. Thus, in the 

respondent’s opinions, what kind of cultural value or credible status a brand desires to be 

associated with would pave a way for what areas that were considered. Furthermore, the 

strategy was then focusing its aim on the areas where the consumer’s opinion was manageable 

and later should be used on the brand behalf to find the optimal combination in the marketing 

campaign.  

 
According to respondent 3, 4, 5 and 7, the marketing strategies were commonly structured form 

the type of context and the person behind the brand, as the existing consumers were argued to 

already appreciate the characteristics ascribed to the person. Though, as experiences form a 

difference between the kind of product and person existed in one case according to respondent 
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4, additional measures for creating a slight deviation in the persona to fit with the product was 

considered in the marketing promotion for example; visual presence. Additionally, in another 

case one strategy was to argue the focus of influencers which were considered appropriate for 

a specific connection between the product and the brand. Furthermore, as the objective in 

general is to generate streams (number of times the product is consumed), the strategy should 

be divided into a step-by-step process. Thus, the step of targeting influencers which in turn 

should reach more consumers in their network. Moreover, considering the possibilities for how 

theses influencers would be reached and to create an incentive for them to continuing to increase 

the exposure through their network.   

 

According to respondent 3, the strategy for marketing always had to consider new ways of 

reaching the consumers. An example was given which focus on external activities that were not 

connected to the brand or its product, but could contribute to the image. Thus, using what else 

a brand had to offer in terms of qualities and attributes that could be portrayed to the consumers 

and provide alternative ways for reaching the consumer. Though, from the respondent 

experience, sometimes these qualities, attributes or characteristics connected to a person behind 

the brand were considered not interesting. Therefore, short term strategies for marketing 

sometimes would mainly focus on the single products that are to be released instead of 

portraying a brand as a person. Though, with many successful releases by the same brand, long 

term perspective would focus on marketing strategies of the person behind the brand as it would 

become more important to consider when further creating more product into its portfolio.  

 
4.4 Social media communication  

The interviews then continue with questions regarding the strategies on social media for 

creating interactivity, personalisation and engagement in the communication of the brand. 

According to respondent 1, creating interaction with the consumer was in a general sense not 

considered nor aimed for with communication strategies on social media. Though, as the 

possibility existed within the forum, it had been notice in previous communication strategies 

for consumer to contribute in the sharing of products, which was viewed as a positive feedback 

for the brand. The focus with the communication was according to the respondent on how a 

messages would be delivered as well as when to deliver. Communication strategy rather was 

considered to be created in the aspect of aiming for a specific time when the consumer was 

doing an activity and the structure of message to convey the product’s value. Moreover, 

understanding how the consumers were using social media was considered essential for 
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optimizing the communication. Thus, in terms of interaction, it was said the communication 

should be structured with a question in the message which targeted a specific need. Together 

with the message, the solution to the specific need should be suggested. Additionally, this was 

argued to show compassion and relate to the consumer’s need that existed and what a brand 

could do to help in their situation. This was seen as a way of being more personal and 

understanding. All kinds of advertising were said to aim for a specific need connected to a 

moment that the product could possibly satisfy. Finally, having a deep understanding of the 

existing needs was key in a brand strategy to enable an optimal communication and gain more 

consumers.  

 

According to respondent 2, the essence was to portray a person behind the brand as sensitive 

and expressive. Therefore, the strategy for communication of social media should encourage 

the person to handle its own communication to portray a sincerity and genuine feeling. Though, 

as it existed an understanding for the lack of time or how to properly conduct it by an artist, 

guidelines should be provided from management to ease the maintaining of congruency and 

consistency in the communication. Additionally, it was said that encouraging engagement was 

an effective way of seeing if the consumers were interested in an artist as well as believed in 

the value it creates. One very good way for the consumer to connect with an artist was when 

managing to get the consumer to engage in some kind of challenge connected to a brand. This 

was argued to make the consumer feel a part, while creating their own content connected to an 

artist’s product. Thus, it would be possible to see how many, who and how the consumers were 

receiving the communication, which enabled the foundation for understanding of value 

perception and enhancing the bond between an artist and the consumers. Additionally, 

managing this was argued to to make the consumers more willing to share their experience with 

a brand and in turn create word-of-mouth.  

 
According to respondent 3, 4, 5 and 7, social media was considered the most important source/ 

platform for targeting an audience with the communication of an artist. In respondent 3’s 

opinion, most artists are responsible for their own social media channel, but in some cases 

management facilitates in maintaining the desired direction an artist wants to have in the 

communication. It was argued to keep the consistency of a personal feeling while being coached 

in the proper way of doing it. In some cases, scheduling for when to communicated is provided 

as well as guidance and propositions for content. Furthermore, when portraying a brand and its 

product, one has to consider not only the consumer’s preferences on communication, but also 
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their understanding of music creation. From the respondent’s experience, the trend towards a 

focus on the business of music instead of the genuine art of music had created the urge to 

become more personal in the communication to gain a presence in the industry.  

 

By respondent 3, 4, 5 and 7, it was argued that a good way would be to involve the consumer 

in the communication as people wants to feel involved when they have the possibility to 

participate. It was suggested to have competitions to create engagement and share it with the 

friends, which hopefully in turn would convert them to become influencers for the brand. 

Additionally, respondent 3 expressed the use of qualities or traits such as; being a comedian or 

care about charity, from a person behind the brand as an anticipated approach to create an edge. 

Though, in the respondent’s opinion the process for communication had to consider if the 

products are stronger than the brand, then the focus should be from the perspective of the 

product in the creation of communication if considered dominant. Finally, the process of 

considering the product as the brand in strategy was more common today. According to 

respondent 4, 5 and 7, creating communication via participation was commonly used in the 

creation of strategy for a visual presence on media, which was considered greatly appreciated 

by consumers. Additionally, it was viewed with a huge effect for achieving a lot compared to 

the efforts that were made.  

 
According to respondent 6, it was considered important to identifying the audience and using 

their preferences to create an understanding of what was appreciated when formalizing the 

communication. It was argued to be connected to creating a relationship between a brand and 

the audience on an emotional level. One example of a previous case was given regarding a 

release, where the artist created a live chat to give the consumer the ability to ask questions, 

and working towards creating a personalisation in the communication to increase the 

interactivity and engagement. This was viewed as creating the communication on the basis of 

appreciating the opinions of the consumers and its value. From the respondent’s experience, 

showing a will to interact from a brand’s perspective could invite the consumers to participate, 

which hopefully would enhance the relationship between them.  

 

Additionally, as an artist’s brand and its products are considered intangible values, the efforts 

should be put into creating an experience to ensure that the consumer understand what the brand 

is offering. Furthermore, when creating the communication for a brand one has to consider the 

congruence between the person behind the brand and the type of communication. Thus, the type 
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of communication should be structured from the personality the person has and desire to be 

perceived as. Finally, communication varies a lot depending on the artist and is viewed as 

creating a strategy that fits to the person behind the brand. 
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5. Data analysis 
In this chapter the empirical data from the previous chapter will be presented in comparison to 
the conceptual framework presented in chapter two. The structured of the analysis will be 
similar to the previous chapter to retain a consistency in what is considered relevant to answer 
the research purpose.   
 

5.1 Brand concept management  
With the focus on the type of need a brand was created to fulfil and its differentiation with 

behavior and symbolism, there existed differences among the respondents. One aim was stated 

to identify a product-related problem that existed on the market and to solve that problem within 

their capabilities. Thus, the strategy indicates an urge to satisfy a functional need, describe by 

Park et al., (1986) as a concept designed to solve a consumption-related problem. Although, 

the intention with these products was aiming towards changing the behaviors of the consumers 

and their feeling for consumption, the strategy could also be related to the experimental needs 

by Park et al., (1986), as the focus includes a connection to satisfying a consumer desire for 

sensory pleasure or cognitive stimulation. Thus, this indicates a connection to the study of Bhat 

and Reddy (1998) concerning multiple brand concepts. This as the consumption was related to 

specific situations where the products would become the essence and create a deep connection. 

Furthermore, in the perception of consistency the portrayal has to be conducted in an effective 

way (Park et al., 1986), which was appreciated through the behavior and symbolism for 

satisfying a specific need in a specific situation with a specific product. Thus, acquiring a 

differentiation with the multiple products in a portfolio and focusing on current and new 

situations where they might fit. Furthermore, this can be connected to the urge for considering 

both present and future needs (Boatwright  et al., 2009) and tackle that challenge with their 

capabilities.  

 

Additionally, the structure of another strategy was based on the foundation for behavior of the 

products in terms of facilitating the consumer’s search and consumption of music. Thus, 

connected to theory in the identification of value opportunities manageable as well as 

understanding the depth and range of the value (Boatwright  et al., 2009), while creating the 

behavior to enable it to connect to new context depending on the consumer’s preferences. 

Furthermore, this also imply reaching an availability and fundamental association to situations. 

In addition, working towards creating the credibility for its performance and allowing the 

consumer to easily identify genuine offerings providing value (Bhimrao, 2008). In consistency 
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with this, another argued the possibility for having the product as the brand in the creation of 

the foundation for behavior, which focus on a specific need on the market. Though, a difference 

is concerning the present and future needs that are being consider, as that kind of brand creation 

was more focused on a specific trend for a specific time. In comparison, that kind of brand 

creation was focused on the functional needs and the consumption-related problem, and not on 

the sensory pleasure or cognitive stimulation connected to experimental needs (Park et al., 

1986). Thus, a different kind of behavior could be relevant and more leaning towards fitting the 

trends as long as the trends was relevant. A higher influence from the market could also be 

argued in this matter, as its behavior was more focused on accommodating the expectations for 

the context in which the brand lived. (Boatwright et al., 2009)  

 

Additionally, connected to the expressed perspective of the product as the brand, the tendency 

for focusing on a consumption-related need, functional need (Park et al., 1986), was described 

as a ”single-driven” phenomena and implied the product as the reason for the very existence of 

the brand. Thus, the strategic decisions were based on a short term perspective and argued to 

be more common in music industry today. Furthermore, it was argued that instead of having 

long term strategies connected to future needs and how to use the belonging characteristics as 

a foundation for behavior, symbolism and actions (Boatwright  et al., 2009), the person behind 

the brand would only be considered in a subsequent stage as the person behind the brand would 

become more relevant for consistency and something the consumer could relate to. Thus, the 

long term strategy can be connected to the means for humanlike characteristcs in the marketing 

promotion (Chen et al., 2015) as well as having a purpose to satisfy a symbolic need. (Park et 

al., 1986) Additionally, the strategy argued for having multiple concepts to provide meaning to 

the consumer. (Bhat & Reddy, 1998)                 

 

In another opinion, one aim was to portray the identified qualities from a person behind the 

brand and how those were possible to deliver to the market. Furthermore, it was said that the 

objective for a long lasting relationship was possible to establish between a brand and the 

consumers as they would be provided with something they could related to. Theory states one 

need connected to fulfil an internal desire of the consumers for self-enhancement, group 

membership, ego-identification or role position (Park et al., 1986), emphasis was on the 

relationship on an emotional level and could be argued to be connected to identifying a symbolic 

need existing on the market. Though, there existed differences between some of the respondents 

concerning this matter and when the time for portraying the identified qualities should be made. 
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To these respondents the initial process was considered with the product and the consumption 

in mind, which is connected to the functional needs described earlier. Not until a subsequent 

stage of the brand management, the symbolic needs would be considered, thus when the person 

behind the brand was argued to become relevant for creating a consistency in the behavior and 

symbolism. In addition, the aim with these strategies were the same, though with a difference 

in the perspective of initiation.   

 

Furthermore, the aspects were focusing on the natural connection between the brand and the 

consumer’s understanding of the person who was being portrayed. Thus, indicating the 

connection to the verbal identity described as the symbolic and visual presence for translating 

the brand’s values to the consumers (Boatwright et al., 2009). Furthermore, the emphasis when 

managing the brand was to be perceived genuine together with the value the brand had to offer. 

Thus, some of the respondents argued for neglecting the market influence for expected value 

Boatwright et al. (2009), and the focus on the importance for accomodating the expectation in 

the context for which the brand lived. Additionally, the brand was created to provide a genuine 

presence and behavior with the emphasis on having the right perspective in the creation and 

only monitoring the perceptions. Thus, the urge for managing the congruence between the 

behavior, symbolism and actions to facilitate for consumers to create an attachment to the brand 

stated by Bhimrao (2008) and Park et al. (2010).                       

 

In another opinion, some of the respondents had identified a tendency in the music industry for 

brands to come from other industries. These brands would already have an established identity 

from the other industry and argued to be created in the perspective of a person as a brand. As 

the actual identity of the brand had been created, the focus could be argued on the 

implementation phase in the creation of the brand. Described by Boatwright et al. (2009) as the 

transfering of intangible values from the brand to the market. Thus, how the attributes and 

characteristics portrayed in the original industry would be considered in the music industry. It 

was argued that the identity would be the same as previous, and therefore the existing consumer 

would continue to follow the brand. Thus, as the basis for a relationship with the consumer will 

become vulnerabe to changes in the brand’s identity if it does not maintain a consistency when 

applied to new contexts. (Park et al., 1986)  A difference in the verbal identity of the brand 

could be considered as a means for extending the identity and be associated with other fields of 

industries. (Bhimrao, 2008)  
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5.2 Brand concept-image management  

In the aspects of consistency, availability and value-creation, different strategies were argued 

depending on the context. In one opinion, consistency and availability was stated as the 

gathering of product in a certain manner to naturally connect them to each other. Thus, creating 

a possibility for the consumers to find a connection between areas of usage and product 

recollection. Furthermore, this was argued to facilitate the new releases of products as it implied 

a consistency in the experience and can be connected to theory in the manner of performing in 

a consistency between its operating activities and accessibility of the products. (Park et al., 

1986) Additionally, managing to remove the barriers for consumption, which implied an 

understanding of how the positioning efforts would have an effect on the brands performance 

(Park et al., 1986) when the aim was to be associated with specific situations, the strategy was 

made to establish an easy-access. Additionally, value-creation was expressed to be connected 

to monitoring change and new interesting areas in the fast moving industry. By having an 

understanding of the products and their applicability to a variety of situations, the diversified 

portfolio would become the foundation. Thus, viewing the value-creation in the efforts towards 

perceived uniqueness with the possibility for products to target new situations through 

availability and accessibility. (Park et al., 1986)  

 

In another respondent’s opinion, consistency was argued in line with a strategy for being open-

minded to new ways of reaching the consumers and found in the basis for modification of the 

products to a certain extent in the efforts for staying present on the market. Thus, connected to 

having an understanding of how the identity of the brand influenced consumer’s perception. 

(Park et al., 1986) To proceed with caution in the process of identity movements was expressed 

as the identity tend to be fragile, though manageable when understanding the range of the brand 

identity and how it is perceived. Furthermore, it was argued in the connection between the brand 

and its products, too drastic movements are considered risky as it has an effect on the perceived 

consistency. Connected to the fortification stage; focusing on the image over time (Park et al., 

1986), the effect could be a perception of being fake in its consistency for products and their 

value. Thus, important to consider as it concerns monitoring consumer’s expectations of the 

brand to achieve the image it desires. (ibid)  

 

Additionally, it was expressed that the value-creation had a connection to the added features 

that could be ascribed to a brand. Thus, identifying additional qualities the brand had and how 

those would be considered by the consumers. This can be connected to the elaboration stage 
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where added features are discussed to create an edge to the brand and enhance the perceived 

value. (Park et al., 1986) Additionally, related fields within the industry was considered on the 

bases for being genuine and with a connection to the brand identity. On the other hand, utilizing 

attributes and capabilities ascribed to the brand from other industries was also considered a 

means for creating consistency, availability and value-creation to some of the respondents. The 

efforts were initially created from the extended identity of the brand to enable the ability for 

association (Bhimrao, 2008) and were focusing on experiences and knowledge that would 

enhance the quality of the brand. Creating the strategy to cover the brand’s whole spectra 

without industry-related boundaries was argued to increase the consistency for behavior and to 

ensure availability and value-creation. Furthermore, finding new methods to build brand 

strategy with different approaches to create an edge. Thus, could be argued in the efforts 

towards understanding how the identity influences perception in a short and long term 

perspective in the introduction, elaboration and fortification of the management. (Park et a., 

1986)              

 

5.3 Marketing promotion  

In the aspects of brand portrayal and perception, one respondent argued the fundamental value 

of considering the market in the initial stage for creation strategy. As there exists an overload 

of similar products, pulling cues from the market to optimize the portrayal while tracking the 

behavior of the consumers is necessary in the efforts toward attractiveness. Thus, considering 

the surrounding factors for understanding the modern consumer described by Constantinides 

(2006). Furthermore, the marketing was structured in the manner of targeting specific situations 

where it possibly could satisfy, while considering the focus of capabilities for managing optimal 

marketing promotion. (Foedermayr & Diamantopoulos, 2008) Additionally, the promotion was 

viewed as a constant process of finding where it could create value and reach the extent of 

receiving the appreciation from the consumer for associating the targeted activities with the 

products. Thus, in the perspective of creating an understanding of consumer behavior and needs 

(Constantinides, 2006) to optimize the connection between products and activities.   

 

In another opinion, the importance lay on identifying the segment for behavioural monitoring 

and preferences to the creation of marketing promotion. (Foedermayr & Diamantopoulos, 2008) 

Thus, identifying and profiling of consumers in their response to communication. The process 

was conducted in the manner of evaluating several alternatives that were achievable and how 



 

 44 

the decision for portrayal would be influenced in terms of appreciated related areas for 

promotion. (Dibb, 2001; Yankelovich & Meer, 2006) Thus, using what else a brand has to offer 

in terms of qualities and attributes that could be utilized as a new way of reaching the consumer. 

In addition, focusing its aim on the areas where the consumer’s opinions were manageable and 

later on used on the brands behalf to find the optimal combination of promotion for value 

proposition and differentiation. (Foedermayr & Diamantopoulos, 2008)  

 

Additionally, using the preferences from the target audience to monitor the congruence between 

the desired brand identity and how it was perceived was essential in other opinions. Measures 

for adjusting the difference was made as the kind of product and the person behind the brand 

was deviating from each other and could be regarded as an error in the self-brand connection. 

(Chen, 2015) Thus, when the brand and its product are communicated with two different 

identities. (Bhimrao, 2008) 

 

5.4 Social media communication  
In the aspects of interactivity, personalisation and engagement one opinion argued neglecting 

the creation of interactivity in the strategy on social media. Thus, not having the intention to 

create an interaction with the consumer in the communication (Yan, 2001), but rather focusing 

on other intentions with the messages. Though the possibility exists for consumer to interact, it 

was noticed and viewed as a positive indication. The strategy was rather created in the aspects 

of aiming for identified specific situations when the consumer was performing an activity and 

how the structure of the message would convey a product’s value. In practice it was considered 

in the manner of asking a question on social media with the structure of a statement to a need. 

Thus, efforts towards portraying and build differentiation by monitor consumer’s understanding 

of message, create positive association with the brand and to create a connection between the 

message and association. (Yan, 2001) More specifically, in the manner of specific targeting to 

the consumer’s different situation for showing an understanding of needs and how they could 

be solved. This was expressed by one of the respondents as a means for showing compassion 

and relate to the consumer to create a more personal bond between them. (Malthouse et al., 

2013)  

 

In another case, the efforts towards interactivity, personalisation and engagement was 

conducted in the manner of encouraging a person behind the brand to handle its own 
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communication to portray a sincerity and genuine feeling. Thus, efforts towards the portrayal 

of characteristics as humanlike to create the foundation for a consumer-brand relationship 

(Chen, 2015), while upholding the congruity between the brand identity and its communication. 

Additionally, its was expressed that encouraging engagement is an effective way of seeing if 

the consumers are interested in a brand as well as believed in its value. Thus, connects with 

encouraging brand values to be accepted, communicated, understood in the messages (Yan, 

2001) and conducted in the manner of engaging consumers in activities related to a brand. 

According to description, this is leaning towards a high engagement strategy for actively 

processing the communication. (Malthouse et al., 2013) These activities would for example be 

challenges or other participations and argued to make the consumers feel a part, which was 

considered the foundation for understanding the value perception and enhancing the bond 

between an artist and it consumers.  

 

Furthermore, other opinions agreed to the importance of having a person behind the brand to 

conduct its own communication to create a genuine feeling in the communication. Though, the 

intention for this strategy was based on the opinion of a less genuine trend in the industry for 

managing brands in combination with increased importance of consumer preferences in the 

communication. Therefore, the urge for becoming more personal in the communication to gain 

presences on the market was of relevance and in line with Deighton and Kornfeld (2009) who 

states the challenge for reaching the consumers to be connected to preferences. It was on a 

general consensus agreed that when the possibility exists for participation, consumers prefer to 

become involved which align with a statement by Dahlen and Rosengren (2016) concerning 

this matter. In addition, the aim with this strategy was to create such a sincere engagement that 

the participants would become the influencers to their network, and viewed as a means for 

creating word-of-mouth. (Pace et al., 2017)  

 

Additionally, another respondent gave the example for using the preferences of the consumer 

in the creation of communication. It was argued to be connected to creating a relationship 

between a brand and its audiences on an emotional level and its appreciation for involvement 

in the actual creation of the message. (Dahlen & Rosengren, 2016; Malthouse et al., 2013) The 

opinion was expressed in an example concerning a brands release of a new product where a 

person behind the brand had created a live-chat function on social media. The efforts had been 

to focusing on a personalisation with the communication by increasing the interactivity and 

engagement by creating an experience with a brand on the platform. (Schultz, 2010) The 
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consideration had been on the portrayal of the intangible values from the brand to maintain a 

congruence in the identity and communication. Thus, the type of communication had been 

structured from the personality a person behind the brand has, and how it desired to be 

perceived. Thus, using the preferences from both perspectives to maintain a congruence in the 

identity and image. (Foedermayr & Diamantopoulos, 2008)  
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6. Findings and conclusions  
In this chapter the findings and conclusions will be presented. The purpose of this thesis is to 
gain a deeper understanding on how brand strategy is created and the brand is communicated 
in the online environment. Furthermore, this final chapter will show the general findings, ideas 
for future research as well as implications for practitioners.  
 

6.1 Answer to research question 
 
How do managers create brand strategies as a foundation for the portrayal of an artist’s 

brand on social media?   

 

Derived from the analysis chapter, a tendency exists for using a certain perspective in the 

creation of brand strategy and how it presumably creates the foundation for subsequent decision 

to maintain a consistency in the manner of communication. From the data, the creation of brand 

strategy was being considered from either the brand as a person or brand as a product. The 

structure of these perspectives implied a certain behavior, symbolism and action from the brand 

and how it was taken into consideration in the subsequent decisions for brand strategy and 

communication. This was shown in the data through the experiences and insight from the 

interviewees and seemed to have a fundamental value in the strategy and later on what was in 

focus in further decisions. 

 

In the perspective considering the brand as a person, there existed a greater tendency to focus 

on the intangible values in the brand strategy, which later on could be argued to create the 

foundation for the structure of the communication. Thus, by having a genuine presence and 

portrayal of characteristics as humanlike in the communication, the consideration would create 

a more personalized communication and reach the intended consumers. Moreover, in relation 

to the discussed challenge for how to reach the intended target audience in the communication, 

it was shown in the focus of providing a personalisation and foundation for consumer-brand 

relationship which correlates with what theory in the aspects of creating a connection between 

the consumer and the brand. Though, according to the data the connection was considered in 

the context as a relationship where the values from both the brand and the consumers were 

considered in the strategy creation of a brand in the beginning of its music career.   
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Furthermore, the conclusion could be argued in this perspective to take the brand strategy in 

specific direction towards a more emotional level with an aim to create a bond between the 

brand as a person and the consumers. Finally, something that is enhanced through a sincerity 

and genuine portrayal of a human and not a product through the communication. Though, as 

there sometimes exists a difference in the perceived image between the products and the person, 

this perspective or brand strategy and communication could be problematic. Either if the person 

does not have a charismatic foundation or if the person has a different image compared to the 

one portrayed in the music. Furthermore, as the products are viewed as expressions of the brand 

as a person, the conclusion can be connected to maintaining a consistency and transparency to 

attend to the challenge of reaching the target audience in a personalized manner.       

 

In the other perspective considering the brand as a product, there existed a greater tendency to 

focus more on a consumption-related need and within a specific time span in the strategic 

decisions. Thus, showed in the creation of brand strategy when it was leaning towards providing 

a consistency and transparency in its products that were released on the market to satisfy 

specific needs. In addition, the person behind the brand was not considered in the initiation. In 

the aspects of the discussed challenge of how to reach the intended target consumer, the strategy 

was shown through the portraying of an understanding of the consumer need in the 

communication with a compassion and to reach the extent for being associated with specific 

situations. Thus, by conveying the value of the products to specific moments where they could 

create a satisfaction. 

 

Furthermore, the conclusion can be argued to be drawn to the extent for having a product that 

are considered the dominant aspect of the brand, finding a manner of creating a consistency and 

foundation for consumer’s association to the portfolio’s ability to solve consumer needs is key 

for structuring the communication. In addition, the data also showed that for enabling the 

association to the portfolio a deeper connection to the brand was argued, thus had a need for a 

human factor to relate to in a subsequent stage of the brand strategy. Finally, when managed to 

create the association, the focus should be on new ways of reaching the consumer in the aspects 

of usage areas. 

 

Conclusions 

Derived from the data, two different perspective seems essential to considered in the creation 

of brand strategy and how those create the foundation for the portrayal of a brand on social 
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media. Though, the perspectives were considered in the initial stage of the brand strategy a 

tendency for both perspectives to find a closer relationship to each other existed in subsequent 

stages in the strategy. Thus, when the creating a deeper foundation in the consumer-brand 

relationship a basis for being able to relate to the brand as a product it required human 

characteristics. Finally, as the product of the brand was considered the expression it also had a 

role when considering the brand as a person.  

 

6.2 Limitations 
In this research, the limitations were considered in two main aspects. In the matter of analysis, 

the limitations were connected to the restricted field of research and theories available 

conducted from other industries. Thus, could be argued to not fully be applicable in this context 

and therefore may have an affect on the analysis, hence the comparison between the derived 

conceptual framework and empirical data. Additionally, in the aspects of sampling, the number 

of respondents were limited to a time-frame from all managers appreciated to contribute to this 

research. Thus, additional respondents may have contributed to other insights presented in the 

conclusion as a greater variation in the empirical data might have occurred.    

 
6.3 Contribution to theory 
The contributions to theory are connected to the conclusions stated in this research. Thus, the 

different perspectives which are considered in the initial stage of the creation of the strategy 

and how it creates the foundation for the portrayal of a brand. Furthermore, when conducting 

this research, a lack of academic research was experienced in this context and therefore the 

conclusions could be considered a contribution in itself. Thus, the two stated perspectives 

creating the foundation for brand strategy and how the brand is communicated namely; brand 

as a person or brand as a product, in the specific context.  Additionally, there exists vast 

academic research in the fields of brand strategy and communication, though the specific angle 

conducted in this research narrowed down the applicability of those theories due to the 

intangible aspects of an artist’s brand. Furthermore, this is discussed under ideas for future 

research as more theories regarding this subject could have contributed to greater insights. 
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6.4 Implications for practitioners  

 

• Focus on the perspective of the brand and how it is considered when creating the 

strategy 

 

As data shows, the consideration of perspective in the initiation of the brand strategy is to an 

extent essential in how the subsequent strategic decisions will follow. Thus, when determining 

the purpose within this research’s context, a brand could either be a brand as a person or brand 

as a product which creates the foundation for the relationship between the brand and the 

consumer. Though, according to the conducted research both perspectives in this context has a 

tendency to matter in the creation of strategy in short and long term. Thus, management has to 

create an understanding of how each perspective is considered in the brand’s subsequent 

decisions in order to establish and maintain the consumer-brand relationship.     

 

• Create a relationship with the target audience with the brand as its foundation 

 

As the data and theory states, targeting the audience on a deeper level either through an 

emotional connection or association to maintain a relationship with the consumer. Furthermore, 

having a consistency and transparency in the identity as well as portraying an understanding 

will greatly contribute to the establishing of the consumer-brand relationship. Thus, depending 

on the type of brand, management has to create an understanding of how the brand strategy 

should be created with its attributes to connect with the target audience.   

 

6.5 Ideas for future research  

 

• What intangibles values are considered most appropriate when portraying a brand 

as a person? 

 

As the data express the intangible values as an important aspect for portraying the brand as a 

person, the question arise concerning the strategic process for how to create or modify an artist 

brand for a higher attractiveness with its identity. Research concerning the most appropriate 

intangible values and their effect on the creation of a relationship between the brand and the 

target audience would have created deeper insights in this research. The specific area it would 
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have contributed to is in the aspects of brand concept management and concept-image 

management when creating the identity and how the efforts are suggested for the perspection 

creation.    

 

• When is it most appropriate to consider the transition from a Brand as a product 

to Brand as a person? 

 

As the data express a transition from brand as a product to brand as a person as a means for 

creating consistency, when is it considered most appropriate timing to conduct this matter. As 

it was stated that creating consistency required a foundation for the consumer to relate to, when 

is it considered the right time for such a transition and how will it effect the communication 

when the person is being portrayed instead of the products. Will that have an impact on the 

consistency in any consideration?   

 

• How do you create strategy for a Brand as a person? 

 

In todays society people could sometimes be considered brands. How is the creation of strategy 

conducted for them? In the investigators opinion, the academic research in this field tend to 

lack and could have contributed to this study in a more specific process of how managers 

conduct brand strategy creation and communication for artists.     
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Appendix 
Appendix A: Interview guide 
Name: 
Company:  
Current position: 
Brand concept management 
How do you create the strategy for the brand identity? 
 

- How do you consider the existing needs on the market connected to the 
brand’s purpose? 

o What is the aim with targeting a specific need?  
- How do you consider the brand’s behavior on the market? (in this context 

behavior means what it does to create a value for the consumer) 
o What is the aim? Why?   

- How do you consider what the brand symbolizes on the market? (in this 
context it means what it would like to be associated with) 

o What is the aim? Why?  
Brand concept-image management 
How do you create the foundation for consumer to build a perception?  

- How do consider consistency of a brand identity? 
o How do you think consistency is affecting the perception? Why? 

(Behavior, symbolism and actions) 
- How do you consider the availability of the brand?  

o How do you think availability has an affect on the perception? Why? 
(Behavior, symbolism and actions)  

- How do you consider the value-creation of the brand? 
o In what aspects are the value-creation for which the brand stands for 

important for the perception? Why? 
Marketing promotion 
How do you create the strategy for promoting the brand on the market?  

- How do you consider the process of portraying the brand on the market? 
o What aspects do you consider important in this process? Why?  

- How do you consider the consumer’s perception of the brand? 
o What do you consider is the focal point with the perception?  

Social media communication 
How do you create a relationship with the consumers in the online environment? 

- How do you consider an interactivity between the brand and the consumer?  
o In what aspects do you consider interactivity could be beneficial for 

the brand? Why? How do you create a more interactive 
communication? Why that kind of interactive strategy?   

- How do you consider a personalisation of the communication you create?  
o What kind of strategy do you use to create a more personalized 

communication? Why is that strategy important according to you? 
- How do you consider the engagement of the consumer in the 

communication?  
o What do you consider it would contribute with in the 

communication? Why is it important? 
  


