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Abstract 
	
Background: Brands are a way of differentiating what is known as mine or yours and is created 

in the development of a term, name, sign, packaging or design identifying a product or service. 

Developing a brand is both time consuming and expensive but is seen as a way to differentiate 

offerings from competitors, hence branding is seen as an essential marketing activity. Personal 

branding is a term that has been developed and explains how every individual has a brand and 

the importance of branding oneself. Online and on social media, personal branding is argued to 

be the primary tool and social media influencers represent a new type of endorsers using social 

media to shape attitudes. 

 

Purpose: The purpose of this study is to explore the brand building process for social media 

influencers. 

 

Methodolgy: This study is a qualitative research. Primary data has been collected by the 

conduction of semi-structured interviews. 

 

Research question: Which building blocks are relevant in the brand building process for social 

media influencers?  

 

Conclusion: Five building blocks is concluded as important for social media influencers to 

consider when building brands, identity, value, communication, internal/external factors, and 

positioning.  

 

Key words: Social media influencer, personal branding, brand building process, identity, value, 

positioning, quality, internal factor, external factors, communication, long-term perspective, 

evaluation, brand building blocks 
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1. Introduction 

1.1 Background 

Brands were, and still are, a way to differentiate and mark what is known as mine or yours, in 

other words, mark of ownership. The word brand heritage from an old Norse word called 

`brandr´ which is translated as `to burn´ and this were especially done on animals by their 

owners to identify the herds from each other (Fahy and Jobber, 2012). A brand’s creation is the 

development of a term, name, sign, packaging, and design that identifies a provider or seller of 

products or services for its audience, meaning their consumers (Armstrong et al., 2015; Jobber 

and Ellis-Chadwick, 2013). 

 

In modern society a brand can be described as everything that e.g. a product, service, 

organisation, or person means to consumers and that brands appear everywhere and interacts 

with every field of the consumers’ life (Kotler, Armstrong and Parment, 2011; Kapferer, 2012). 

Developing a brand is difficult since it takes both time and money, but is seen as a way to 

differentiate products from the offerings of competitors (Fahy and Jobber, 2012). Brand 

building as a process therefore becomes relevant because of the importance of having strong 

brands and is considered an essential marketing activity (Jobber and Ellis-Chadwick, 2013). 

 

There has been a development of a concept called personal branding, which is explaining how 

every individual has a brand and the importance of individuals branding themselves (Shepherd, 

2005). Personal branding, is used to describe that every individual has a brand which is 

continuously and regularly promoted to others in order for the brand to be correctly associated 

(Shepherd, 2005). Someone having a strong personal brand is, according to Runebjörk (2013), 

someone that knows what he or she stands for, knows how to communicate this and have a 

willingness to contribute to the surrounding world (Runebjörk, 2013). The personal brand 

should also represent one's values and these values should later on be delivered to an audience 

(Llopis, 2013).  

 

Personal branding is, according to Labrecque, Markos and Milne (2011), the primary tool to 

use when engaging on online and on social media. According to Freberg et al. (2010) social 

media influencers represent a new type of endorsers who uses social media to shape people's 

attitudes, social media influencers are also identified as effective spokespersons (Freberg et 
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al., 2010). Britton (2015) explains social media influencers as someone creating content 

within a certain topic of interest and sharing it with others through different online platforms. 

He further states that influencers have a dominant voice on social media, where they have 

created full-time careers (Britton, 2015). 

 

1.2 Problem Discussion 

The concept of personal branding has been developed (Shepherd, 2005) and people being 

brands has been discussed to some extent (Kotler, Armstrong and Parment, 2011). Earlier 

research about personal branding has mostly focused on the importance of people using their 

personal brand in order to become well-established or to maintain a certain professional status 

e.g. at a workplace (Harris and Rae, 2011; Labrecque, Markos and Milne, 2011). Lately, people 

have started to call themselves brands (Petruca, 2016; Arruda, 2005) and media have started to 

identify social media influencers as brands (Wallenberg, 2016; Törner, 2016; Ek, 2016). Törner 

(2016), for example, states that one of the biggest bloggers in Sweden has been building her 

brand for many years (Törner, 2016). 

 

Personal branding is therefore not only important for people in a work-related professional 

purpose. Social media influencers can also use personal branding in order to brand themselves 

and to create a competitive advantage, (Harris and Rae, 2011; Labrecque, Markos and Milne, 

2011; Christofer, 2013) however, there is no existing research exploring how the brand building 

process for these types of brands would be designed. The existing brand building research is 

describing the brand building process regarding companies and organisations that are providing 

services or products and not on the brand building process for people (Aaker, 1996; Keller 2009; 

Jobber and Fahy, 2013; de Chernatony, 2001). Both traditional branding, such as branding 

products and services, and personal branding is connected to values that are offered to the 

audience (Llopis, 2013; Arruda, 2005; Kapferer, 2012). These thoughts are also mentioned by 

Montoya (2002) who talks about how personal brands function in a similar way as other brands, 

since both implies a promise as well as creates a belief with the audience.  

 

Peters (1997) also argues for that people are brands just as much as companies and McNally 

and Speak (2003) further states that people can become equally successful as companies. Due 

to the statement by Peters (1997), that people are brands just as much as companies (Peters, 

1997), the research of personal branding becomes relevant. Since personal branding is used 

within social media (Labrecque, Markos and Milne, 2011), and social media influencers has 
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started to be identified as brands (Wallenberg, 2016; Törner, 2016; Ek, 2016), it can be argued 

that there is a need of a deeper understanding in how social media influencers’ brands have been 

build. It can further be argued for the importance to create a structure for social media 

influencers to follow in order to avoid negative factors that might occur in their brand building 

process 

 

1.3 Purpose 
The purpose of this study is to explore the brand building process for social media influencers. 
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2. Theoretical Framework 

This chapter will explain four different brand building models which will be the foundation 

when exploring the brand building process for social media influencers. 

 

2.1 Aaker’s Guidelines for Building Strong Brands  
David Aaker (1996) have developed ten guidelines that can be followed in order to build a 

strong brand, these guidelines include brand identity, value proposition, brand position, 

execution, consistency over time, brand system, brand leverage, tracking brand equity, brand 

responsibility, and investment in brands. 

  

Brand Identity 

According to Aaker (1996), brand identity can be defined as a set of associations that a brand 

strives to create and maintain as well as providing the direction, purpose, and meaning of a 

brand. Ghodeswar (2008, p. 5) defines brand identity as “a unique set of brand associations 

implying a promise to customers”. The guidelines explains that each brand needs to have an 

identity and the perspective of brand-as-person, brand-as-organisation, brand-as-symbol, and 

brand-as-product should be considered and these perspectives together forms the core identity 

(Aaker, 1996). The core identity is the central part of the brand which remains constant between 

different markets and products (Ghodeswar, 2008). According to Aaker (1996), the core identity 

of a brand must on the other hand be identified and then modified for different market segments 

and products. Aaker (1996) further states that the brand identity needs to be clear due to the fact 

that brands can be perceived differently by consumers. 

 

Value Proposition 

Value proposition refers to the emotional, self-expressive and functional benefits, which should 

be considered when building brands. Aaker (1996, p. 95) defines value proposition as “a 

statement of functional, emotional and self-expressive benefits delivered by the brand that 

provides value for the customer”, in other words the attributes of the organisation (Aaker, 

1996). The value proposition is based on a brand-customer relationship and therefore drives the 

customers’ decisions whether to purchase or not. It is important to highlight the value 

proposition of a brand and have a understanding of the relationship between the brand and the 

customer (Aaker, 1996; Beneke and Carter, 2015).  
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The perceived product value a customer has of a brand is to be reflected in the perceived risk, 

price, and quality a brand deliver. Since all these value propositions are significant for 

consumers, the need of matching the perceived value increase and results in the consumer's 

willingness to purchase (Beneke and Carter, 2015). 

  

Brand Position  

Positioning is a part of the brand identity and value proposition. The position together with 

identity can be a powerful asset for a firm since it provides a sustainable advantage (Aaker, 

1996). The positioning must therefore be correct in order to have advantage over competitors 

and communicating the correct identity to the target audience is important (Aaker, 1996). 

Putting effort into positioning can be beneficial, not only, for a brand’s competitiveness, but 

also regarding growth and profitability (Urde, 1994). According to Beverland, Napoli and 

Farrelly (2010), brand positioning is important for customers’ perceptions about a brand as well 

(Beverland, Napoli and Farrelly, 2010) which Urde (1994) agree upon. Aaker’s (1996) 

guidelines suggests that the brand position for each brand should provide clear guidelines to 

help the implementation of communication programs.    

 

Execution and Consistency over time      

The position will not be beneficial if the implementation cannot be correctly executed. 

Communication programs should therefore be executed in order to gain brilliance and 

durability. By shocking, entertaining or involving the audience these communication programs 

can be executed, but at the same time be connected to the brand name. Alignment with the 

identity and position is also important. These guidelines also stress the significance of having a 

consistent brand identity, position, and execution over a longer period of time. When there are 

differences between markets, one of the main goals is to have attributes that remains consistent 

(Aaker, 1996). Changes over time is unavoidable, but successful brands have managed to 

standardize the identity with modified executions. Although, consistency is important, changes 

sometimes become necessary and executions of communication throughout different markets 

and cultures may be modified and be regarded that it becomes difficult to standardize (Aaker, 

1996; Taylor and Okazaki, 2015).  
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Brand System 

Companies often struggles with managing more than one brand and the brand portfolio should 

therefore be consistent and interactive. The key to managing brands is hence, according to 

Aaker (1996), to think about the brands as a system where one brand supports another. de 

Chernatony and Dall’Olmo Riley (1998) further states that the elements of the brand system 

needs to be interrelated in order to form a structured and integrated whole. (de Chernatony and 

Dall’Olmo Riley, 1998). Brands that are being developed should support both brand identities 

and positions, but also clarify and modify the existing brands (Aaker, 1996). 

 

Brand Leverage 

The leverage of a brand’s assets can be a strategic approach. There are different ways of 

leveraging a brand, it could be done by a line extension, stretching the brand vertically, brand 

extension, and co-branding (Aaker, 1996). A line extension can be described as developing and 

keeping a brand alive when presenting a new version of a product and still keep the same 

product category, e.g. new flavours, packaging, or size (Aaker, 1996; Nijssen, 1999). The 

support from the head brand is essential when introducing a line extension since consumers will 

recognize it and hence, wishes to receive the same values as expectated (Nijssen, 1999). 

Extension of a brand is mentioned as when a brand is presented and advanced in a new product 

category (Aaker, 1996; Spiggle, Nguyen and Caravella, 2012). A successful brand extension 

can give an advantage for the head brand and enhance the relevance and contribution of the 

brand for consumers. The extension needs, however, be somewhat in line with what the parent 

brand represents in order to primary gain positive reactions (Spiggle, Nguyen and Caravella, 

2012). Co-branding can also be explained when entering a new product category, however, the 

strategic contains a cooperation with another brand to achieve possible success in the new 

category. Brands should only be extended or co-brands should only be developed if the brand 

identity will be both used and reinforced (Aaker 1996; Motion, Leitch and Brodie, 2003).  

 

Tracking Brand Equity 

When tracking brand equity, management can measure brand awareness, perceived quality, 

brand loyalty and brand associations over time. These attributes are important to focus on when 

wanting to reach customer satisfaction (Aaker, 1996; Tanveer and Lodhi, 2016). When 

measuring awareness, reflection of the presence of the brand in consumers’ minds is of 

relevance.  
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Regarding, perceived quality, this is argued to measure the level of quality within the factors of 

consistency and category. When describing the measurements of loyalty, the willingness a 

customer has when wanting to stick to a specific brand is of significance. Ability to measure 

associations could be of difficulty since the uniqueness of a brand is desired, however, the 

generation of measurements should work across different product categories (Aaker, 1996). 

  

Brand Responsibility 

Someone should be in charge of the brand and be responsible for creating the brand identity 

and positioning (Aaker, 1996). Responsibility of a brand is argued by Aaker (1996) to be the 

management’s action to take, and to make sure that results are delivered (Aaker, 1996; Mullins 

and Walker Jr, 2013). Management should have a written plan over what is expected of the 

brand and its’ employees. The plan is helpful for the execution of the brand since it explains 

when actions are to be taken, by whom, and when (Mullins and Walker Jr, 2013).  

  

Brand Investment  

Even if financial goals are not met, continuous investment in the brand should be made (Aaker, 

1996). Expenditures of a brand, advertising being one of them, is important to be dealt with 

correctly in order to build a brand. Capital structure of a firm can depend on the size of a brand 

and what kind of response towards consumers it has. Investment in marketing of a brand 

correlates with the outcome a brand generates and the value of a brand is also an important 

factor regarding investment overall (Fischer and Himme, 2016). 
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2.2 Keller’s Brand Building Model 

The brand building model developed by Keller (2009; 2003), is called the customer-based brand 

equity model (CBBE model) and explains how a strong brand is built and created (Keller, 

Apéria and Georgsson, 2012). The CBBE model shows how brands have two sides, the rational 

route to the left in the model and the emotional route on the right side of the model (Keller, 

2009). According to Keller (2003), the is constructed out of different steps and each step is 

dependent on the previous steps being successfully achieved. A brand that is considered as a 

strong brand comes through with all the six building blocks and is able to fully follow the four 

steps on the left side of figure 1 below.  

 

 
Figure 1. Customer-Based Brand Equity Pyramid (Keller, 2009) 

  

Stages of Brand Development 

The first step is connected to the brand identity, answering the question: Who are you. This step 

is about the importance of ensuring the identification and association of the brand in customers’ 

minds (Keller, 2009; Keller, 2003). The second step is about the brand meaning and the 

question: what are you, this is made by establishing the brand meaning in minds of the 

customers by linking tangible and intangible associations with the brand. Brands are 

representing and meaning different things to different people (Keller, 2009; Keller, 2003). 

Attributes connected to a brand can generate recognition of how a person is as an individual to 

his or her’s surroundings and the description of one’s own desired identity (Hammerl et al., 

2016).   

 

Resonance	

Judgment Feelings

Performance																Imagery

Sailence

4.	Relationships
What About	You	and	Me?

3.	Response
What	About	You?

2. Meaning
What	Are	You?

1.	Identity
Who	Are You?



 
9 

The third step regards the brand responses and answers the question: what about you. This step 

has a focus on getting the correct response from the customers in terms of brand-related 

judgement and feelings (Keller, 2009; Keller, 2003). Customers’ responses can be measured 

from analyzing to what extent marketing activities influence in general. There are three 

categories that are describing the different levels of response a customer has towards a brand; 

(1) cognitive response, described as retained knowledge, (2) affective response, explains 

attitudes, and (3) behavioral response, regards the purchase in action and postpurchase (Lambin 

and Schuiling, 2012). Lambin and Schuiling (2012), argues that customers reaches these 

response categories successively and in the exact order mentioned (Lambin and Schuiling, 

2012). The fourth and last step answers the question what about you and me and is connected 

to the brand relationship and the importance of creating an intense, active loyalty relationship 

between brand and customer (Keller, 2009; Keller, 2003). The relationship between customers 

and brands is an ongoing process and should be well taken care of since it can lead to repurchase 

and financial gains. There are six factors that are described to help building a long-lasting 

relationship between customers and brands; (1) love and passion, (2) self-connection, (3) 

interdependence, (4) commitment, (5) intimacy, and (6) brand partner quality. Factors that also 

are discussed to be of importance is brand knowledge, trust, satisfaction, and nostalgia, all these 

factors can be sufficient regarding differentiation on a market and among competition (Lo et 

al., 2017). According to the model there is an order of these steps which means that one cannot 

exist without another, you cannot create meaning without first have been creating identity 

(Keller, 2003).  

  

Building Blocks 

Enacting the four steps above will, according to the CBBE model, establish the pyramid of the 

six brand building blocks salience, performance, imagery, judgment, feelings and resonance 

(Keller, 2009). Each of the four steps corresponds to a brand building block (Keller, Apéria and 

Georgsson, 2012) and if the right building blocks are put to place, the top of the pyramid will 

be reached and significant brand equity is created (Keller, 2009). These building blocks can be 

seen as necessary in the process of creating a strong brand (Keller, 2003). Brand salience, as a 

building block, is an important step in the brand building process and relates to the awareness 

of the brand and if the brand is in top in the consumers’ minds (Keller, 2003), which involves 

achieving the correct brand identity (Keller, Apéria and Georgsson, 2012). If a brand is well 

differentiated it can generate a high salient and therefore be optimal for consumers, meaning 

that the brand is the most efficient in the customer’s mind (Keller, 2003; van der Lans, Pieters 
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and Wedel, 2008). Having a strong salient can result in how consumers think of the brand in 

consumption situations meaning that the choosing of that specific brand can be easily done 

since suppression of other competitors may occur (Keller, 2009; van der Lans, Pieters and 

Wedel, 2008).  

  

The next brand building block, brand performance, is the internal properties of a brand and 

refers to how the product or service can meet the customers’ functional needs as well as the 

characteristics of the brand (Keller, 2003). There is five attributes and benefits of brand 

performance considered to be important, the first one is primary ingredients and supplementary 

features. Second is the reliability, durability and serviceability of the product, which is 

important since customers can have different understanding of the performance of a brand. The 

third attribute and benefit is the effectiveness, efficiency and empathy of the brand, customers 

often have brand-related associations which is connected to the service interaction. Fourth is 

the style and design of the brand and lastly the price (Keller, Apéria and Georgsson, 2012). 

  

Brand imagery, the third building block, is the external properties of a brand and just as the 

brand performance it refers to the attempt to meet the consumers’ need, but in this case the 

psychological or social need. The focus is on the intangible aspects of the brand and how it is 

perceived abstractly by the customers (Keller, 2003). The intangible aspects can be divided into 

four categories; user profiles, purchase and usage situations, personality and values, and history, 

heritage and experience. Gender, age, identity and income are demographic factors that might 

affect the customers’ perceptions of a brand (Keller, Apéria and Georgsson, 2012). A brand can 

choose to have imagery-inducing marketing in order to communicate a message that can impact 

consumers’ need and hence creating effective strategies to do so is valuable. However, the need 

of the consumer has a significant role since the imagery-induction strategy is difficult to process 

if the consumers’ need are not considered (Myers and Sar, 2015). Brand performance and brand 

imagery are connected to brand meaning since creating brand meaning involves creating an 

brand image as well as how the brand is perceived in the mind of the customers (Keller, 2003).  

  

Brand judgment and brand feelings are the building blocks that are connected to the brand 

responses where brand judgment has a focus on the customers’ opinions and evaluations of the 

brand. It also involves how customers forms different opinions by putting brand performance 

and imagery associations together (Keller, 2003). These opinions can also be based on attributes 

a brand possesses which can differentiate the brand from other competitors and are therefore 
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important for consumers to gain information about (Mason et al., 2001). There is four types of 

brand judgment that are of importance when creating a strong brand, and these are brand quality, 

brand credibility, brand consideration and brand superiority (Keller, 2003). Brand quality refers 

to the brand attitude in the consumers’ evaluations of a brand and the most important attitude is 

their attitude towards the quality of the brand. Brand credibility involves how the brand is seen 

as credible by the consumers in terms of how they have perceived expertise, trustworthiness 

and likeability (Keller, Apéria and Georgsson, 2012). Consumers’ judgement becomes accurate 

when they have perceived the correct information about a brand and that the brand later on 

delivers the attributes expected (Mason et al., 2001). Brand consideration is more than the 

awareness of the brand, the brand consideration depends on how the consumers see the brand 

as personally relevant (Keller, Apéria and Georgsson, 2012).  

  

The second building block within brand response is brand feelings and it is described as the 

customers’ responses and reactions towards the brand, in an emotional sense (Keller, Apéria 

and Georgsson, 2012). When advertising a brand to consumers, different types of emotion can 

be processed and touch upon. These feelings towards the brand can be both positive or negative 

and are argued stronger in women than in men (Blythe, 2014; Keller, 2003). According to Keller 

(2003) there is six types of feelings connected to brand building. The first three; warmth, fun, 

excitement are experiential and direct while the rest, security, social approval and self-respect, 

are private and permanent (Keller, 2003).  

  

The last building block is brand resonance, which is connected to brand relationships and is 

about the nature of the relationship between the brand and the customer and to which extent the 

customer feels connected to the brand (Keller, 2009). Brand resonance is considered to be the 

most valuable brand building block since it occurs when the other building blocks are 

completed (Keller, 2003), it therefore represents the physiological relationship between the 

brand and the customers (Keller, Apéria and Georgsson, 2012).  
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2.3 Jobber’s 7 Factors of Successful Brand Building 

According to Jobber and Fahy (2009) brand building involves both decision making about the 

name of the brand, as well as how the brand is developed and positioned on the market (Jobber 

and Fahy, 2009). David Jobber have identified seven factors that can be considered important 

when building brands. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Jobber’s 7 Factors of Successful Brand Building (Jobber and Fahy, 2009) 
 
 
Quality is important in the brand building process and this is made in the early stages of the 

product development. The basics need to be right otherwise the product will not perform in the 

expected way and will lose both market share and profitability towards competitors on the 

market. Quality is therefore considered to be a significant step when building a brand (Jobber, 

2013). Research has shown that higher-quality brands have and greater market share and higher 

profitability than inferior brands (Jobber, 2013).  

     

Positioning involves choosing the correct target market for the brand and establishing an 

approach that is not existing in those markets (Jobber and Fahy, 2009). Distinguishing from 

similar brands that are competing for the same target group is the step after identifying which 

segments approach (Baker, 2014). Unique positioning can be achieved through a brand’s name 

and image, service, design, guarantee, packaging and delivery.  

Quality

Positioning

Repositioning

Well	blended	
communicationBeing	Fiest

Long-term	
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Internal	
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It can also this include aspects like culture, countries, and ethnocentrism when differentiating a 

brand (Jobber, 2013; Nijssen and Douglas, 2011). Regarding an existing brand, it is essential to 

assess how the brand previously has been positioned and to investigate if consumers were 

responsive to that positioning (Nijssen and Douglas, 2011) Brand positioning consists of six 

elements, brand domain, brand heritage, brand value, brand assets, brand personality and brand 

reflection. These six elements define the strength of positioning in the marketplace. Brand 

domain corresponds to the target market, in other words, the market where the brand competes 

against its competitors. Brand heritage is the background and culture of the brand, but also how 

the success and failures of the brand has been achieved. Third is the brand value which can be 

defined as the core values and characteristics of the brand. Brand assets can be explained as the 

symbols, features, images and relationships of the brand, the things that distinguish the brand 

from competitors. The brand personality explains character of the brand, can be as people, 

animals or objects. Lastly, brand reflection is about how customers perceive themselves when 

purchasing or using the brand (Jobber and Fahy, 2009; Jobber, 2013).  

  

Due to new opportunities and market changes repositioning may be central to further build the 

brand. Repositioning can be explained as when a brand abandons their current place in a market, 

a certain position, and adopt a new position that is possible more suitable, for example to change 

from being perceived as a cheap brand to be seen as a luxury brand (Wang and Shaver, 2013; 

Jobber, 2013). The repositioning of a brand can both be opportunity-driven and competition-

driven, however, the main reason for repositioning is explained to be when the new position of 

a brand is greater than the current position. Opportunity-driven repositioning is described as 

when a new location of the brand is more attractive than the current one and therefore 

diminishes the reasons to stay in position. A competition-driven repositioning simple states that 

the current location of the brand is no longer profitable (Wang and Shaver, 2013). Since brand 

positioning is based on the customers’ perceptions of the brand, it becomes important to have a 

clear position in the target customers’ minds. By putting effort into promotional activities as 

well as creating awareness among the consumers the brand can be promoted both by traditional 

and digital media. To make the brand notable and attractive well-blended communication is a 

necessary strategy (Jobber, 2013). 
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To be first can give brands the opportunity to use a positioning strategy for themselves in the 

consumers’ minds before possible competitors. Research has shown that pioneers have a greater 

possibility to create successful brands when being first, but also, the importance of emphasising 

the fact that the brand is a pioneer brand can generate the wanted success (Jobber, 2013; Mady, 

2011). A brand that is first on a market, can through correct communication inform the 

consumers about the brands’ entrance as a pioneer and create positive response from consumers. 

A clear message can be to label the brand as “The first (and whatever the new product is)” in 

order to avoid misunderstanding and to point out its uniqueness (Mady, 2011). Even if being 

first does not guarantee success, it gives the opportunity to create loyalty on the market. Brand 

building is a long-term activity and it is therefore important to have a long-term perspective 

when creating the brand. Meeting the consumers’ needs requires commitment from the brand 

and constantly evaluating the brand becomes important (Jobber, 2013). Internal marketing is 

especially important regarding service brands since it is about training and communicating the 

brand’s ethos. Since services brands rely on the real life contact with the customers, it is crucial 

for the staff to have awareness of the brand, but also to be loyalty to the service they offer 

(Jobber, 2013). 
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2.3 De Chernatony’s Model for Building and Sustaining Strong Brands 

De Chernatony’s model provides a structure of a brand building process with ability for 

companies to find their own and creative ways within the different stages. The model suggests 

that a holistic and company-wide perspective should be used when constructing a brand. Having 

a plan for a brand should a senior management team be responsible for (de Chernatony, 2001).  

 
 
Figure 3. de Chernatony’s Model for Building and Sustaining Strong Brands (de Chernatony, 2001) 
 
Brand Vision 

A brand vision describes a team’s effort to derive further than just bring money to a company. 

It is about contributing something to the world or at least within an industry (de Chernatony, 

2001) as well as designing the desired future for the brand and represent the long-term goals of 

the brand (de Chernatony, 2010; Urde, 1994). A company’s values is of great importance 

regarding delivering the brand promise (de Chernatony, 2001) and represents the core of the 

brand (Urde, 1994). Hence, the management need to formulate a brand vision as well as act as 

a sender when communicating the vision (Urde, 1994). A brand needs to have unique attributes 

in order to attract customers and to create value, which can lead to a complete brand vision (de 

Chernatony, 2001).     
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Organisational Culture 

The organisational culture can help the development of the brand and can therefore contribute 

to the competitive advantage (de Chernatony, 2010). Dhingra and Punia (2016) explain 

organisational culture as a system of beliefs and values, shared by the members of the 

organisation. These shared values and beliefs will, in turn, differentiate the organisation from 

others (Dhingra and Punia, 2016). Since there are many competing brands that offers the same 

products or services, the organisational culture is therefore a way for a brand to compete and 

differentiate from other organisations (de Chernatony, 2001; van der Berg and Wilderom, 

2004). The organisational culture forms the organisation and creates shared perceptions of how 

the organisation works, this encourages the employees to commit and perform (van der Berg 

and Wilderom, 2004). Since it not only regards what the customer gets but also how it is 

delivered and the behaviour of the staff (de Chernatony, 2010). It starts with the visible artifacts 

such as the logo and the staffs’ uniforms and these artifacts should be equal to the brand’s value 

and what the brand is symbolizing (de Chernatony, 2001).  

  

Brand Objectives 

When setting brand objectives, a company should think long-term but also break the long-term 

objectives down to short-term objectives (de Chernatony, 2001). This in order for the staff to 

be able to achieving the objectives and providing some idea of what is needed in order to achieve 

them (de Chernatony, 2010). The short-term objectives should be aligned with the long-term 

objectives since interruptions of achieving the long-term objectives may result in not achieving 

it at all (de Chernatony, 2001). Rubinstein (1996) means that alignment between the department 

objectives and the brand objectives can diminish the problem of not being able to deliver the 

required quality or the brand promise (Rubinstein, 1996). de Chernatony (2001) continues with 

claiming that every part are responsible for the short-term objectives being of value for the long-

term goals although Rubinstein (1996) mean that it is the CEO that have set the objectives that 

is the owner of them.  

      

Audit Brandsphere 

Auditing the brandsphere is about analysing the five key factors of corporation, distributors, 

customers, competitors and the macro environment in order to identify what forces that might 

affect the success of the brand. The result of this step might bring the brand to consider changes 

in brand objectives or brand vision (de Chernatony, 2010). 
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Brand Essence 

The brand essence can be defined as the core and centre of the brand which enables the staff to 

get a clear understanding of the brand promise and how is should be delivered (de Chernatony 

2014). According to Newman and Dhar (2014), the essence of the brand can have an impact on 

the consumers’ perception of the brand and it’s authenticity and valuability (Newman and Dhar, 

2014). The process of the brand essence starts off defining the distinguishing the attributes, the 

rational benefits, emotional rewards, values and personality traits which characterises the brand. 

The brand essence can help the brand to understand how to be positioned or to help people 

recognise the values of the brand (de Chernatony, 2010).  

  

Internal Implementation 

The internal implementation addresses how the organisation should be constructed in order to 

deliver the correct brand promise (de Chernatony, 2010). Recruitment of employees that’s 

emotions are considered to be align with the brand’s values and promises are supported to be 

an advantage (de Chernatony, 2001), as well as deciding on how the promise should be 

delivered (de Chernatony, 2010). If a company have respectable employees delivering the 

correct brand values a relationship with consumers can be built since the consumers feels that 

they can trust the brand and even create a bond to it. It takes an amount of personal interaction 

with consumers in order to build trustworthy relationships (de Chernatony, 2001).  

  

Brand Resourcing 

The brand essence can be further implemented in the brand resourcing stage, reflecting upon 

the brand essence (de Chernatony, 2010). This stage includes eight components; distinctive 

name, sign of ownership, functional capabilities, service components, risk reducer, legal 

protection, shorthand notation and symbol feature (de Chernatony, 2001) Resources for a brand 

needs to be controlled and investigated in order to minimize risk against a brand. Reducing risks 

can be address within the financial sector, social sector, time sector, and performance sector, all 

this to increase the consumer confident for a brand (de Chernatony, 2001).  

  

The distinctive name and the sign of ownership exist in order for the brand to be recognisable 

for the customers. The name need to be easily pronounced and evoke some kind of benefit of 

the brand. Sign of ownership is connected to whether or not the name is connected to the 

corporation or not.  
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Functional capabilities refer to the expression of the functional advantages of the brand, for 

example the value delivery process, packaging and communication needs to be recognised by 

the consumers.  Regarding service components, the customer needs to gain full benefit from the 

brand and in order to reach this the brand needs to be periodically serviced. If the service fails 

in one way or the other, actions needs to be made in order to recover from the failure (de 

Chernatony, 2010). 

  

The risk reducer component consists of performance risk, financial risk, time risk, social risk 

and psychological risk. By focusing on the risk that is associated with the most anxiety by 

customers there is a possibility to consider how benefits and emotional rewards connected to 

the brand is perceived by the customers. The registration of the brand gives legal protection 

towards competitors, hence becomes a barrier protecting the brand. When registering the brand 

there is a need for a balance between the distinctive name of the brand and how the name 

describes the good it is representing. The shorthand notation component is an implication that 

the brand name should distinctively displayed and urge to implement to much into the name. 

Consumers prefer less quantity of information with high quality since it enables the customers 

to examine their memory and recall associations connected to the brand. The symbolic feature 

is about bringing the value of the brand into life through association with a personality or 

lifestyle situation.  If this is made successfully it helps the consumers in the selection of the 

brand and especially if it correlates with their own values (de Chernatony, 2010).  

  

Evaluation 

Later, when evaluating a brand, only investigating the sales numbers might, according to de 

Chernatony (2001) be superficial and not reflecting a whole company’s stand on a market (de 

Chernatony, 2001). The evaluation done of a brand can be helpful when wanting to grow a 

brand’s equity and performance (de Chernatony, 2001; de Chernatony, 2010) and is also 

important in order to receive feedback and guidance for the future (de Chernatony, 2010). 
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3. Conceptual Framework 

This chapter will give an understanding of how the different brand building models presented 

in the theoretical framework are related to each other. When constructing table 1 the main 

building blocks has been discovered as identity, positioning, internal/external factors, value, 

quality, long-term aspects, communication and evaluation. When investigating the existing 

building blocks, similarities among them occurred and a pattern for placing them together in 

new building blocks were found. Each of the newly founded building blocks therefore relates 

to the existing building blocks but is broken down to building blocks describing all of the 

models. 

Buildingblocks Aaker (1996) Keller (2003; 
2009) 

Jobber 
(2013) 

de Chernatony 
(2001; 2010) 

Identity - Brand Identity 
- Brand Leverage 

- Identity (Salience)   - Brand Essence 
- Brand Resourcing 

Positioning - Brand Position   - Positioning 
- Repositioning 
- Being First 

  

Internal/External 
Factors 

- Brand 
investment 
- Brand 
Responsibility 

  - Internal 
Marketing 

- Audit Brandsphere 
- Internal 
Implementation 
- Organisational 
Culture 

Value - Value 
Proposition 

- Meaning 
(performance/imagery) 

  - Brand Vision 
- Brand Objectives 

Quality   - Response 
(Judgment/feeling) 

- Quality   

Long-term 
Aspects 

- Consistency 
over time 
- Brand System 

  - Long-term 
perspective 

  

Communication - Execution - Relationships 
(resonance) 

- Well-blended 
communication 

  

Evaluation - Tracking Brand 
Equity 

    - Brand Evaluation 
  

Table 1.  
 
Identity includes the building blocks from existing models explaining the identity, the core, the 

delivery, and the background of the brand. Both Aaker (1996) and Keller (2003; 2009) talks 

about brand identity as the associations of a brand. Aaker (1996), explains the importance of 

brand leverage when maintaining and delivering the brand identity for when creating a brand 

extension, a line extension, or a co-branding (Aaker, 1996). The importance of delivering the 

brand identity when expanding a brand results in brand leverage being categorized under the 

building block Identity.  
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Brand essence works to identify the characteristics which defines the brand and brand 

resourcing is described as an implementation of the brand essence. These building blocks all 

relates to the new building block Identity because of the identity oriented factors of the building 

brand process. The characteristics of a brand equals the features that will help consumers 

recognize it. Resourcing lays under the Identity building block since it is the background and 

the core for the essence of a brand (de Chernatony, 2001; de Chernatony, 2010).  

  

Positioning regards the building blocks from the models regarding how to position and 

differentiate the brand. Aaker (1996) and Jobber (2013) mentions positioning as important in 

order to target a specific audience and get advantage over competing brands. Being first is 

mentioned by Jobber (2013) and can be understood as a way of positioning a brand in 

consumers’ minds in the same way. Repositioning, is also placed under positioning since it 

regards the importance of market changes and therefore also changes in positioning (Jobber, 

2013). Since both Aaker (1996) and Jobber (2013) has a building block that already describes 

the importance of positioning, there were no doubts that these building blocks regards the new 

founded building block Positioning. Being first and repositioning is argued to be under the 

building block Positioning since it regards the a position in one way or another. Being first 

gives a brand the opportunity to position itself the wanted way and is therefore put under 

Positioning. Repositioning describes the movement from one position to another and therefore 

also describes the Positioning building block as important.  

  

Internal/External factors describes the building blocks which directly or indirectly affect the 

brand building process, either internally or externally. Brand investment, mentioned by Aaker 

(1996), describes that even if financial goals are not met, continuous investment is important 

and also that someone should be in charge of the brand and be responsible, in other words 

meaning the brand responsibility (Aaker, 1996). Internal marketing and internal implementation 

becomes important since departments of a brand should generate the same awareness towards 

outside environment and be loyal in the service they give, this according to both Jobber (2013) 

and de Chernatony (2001; 2010). de Chernatony (2001; 2010) also argues that audit 

brandsphere is identifying which forces that can help a brand succeed together with an 

organisational culture that also help a brand develop to gain competitive advantage (de 

Chernatony, 2001; de Chernatony, 2010). Investment can regard both internal and external 

factors since it can come from investors within and outside an organization.  
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The responsibility lays on the management of an organization and is therefore considered an 

internal factor since it regards the decisions for a brand. Regarding the internal marketing and 

internal implementation, an evaluation of the internal promotion of the brand, match the internal 

factors, moreover, the qualifications that the process is done within an organization of a brand. 

Audit brandsphere is external and internal factors that can affect a brand and its way in 

development, therefore this helpful building block is categorized under the new building block 

Internal/External factors. The organizational culture regards the internal factor since it is the 

actions within an organization and can be characterized as internal actions. 

  

Value as a building block contains the vision, the meaning, and the purpose of the brand. Value 

proposition is described by Aaker (1996) as the referral to the emotional and self-expressive 

benefits when providing value for the customer. Brand meaning according to Keller (2003; 

2009), is explained as things that can mean different to different people based on their values. 

Therefore, a brand need to have the correct attributes to attract customers in order to both create 

and generate value and to live up to the set brand objectives as explained by de Chernatony 

(2001; 2010). All these building blocks are current for the newly developed building block 

Value since it integrates the effect a brand’s value has on consumers. Value proposition points 

out that the vision of a brand is to provide value to customers and is therefore qualified under 

the building block Value. Brand meaning, is explaining that value has different meanings and 

brand objectives, meaning the purpose, is set to create value for consumers. These 

characteristics is set to be underlying the building block of Value.  

  

Quality is a building block that is focusing on the quality and judgement of a brand. Keller 

(2003; 2009), mentions the feelings and judgements that are brand-related and the focus on 

getting the correct response. Quality is important since the basics need to be right in order to 

perform in expectation according to Jobber (2013). These models both states that the response 

and expectations of a brand is based on high quality and focus. The response of a brand contains 

judgements and can therefore be related to the building block of Quality since it is explained to 

be focusing on judgement. Quality has quite an obvious relation to the new building block 

Quality, since it explicit mentions the importance of it.  
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Long-term aspects is a building block that are explaining the management of consistency and 

long-term perspectives. Aaker (1996) states that it is important with consistency over time 

which also explains the brand system. Factors of a brand that are successful should be 

maintained or if developed, the brand identities should be supported. Jobber (2013) also states 

the importance of long-term perspectives and to meet consumers’ needs. Since consistency is a 

part of the explanation of the building block Long-term aspects, brand system fits well in. This 

because brand system is mentioning the importance of consistency. Long-term perspectives 

easily qualify under this building block since it literally is meaning and aiming for the same 

thing.  

  

Communication equals a building block that is discussing how the communication is done. 

Execution of communication should be used to involve an audience and at the same time be 

connected to the brand name according to Aaker (1996). Brand relationship is described by 

Keller (2003; 2009), as the creation of a relationship between brand and customer. Jobber 

(2013), states that to make a brand notable both traditional and digital media is used and here 

called well-blended communication. Communication is essential to use within all the models 

and the agreement of that communication is a connection between brand and customers is a 

similarity. Since it is explained that the execution of communication is significant, the building 

block execution is suitable for the new building block Communication. The brand relationship 

is set to be included in the building block Communication since it explains the connection 

between brand and consumers, in other words the communication of the brand. Well-blended 

communication is relevant for this building block since it represents all types of communication 

that can be done.  

  

Evaluation is a building block that contains the discussion of the evaluation of a brand. Aaker 

(1996), states that tracking brand equity is a way of evaluating a brand through its e.g. quality 

and loyalty. de Chernatony (2001; 2010), mentions the importance of evaluation when wanting 

to receive feedback and grow the brand’s performance. Agreement between these authors are 

made since they both believe evaluation of a brand is important. The process of tracking brand 

equity is relevant for the Evaluation building block since it wants to find out the brand’s 

advantages or faults and this can be classified as an evaluation. The building block brand 

evaluation is explicit in the selection of organizing it under the new building block Evaluation 

since it explains the same thing. 
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Through breaking down the four existing brand building models chosen for this study and by 

deciding on the eight building blocks which corresponds the models, the following research 

question have been constructed: 

  

1. Which building blocks are relevant in the brand building process for social media 

influencers? 

  

  

Identity	

Quality	 Long-term	
Aspects	

Communication	 Evaluation	

Positioning	 Internal/	
External	Factors	 Value	
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4. Methodology 

Following chapter present the methods that have been used in this study. Choices regarding 

implementation of the methods as well as the justifications of the choices made are given. The 

chapter will help in the understanding of how the study has been conducted.  

 

4.1 Research Strategy  
There are, according to Bryman and Bell (2011), two different ways of conducting research, 

either a quantitative strategy or a qualitative strategy (Bryman and Bell, 2011). The main 

difference between a quantitative study and a qualitative study is the overall assumptions, 

forms, focus, and emphasis of the study (Jean Lee, 1992). In a quantitative research, empirical 

data in form of numbers are emphasized, while the empirical data in a qualitative research is 

presented in forms of words (Bryman and Bell, 2011; Punch, 2014). According to Ghauri and 

Gronhaug (2005), the reason for using a qualitative research correspond with the research 

problem, the purpose, and the focus of the study (Ghauri and Gronhaug, 2005). The purpose of 

this study is to explore the brand building process of social media influencers, and according to 

both Creswell (2013) and Chambliss and Schutt (2010), it is appropriate to use a qualitative 

research strategy when conducting a study with an exploring purpose. The fact that existing 

research does not sufficiently captures the problem under examination in this study (Creswell, 

2013) and the focus is on previously unstudied processes (Chambliss and Schutt, 2010), also 

contributes to the argumentation that a qualitative research strategy should be used. 

 

The most common view of the relation between theory and research is the deductive approach 

(Bryman and Bell, 2011), which starts with an abstract and logical relation between concepts 

or general pictures of the social life. It is then followed by the creation and production of 

empirical evidence to test theory (May, 2011; Neuman, 2003). Theory and hypothesis, or in this 

study purpose and research questions, is set in the beginning and has an impact on the rest of 

the study (Ghauri and Gronhaug, 2005). Although, a qualitative study is considered to be 

inductive (Silverman, 2016), Chambliss and Schutt (2010) argues that it also can be deductive. 

This research is limited to the theories and brand building models in the theoretical chapter, 

which Bryman and Bell (2011) argues is one of the characteristics of a deductive research. 

Although the subject of social media influencers as brands is a new research area, the research 

about branding in general is not and hence this study is considered to be deductive since 

branding is the main theory of the study (Ghauri and Gronhaug, 2005).  
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4.2 Research Approach 

The purpose of a study can be either exploratory, descriptive, or explanatory (Bryman and Bell, 

2011). An exploratory study explores a new topic with the aim to learn something about it 

(Neuman, 2003) and can also be used in order to discover and understand ideas and insights as 

well as to clarify concepts (Iacobucco and Churchill, 2015). Malhorta (2010) argues for doing 

an exploratory research when the researchers understanding within a specific topic is not 

enough (Malhorta, 2010). A descriptive study is more suitable if the topic of a research is highly 

developed (Neuman, 2003; Malhorta, 2010) while a explanatory study is conducted in order to 

understand why something is in a certain way (Neuman, 2003). Since the purpose of this study 

is to explore how social media influencers are building brands and because of the limited 

understanding within the topic, it can be argued for having an exploratory purpose rather than 

a descriptive purpose or explanatory purpose (Neuman, 2003).   

  

4.3 Research Design  
There are different kinds of research designs representing the structure of a research. The five 

most outstanding designs, presented by Bryman and Bell (2011), is cross-sectional, 

experimental, longitudinal, case-study, and comparative. After careful consideration and 

examination of all the research designs mentioned, the cross-sectional design has come to be 

the most and only suitable research design for this study. When using a cross-sectional design, 

data is collected throughout a numerous of cases (Bryman and Bell, 2011) and at a single point 

in time (Bryman and Bell, 2011; Chambliss and Schutt, 2010). The reason for investigating 

more than one case at one single point is to detect patterns of associations (Bryman and Bell, 

2011), in this case the brand building process of social media influencers. Hence, it is 

appropriate to use a cross-sectional design in this study. 
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4.4 Data Sources 

Sources of data can be either primary or secondary (Krishnaswami and Satyaprasad, 2010). 

Secondary data is already collected data that might not be based on a sample (Bryman and Bell, 

2011) while primary data is original sources collected directly by the researchers 

(Krishnaswami and Satyaprasad, 2010). Hox and Boeije (2005) defines primary data as original 

data which is collected for a specific research goal using the collection tools that are considered 

most suitable for the specific study. In this study primary data will be collected by the 

researchers directly from the participants. Primary data can be collected by communicating or 

observing individuals (Christensen et al, 2016) where interviewing is one of the methods 

described (Krishnaswami and Satyaprasad, 2010). Advantages with using primary data are that 

the data that is collected is adapted to the research problem and the information is up to date 

(Christensen et al, 2016). Since the data is collected and adapted to the research it contributes 

to being aligned with both research questions and purpose (Ghauri and Gronhaug, 2005). 

  

4.5 Data Collection Method 

4.5.1 Interviews 

Interviews is the most common tool to use when gathering data in a qualitative study since it 

enables the researcher to access peoples’ perception about the reality (Punch, 2014). By 

conducting interviews in a qualitative research there are possibilities for a deeper understanding 

and it also enables a deeper investigation of an issue (Bryman and Bell, 2011; Malhorta, 2010). 

Miller and Brewer (2003) stresses the possibility it brings for the participants to express their 

own thoughts in their own words. Punch (2014) explains that there are different kinds of 

interviews including structured interviews, semi-structured interviews, and unstructured 

interviews (Punch, 2014). 

  

4.5.2 Semi-Structured Interviews 

In the semi-structured interviews, the researchers have a list of questions within a specific 

subject called an interview guide (Bryman and Bell, 2011). The interview guide helps the 

researcher to make sure that all the questions and topics has been explored (Taylor and Bogdan, 

1998). Even if this type of guide is made, the researchers are free to ask questions not included 

in the list and ask the questions in different orders than the one written down (Bryman and Bell, 

2011). Hence, the interview guide is not a protocol, but rather a reminder of what to ask during 

the interview (Taylor and Bogdan, 1998), which makes the interview flexible (Bryman and Bell, 
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2011). Taylor and Bogdan (1998), furthermore states that it is helpful to conduct more than one 

interview since it assures that all interviews have included the same areas of interests. The 

questions are open-ended with information about attitudes and behaviours as result (Miller and 

Brewer, 2003), the interviewer also has the possibility to ask follow-up questions (Bryman and 

Bell, 2011). 

 

Interviewing requires to have contact face-to-face or via telephone (Krishnaswami and 

Satyaprasad, 2010). Due to the geographic distance between the researchers and the 

interviewees, Skype interviews has been conducted in this research. Janghorban, Roudsari and 

Taghipour (2014) states that, due to changes in technology, Skype is an alternative interviewing 

tool for face-to-face interviews and (Deakin and Wakefield, 2014), further states that the 

discussion warrant the use of Skype as an equal way of interviewing and not a secondary option. 

Moreover, Skype is considered to have a place within all qualitative methodological research 

(Deakin and Wakefield, 2014). 

 
4.5.3 Conduction of the interviews  

In this paper five interviews have been conducted with five different people. Three of them have 

been categorized as social media influencers and two of them are considered to be categorized 

as experts. All the interviews were agreed by the participants to be recorded in favour of the 

researchers in order to be able to listen to the interview again and to be fully engaged during 

the interviews. The first interview was with Gezim Gashi, categorized as an expert. It was 

conducted on 5th of May 2017 in Växjö, Sweden via Skype since no meeting was possible to 

arrange. The interview lasted approximately 40 minutes. One of the researchers was the 

moderator of the interview, while the other researcher took notes and guided the moderator 

throughout the interview with help of the interview guide. The second interview was with Carl 

Déman, in this study categorized as a social media influencer. It was conducted on 9th of May 

2017 in Växjö, Sweden via Skype since no meeting was possible arrange. The interview lasted 

for approximately 25 minutes and as the previous interview the same arrangement with one of 

the researcher acting as a moderator and the other one taking notes was also adopted this time. 

The third interview was with Daniel Hallberg, in this study categorized as a social media 

influencer. It was conducted on 15th of May 2017 in Växjö, Sweden via Skype since no meeting 

was possible to arrange. The interview lasted for approximately 25 minutes and as the previous 

interviews the same arrangement with one of the researcher acting as a moderator and the other 

one taking notes was adopted. The fourth interview was with Lena Larsson, in this study 
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categorized as a social media influencer. It was conducted 24th of May 2017 in Växjö, Sweden 

via Skype since no meeting was possible to arrange. The interview lasted for 30 minutes and 

was only done by one of the researcher who then acted both as a moderator and took notes.  The 

fifth interview was with Magnus, in this study categorized as an expert. It was conducted 13th 

of July 2017 in Stockholm, Sweden via Skype since no meeting was possible to arrange. The 

interview lasted for 30 minutes and was only done by one of the researcher who then acted both 

as a moderator and took notes. 
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4.6 Operationalization 

The operationalization is made in order to provide measure of a concept (Bryman and Bell, 

2011) and refers to the operations and procedures that are needed to measure them (Mueller, 

2007). The operationalization moves the study from a abstract level to an empirical level and 

allows the researcher to study the variables in order to be able to make statements about the 

concepts (Mueller, 2007). 

 

In this study two different operationalization tables have been constructed since two different 

types of interviews have been conducted. Starting from the left with the different building 

blocks that was discovered in chapter 3, followed by sub-concepts within these building blocks. 

Reason for why the building block is considered to contribute to the study as well as the 

questions connected to each building block are included in the table. The interview guides for 

the different interviews can be found in appendix 1 and 2. 
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4.6.1 Social Media Influencers 

Building Block Reasoning Question 
Identity - Brand identity 

(Aaker, 1996)) 
- Brand 
Leverage 
(Aaker, 1996)) 
- Identity 
(Kelle, 2003; 
2009; 2012) 
- Brand 
Essence (de 
Chernatony, 
2001; 2010) 

In order to investigate how the 
social media influencer describes 
the 
identity/core/delivery/background 
of their brand 

1. Can you tell us a bit about 
yourself? 
2. How would you explain your 
brand? 
3. What were the reasons for you 
starting your 
blog/instagram/facebook/youtube? 
4. For how long have you work 
with your brand? 

Brand 
Resourcing (de 
Chernatony, 
2001; 2010) 

5. What are your thoughts on 
protecting your name/brand? 

Values - Value 
proposition 
(Aaker, 1996) 
- Meaning 
(Keller, 2003; 
2009, 2012) 
- Brand Vision 
(de 
Chernatony, 
2001; 2010) 
- Brand 
Objectives (de 
Chernatony, 
2001; 2010) 

To understand the values, vision, 
meaning, and purpose of the 
social media influencers’ brand 

6. What is the purpose of your 
brand? 
7. In what way does your brand 
values correlate with your personal 
values? 
8. What values are the most 
significant to consider, the brand 
values or your personal values?  
9. Are your initial brand values 
reflecting the same values as 
today? 

Positioning - Brand 
position (Aaker, 
1996) 
- Positioning 
(Jobber, 
2009;2013) 

To understand the positioning, 
repositioning, and differentiation 
of the social media influencers’ 
brand 

10. What are your view on 
competition? 
11. In what way do you think your 
brand is different from your 
competitors? 

Being first 
(Jobber, 2009; 
2013) 

12. Do you believe that being first 
and therefore unique is relevant in 
order to build a brand as a social 
media influencer?  

Repositioning 
(Jobber, 2009; 
2013) 

13. Who did you want to reach out 
to in the beginning and who did 
you end up reaching? 

Internal/ 
External 
Factors 

- Brand 
Investment 
(Aaker, 1996) 
- Brand 
Responsibility 
(Aaker, 1996) 
- Internal 
marketing 
(Jobber, 2009; 
2013) 
- Audit 
Brandsphere 
(de Chernatony 
2001; 2010) 

To find out what internal and 
external factors that affect the 
social media influencers’ brand  

15. Can you mention some 
factors/milestones/significant 
turning points etc., regarding the 
building of your brand? 
16. What have been the most 
difficult for you when building 
your brand?  
17. How important have support 
from your surrounding been? 
18. How much do you censor in 
order for the surrounding to 
appreciate your brand? 
19. How many hours a week do 
you engage to your brand? 
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- Internal 
implementation 
(de 
Chernatony, 
2001; 2010) 
-Organisational 
culture (de 
Chernatony, 
2001; 2010) 

20. How important is it for you to 
have a brand that attracts the 
surrounding? 

Communication - Execution 
(Aaker, 1996) 
- Relationships 
(Keller, 2003; 
2009; 2013) 

Investigate the communication 
process of the social media 
influencers’ brand 

14. How did you communicate 
with your followers in the 
beginning and how are you 
communicating with them today? 

Quality - Response 
(Keller, 2003; 
2009; 2013) 
- Quality 
(Jobber, 2009; 
2013) 

Exploring the importance of 
quality regarding the social media 
influencers’ brand 

21. How important is it to update 
and maintain your brand on your 
blog/instagram/facebook/youtube 
on a regular basis? 
22. What are your view on 
consistency and variation in your 
feed?  

Long-term 
aspects 

- Consistency 
over time 
(Aaker, 1996) 
- Brand system 
(Aaker, 1996) 
- Long-term 
perspectives 
(Jobber, 2009; 
2013) 

Find out how to manage the 
consistency and long-term 
perspectives of the social media 
influencers’ brand 

25. Do you change your brand in 
order to satisfy your followers in a 
long-term perspective? 
  

Evaluation - Tracking 
brand equity 
(Aaker, 1996) 
- Brand 
evaluation (de 
Chernatony, 
2001; 2010) 

How the social media influencers 
evaluate the brand 

23. How much do you evaluate 
your brand from your 
followers’/surroundings’ 
perspective? 
24. How much do you evaluate 
your brand from your own 
perspective?  
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4.6.2 Experts 
Building Blocks Reasoning Questions 

Identity - Brand Identity 
(Aaker, 1996) 
- Identity (Keller, 
2003; 2009; 2012) 
- Brand Leverage 
(Aaker, 1996) 

In order to 
investigate how the 
social media 
influencers’ brands 
can be described and 
understood 

1. What are your thoughts about an individual 
being a brand? 

Brand Essence (de 
Chernatony, 2001; 
2010) 

2. How would you describe the characteristics 
of the phenomenon social media influencer? 

  Brand resourcing 
(de Chernatony) 

3. Would you believe it is necessary to protect 
this kind of brand? 

Values - Value proposition 
(Aaker, 1996) 
- Meaning (Keller, 
2003; 2009; 2012) 
- Brand Vision (de 
Chernatony, 2001; 
2010) 
- Brand objectives 
(de 
Chernatony2001; 
2010) 

To understand the 
values, vision, 
meaning and 
purpose of the social 
media influencers’ 
brand 

4. How do you contribute to the environment for 
a social media influencer? 
5.1 How important do you believe it is that a 
social media influencer’s brand value correlate 
with their personal values? 
5.2 Is it relevant for a company that an 
influencer’s personal values correlates to their 
brand values? 
6. What values are the most significant to 
consider; the brand values or the personal 
values? 
7. How important is it to deliver the same values 
for a brand over time?  

Positioning  Being first (Jobber, 
2009; 2013) 

To understand the 
positioning, 
repositioning,  and 
differentiation of the 
social media 
influencers’ brand 

8.1 Do you believe it is important to be first 
with a concept? 
8.2 Is it important that an influencer is first with 
a concept or is it other factor that can be 
attracting to companies regarding the selection 
of inlfuencer?  

- Brand position 
(Aaker, 1996) 
- Positioning 
(Jobber, 2009; 
2013) 

9.1 How can social media influencers 
differentiate their brand from each other? 
9.2 How can social media influencers 
differentiate their brand from each other in order 
to be attractive for companies? 

Repositioning 
(Jobber, 2009; 
2013) 

10.1 What are your thoughts about repositioning 
their brand to be more successful, even if initial 
brand values can be lost? 
10.2 Sometimes influencers repositions their 
brand, does this have any effect when 
companies choose to collaborate with an 
influencer or not? Is it important to maintain the 
same brand over time in order to be more 
atractive? 



 
33 

Internal/ 
External factors 

- Brand 
resposibility 
(Aaker, 1996) 
- Internal 
marketing (Jobber, 
2009; 2013) 
- Audit 
Brandsphere (de 
Chernatony, 2001; 
2010) 
- Internal 
implementation (de 
Chernatony, 2001, 
2010) 
- Organisational 
culture (de 
Chernatony, 2001; 
2010) 

To find out which 
internal and external 
factors that can 
affect the social 
media influencers’ 
brand  

12.1 How much do you believe social media 
influencers should censor their 
beliefs/thoughts/content in order to be 
appreciated by their followers? 
12.2 How much do you believe social media 
influencers should censor their 
beliefs/thoughts/content in order to be attractive 
for companies? 
13. What is important, according to you, when 
building a brand on social media? 
14. What would you say could be the most 
difficult when building a brand on social media? 
15. Do you believe in having a supporting 
sourrounding can be significant for a social 
media influencer and his/her achievements? 

- Brand investment 
(Aaker, 1996) 

16. How many hours a week do you believe are 
reasonable to put on their brand? 

Communication - Execution (Aaker, 
1996) 
- Relationships 
(Keller, 2003; 
2009; 2012) 

Investigate the 
communication 
process of social 
media influencers’ 
brand 

11.1 What communication channels do you 
believe is important for social media influencers 
to use in order to reach out to their 
followers/readers?  
11.2 Which communication channels do you 
believe are important to use in order to reach out 
to companies? 

Quality - Response (Keller, 
2003; 2009; 2012) 
- Quality (Jobber, 
2009; 2013) 

Exploring the 
importance of 
quality regarding the 
social media 
influencers’ brand 

17. How important do you believe it is to update 
and maintain a brand on a 
blog/youtube/instagram on a regular basis? 
18. What is your view on consistency and 
variation in the content published on their feed? 
21. How active does a social media influencer 
needs to be in order to be attractive for 
companies regrding collaborations, both before 
and after the collaboration has started? 

Long-term 
aspects 

- Consistency over 
time (Aaker, 1996) 
- Brand System 
(Aaker, 1996) 
- Long-term 
perspective 
(Jobber, 2009; 
2013) 

Find out how to 
manage the 
consistency and 
long-term 
perspectives of the 
social media 
influencers’ brand 

20. What do you believe that a social media 
influencer should do in order to be successful in 
the long term considering their brand? 

Evaluation - Tracking brand 
equity (Aaker, 
1996) 
- Brand evaluation 
(de Chernatony, 
2001; 2010) 

How the social 
media influencers 
evaluate the brand 

19. In what way, and with which tools, do you 
believe a social media influencer can evaluate 
their brand?  
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4.7 Sampling 

4.7.1 Sampling Frame 
There are two different types of sampling in research, probability sampling and non-probability 

sampling. In a qualitative research it is common to use non-probability sampling (Punch, 2014; 

Chambliss and Schutt, 2010), which means that some units in the population are more likely to 

be selected than others (Bryman and Bell). The research question and purpose of this study 

requests an investigation of a small population, social media influencers, with an exploratory 

approach, hence, the non-probability sampling is appropriate (Chambliss and Schutt, 2010). 

The non-probability sampling is chosen for this study since the sampling is not random and the 

whole population does not have the same possibility to be selected as participants (Bryman and 

Bell, 2011).  

 

Bryman and Bell (2011) as well as Malhorta (2010) talks about three different types of non-

probability sampling. The first one is quota sampling where the aim is to get a sample 

representing the population in the right proportions regarding for example gender, age, or 

ethnicity. Second, the convenience sampling is when the sample consists of people that are 

available for the researchers and the third being Snowball sampling. This sampling is a form of 

convenience sampling where the researchers makes initial contact with a group of relevant 

people which in turn makes contact with others. Additionally, to the previous mentioned 

sampling types, Malhorta (2010) adds judgmental sampling. According to both Malhorta (2010) 

and Iacobucci and Churchill (2015) judgmental sampling is a type of convenience sampling and 

is based on judgments from the researchers. In this study the chosen sample, social media 

influencers and experts, are believed to have knowledge within the subject according to the 

researchers and hence, chosen to be part of the sample in the study. It is believed that they are 

able to contribute with the information needed, therefore it can be argued for using the 

judgmental sampling process in this study. The sample is also chosen since they are believed to 

serve the purpose (Iaccobucci and Churchill, 2015; Punch, 2014) and the research questions 

(Punch, 2014), which according to Iacobucco and Churchill (2015) is one of the main 

definitions of judgmental sampling. 
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4.7.1 Selection of Sample 

The purpose of this study is to explore the brand building process for social media influencers, 

hence it is believed that social media influencers and people having knowledge about the 

industry, in this study referred to as experts, is argued to be the relevant participants. It is 

considered that these people can contribute with information needed in order to figure out what 

building blocks that might be of importance. When selecting the social media influencers 

participating in this study, a minimum of 20 000 followers on their social media platform has 

been a requirement. Reason for this is that they have enough followers in order to influence 

people in the society and therefore able to answer the questions as well as contribute with 

valuable information regarding the brand building process of social media influencers. The 

experts participating in this study have an occupation which is related to influencers or social 

media and hence considered to have knowledge to contribute with.  

 

Carl Déman - a social media influencer on Facebook, Instagram, and Youtube. He has 

combined 371 300 followers on all his social media platforms. His videos and posts mostly 

categorizes under the genre comedy and is viewed and appreciated by many people everyday.  

 

Daniel Hallberg - a social media influencer on Instagram that has 48 700 followers. He works 

as an art director at the magazine King along with posting humorous videos on Instagram where 

he imitates celebrities as well as twisted everyday situations.  

 

Lena Larsson -  a social media influencer that has 29 500 followers on her home interior 

account “Inwhite4you” on Instagram. She is an entrepreneur that has her own online webshop 

that is focusing on Romantic French Country style home interior and is now using her account 

to inspire others.  

 

Gezim Gashi - Started his career posting covers on Youtube. Now he works as head of PR and 

marketing manager at AXB Education AB and as PR manager for Quincy Jones III. 

 

Magnus Berglund - Partner and brand strategist at Ambassadors, a company helping brands 

with strategic cooperations with well known social media profiles.  

 

 

  



 
36 

4.8 Pre-testing 

If possible, a pre-test of the questions and the interview guide is always desirable before 

conducting a structured interview. Pre-testing can help the interviewers to consider the flow of 

the questions as well as giving the interviewer some confidence in using the interview guide. 

Potential problems with questions can be detected and alterations can therefore be made. People 

being part of the pre-test should also be potential members of the sample for the whole study 

(Bryman and Bell, 2011). The pre-test was conducted with Lina Hiltunen who has an Instagram 

account with 2655 followers (Lina Hiltunen, 2017). The questions were tested with a positive 

result and no alterations in either questions or order of questions was made. 

 

4.9 Data Analysis Method 

A way of developing and refining interpretations of data in a qualitative research is coding, 

which involves bringing together and analysing the data in relation to major themes, ideas, 

concepts, interpretations, and propositions (Taylor and Bogdan, 1998). According to Bryman 

and Bell (2011) the collected data must be reflected upon, interpreted, and theorized in order to 

be analysed (Bryman and Bell, 2011). Initial insights, ideas, and hunches are therefore 

redefined, expanded, discarded, or fully developed during the coding process (Taylor and 

Bogdan, 1998). Data collected from the interviews in this study has been coded according to 

the different building blocks that was developed in the theoretical chapter. Aspects to consider 

when coding qualitative data is to think in terms of what category the data relates to, what the 

data represent, and what the data is about (Bryman and Bell, 2011).   

 

Before the data was coded the interviews was transcribed and read through in order to find 

valuable information (Bryman and Bell, 2011). Information found after reading through the 

material and transcripts were put down as keywords under the different groups, or in this study 

the different building blocks (Bryman and Bell, 2011; Taylor and Bogdan, 1998). The codes 

have been reviewed in relation to the transcripts in order to see connections between different 

codes (Bryman and Bell, 2011). The interviews have been coded and organized in a schedule 

according to the building blocks and the questions related to each building block.  
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4.10 Quality Criteria 

It has been discussed whether or not the concepts of reliability and validity which is connected 

to quantitative research is applicable on qualitative research (Bryman and Bell, 2011). These 

traditional quality criterias has therefore been replaced with trustworthiness and authenticity 

(Bryman and Bell, 2011; Denzin and Lincoln, 2013), since it is argued that it is difficult to find 

absolute truths about the social world (Bryman and Bell, 2011). In this study trustworthiness is 

the most accurate to consider when evaluating the quality. 

  

4.10.1 Trustworthiness 

In qualitative research trustworthiness has become important because of judgments and 

intuitions from the researcher (Carcary, 2009). Trustworthiness is made up of four criterias and 

those are credibility, transferability, dependability (Carcary, 2009) and confirmability (Bryman 

and Bell, 2011; Shenton, 2004). These four criterias can be addressed in a qualitative research 

in order to convince that the research is of academic nature (Shenton, 2004). 

                                                           

Credibility determines if the research has been conducted according to good practice (Bryman 

and Bell, 2011) and if it has adopted appropriate research methods (Shenton, 2004). It also 

assures that the researcher have understood the reality under investigation correctly and the 

study therefore can become accepted by others (Bryman and Bell, 2011). By giving the 

participants access to the study and by adopting interviews as research method, this study can 

be accepted as credible. Transferability refers to whether the findings is applicable in other 

contexts at another point in time (Bryman and Bell, 2011) and it depends on the coherence of 

the context which the research was conducted in and the context which the findings are applied 

to (Carcary, 2009). In order to the research to be transferable a detailed description of both the 

context and the phenomenon need to be implemented in the research (Carcary, 2009). 

Throughout this study a description of the gathering of data has been provided, hence this 

research becomes transferable. The dependability ensures that one has documented all faces of 

the research in order for peers to evaluate and determine whether the procedure has been 

accurate or not. (Bryman and Bell, 2011). Seminars, oppositions, and tutoring has been the 

main components that has led to dependability of this study. By exposing the research to peers 

and tutors, critique has been taking into consideration and adjustments has been made. The last 

criteria, confirmability, concerns if the researcher has acted in good faith (Bryman and Bell, 

2011), and not allowed own values, beliefs and assumptions affect the results and findings 
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(Bryman and Bell, 2011; Shenton, 2004). Since the researchers have been objective of the study 

and have not asked leading questions aligned with personal assumptions or beliefs, the 

confirmability of the study is high. Own assumptions and beliefs has also been excluded from 

the analysis of the gathered data.  

 

4.11 Ethical Considerations 

According to Bryman and Bell (2011) there are several ethical issues that might occur when 

conducting business research, those are harm to participants, lack of consent, invasion of 

privacy and deception. There are various definitions to describe harm to participants, it could 

be physical harm, harm to a participant's self-esteem, harm to possible employment, and to harm 

the participants through reprehensible acts (Bryman and Bell, 2011; Miller and Brewer, 2003). 

To maintain the anonymity is argued to be important when the project is published, unless 

nothing else is agreed upon. Regarding the anonymity in this study, all the participants has 

agreed upon the publication of their names. Since participants are not to be exposed to harm or 

embarrassment because entering a research (Bryman and Bell, 2011; Denzin and Lincoln, 

2013), the participants in this study has been informed about the publishing process. Topics that 

are considered sensitive should be processed more carefully and the elimination of unauthorized 

access should be made (Punch, 2014). Participants can be harmed after the research is done in 

the way of feeling anxious about their answers or have questions about the study (Miller and 

Brewer, 2003). Thus, the participants in this study has been provided with contact information 

of the researchers and informed that everything they have said or argued for can be deleted as 

long as the study is not published. By explaining the purpose of the study, the participants have 

been fully informed and hence lack of informed consent has been avoided. If the participants of 

a study would not have been given all information needed, they would not have been able to 

decided whether they wanted to participate or not (Bryman and Bell, 2011). The invasion of 

privacy is fully respected in this study since the researchers does not want to intrude on the 

participants’ privacy. This is done by not asking questions regarding their personal life, since it 

is not of relevance for the study. When conducting a research, it is important to have in mind 

that the right to privacy is crucial and violation against this is unacceptable (Bryman and Bell, 

2011). Deception occurs when a study is presented to participants in one way and later on is 

published with another topic or purpose (Bryman and Bell, 2011). Deception has been avoided 

in this study since the participants has been given full access to the published study.  
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5. Empirical Investigation 

In the following chapter the primary data, collected through the interviews, is outlined in 

summarized versions. The chapter is divided into two parts, social media influencers and 

experts. 

 

5.1 Social media influencers  
Carl Déman started with videos on Instagram and Facebook as a hobby, mostly directed to his 

friends. He explains how the videos suddenly started to spread and be shared over social media. 

This became his breakthrough as a social media influencer since the sketches in the videos was 

appreciated and people wanted to see more of him. Daniel Hallberg works as an art director for 

a PR-firm, and combined with that, he also does imitations and funny videos on Instagram 

something he has been doing for one year. Since his work requires ideas, especially for 

commercials, he felt the need to gain credibility and trust among his clients. Lena Larsson has 

a web shop called Inwhite4u and has on behalf of the shop started her Instagram account with 

the same name. She started her Instagram account in order to inspire, attract customers, as well 

as show her creativity and passion. Lena Larsson has been working with her brand for three 

years, since 2014. 

 

Carl Déman believes that it is very important to protect his brand and what his name is related 

to needs to be something that he can stand for. Lena Larsson also believes in the importance of 

protection; she does not want to be mention in situations that is not related to her brand. Daniel 

Hallberg acknowledge the same concern regarding protection of his brand. When the questions 

about the correlation of personal values and brand values was asked there was different answers 

from the participants. Carl Déman mentions that he does much of his content as different 

characters, but that his personal values shines through. He means that he can stand behind the 

things he does and due to the amount of followers he has, he feels like he can affect a lot of 

people. Spreading joy and being cheerful is also of importance for him. Daniel Hallberg and 

Lena Larsson both says that their personal values have nothing to do with the brand values at 

all. According to Daniel Hallberg, the person he is on Instagram is just a character and Instagram 

is only seen as a product to him. Another point he mentions is that he has an invisible contract 

with his followers that he is required to publish a certain type of content, sharing his personal 

values would therefore be a violation of this contract. He does not believe his followers are 

interested in his personal values. Lena Larsson only uses Instagram separately from both her 
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personal name and values. She wants to brand her Instagram name and not her personal name 

and can therefore not put personal values in the feed of her account. 

 

“The person on Instagram is just a character  

and Instagram is only a product to me”  
- Daniel Hallberg 

 

Carl Déman mentions that there are numerous of people on social media doing the same thing 

as him, although there is some competition, he says that competition is a good thing. He means 

that due to competition social media influencers can help each other to grow and do things in a 

better way. Lena Larsson means that there are tremendous amounts of similar accounts as hers, 

however, since she has a specific type of style and includes a web shop she also says that her 

account differs from others. Daniel Hallberg, on the other hand, says that competition is not 

something that he has reflected upon and he does therefore not even know how it works. In 

order to stand out on social media Daniel Hallberg believes that being best at what you do is 

more important than being first. Carl Déman also mentions how being first is not the most 

important thing, although it probably can result in becoming the biggest and best influencer but 

he believes it is more important to do what you do in your own way. Lena Larsson on the other 

hand believes there is relevance in being first, however she says that the most important thing 

is to have a successful concept.  

 

In the beginning of launching her Instagram account, Lena Larsson wanted to reach out with 

her creativity and pictures of colors and prints. Today she believes that it is valuable to have the 

same focus but now she is more derived towards sale. To conclude, she says, in the beginning 

she wanted to show what her passion is and now its is more towards her customers. Although 

there has been a change in both focus and audience there has been no specific difference in the 

way she communicates with her followers. In the beginning Carl Déman did not have a plan 

with his accounts, he just wanted to do humoristic things and make people laugh. The videos 

he posted was mostly directed towards his friends and family, they later told him to post it 

somewhere where more people could see it since they believed that other people would enjoy 

it as much as they did. Today, Carl Déman says that it is his followers that are in focus. The 

biggest difference in communication, from changing from the family being the audience to 

having a great amount of followers, is that now he feels like he wants to try new things. Not 
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only to deliver to his followers but also in order to reach out to new potential followers. Daniel 

Hallberg had a private Instagram account from the beginning, he then wanted to reach out to 

potential clients and today he wants to maintain his credibility by continuing doing humorous 

videos on Instagram. Daniel Hallberg means that he can now, with thousands of followers, feel 

more free to advance his videos to a more accepted level than he could with only 300 followers. 

He believed then that it could be more awkward to show what he was capable of since his 

followers might not care for it. Today his followers expect a certain kind of delivery of advanced 

and quality videos. 

 

The success of his brand, Carl Déman believe, is due to not having any thoughts behind it all 

in the beginning and just doing what he thought was fun. He also says that not being afraid of 

trying new things and challenge himself as well as learn from others has been beneficial for 

him. Daniel Hallberg begins with mentioning shoutouts as a significant factor for his success 

since it generated a lot of followers. He further explains that looking at comments and listening 

what followers wants to see more of is a way of generating more followers. Lena Larsson 

believes that some of her turning points was when she started to combine her inspiration with 

different styles and realizing that she needed to start posting her photos with a type of harmony 

on her Instagram account. She also argues that she came across valuable information when she 

learnt that the description of the photos posted was of high importance and it could be effective 

if it was written in a certain way. Lena Larsson continues by saying that since she works alone 

she has some difficulty to find the time to work with her brand. She also believes that it is 

difficult to select which photos to post since there are a lot to choose from. Daniel Hallberg, on 

the other hand, says that productivity is the most difficult for him. In the beginning he had a 

vision of posting every second day. Soon enough, he says, he came to the conclusion that it 

takes too much time and he had to start working with his Instagram account full time if he 

wanted to accomplish every second day update. Carl Déman does not mention something that 

has been difficult for himself, but says that the difficulty for many social media influencers is 

that they focus too much on wanting to be successful and having a career, something he believes 

is negative.   

 

Carl Déman does not censor much on his account, although he means that it is important to 

think about what one does in order to not be perceived as mean and in that way make mistakes 

that could mess up a brand. Moreover, he adds that he feels like he has a grip of what he wants 

to do and can do. Daniel Hallberg says that he censors a lot since he is private on his Instagram 
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account, as mentioned before instagram is only a product for him and he once again says that 

he does not believe that people are interested in his opinions and beliefs. The same goes for 

Lena Larsson, she is also a private person and does not mention personal beliefs at all, in other 

words the censoring is immediate. Support from the surrounding is very important for Carl 

Déman, he continues with saying that he almost always turn to his friends and family when he 

has finished a video or posted an episode on youtube to get feedback from them. It enables the 

possibility to ask if it is good or not, and get their opinion. Daniel Hallberg explains his thoughts 

similarly like Carl Déman, and he continues to point out the importance of confirmation from 

friends. Lena Larsson is not convinced that her surroundings are a contributing factor of her 

Instagram account since she is not official and does not interact as herself via the social media 

platform. Daniel Hallberg says that he works with his brand on Instagram when he feels that he 

has the time and energy for it. Carl Déman, on the other hand, works with his brand all the time, 

he explains that he is active every hour of the day and that he is not only working when being 

at work but also after. Lena Larsson mentions similar comments as Carl Déman, she says that 

she is always active with her brand on Instagram and is somewhat constantly thinking about 

what photos to post in order to attract new customers and followers. 

 

Carl Déman stresses the importance of keeping his accounts updated in order to grow, be seen, 

and to gain a position on social media, but adds that it is important to find a balance since there 

might be people finding you annoying if you update all the time. Lena Larsson mentions the 

importance of regular updates, she explains that she updates her Instagram about two to three 

times a day with inspirational posts. However, she also continues with that followers should not 

be spoiled with too much updates. Daniel Hallberg argues for a consistency and regular updates 

as well. He says that he believes it is important and suggests to update two times a month. Daniel 

Hallberg continues with explaining that in the beginning he updated his Instagram every second 

day to attract and maintain followers. 

Carl Déman mostly listen to himself regarding evaluation, but if something is way off and does 

not entertain the followers at all he means that he might have to make changes. Lena Larsson 

says that she is not educated enough regarding this way of evaluating and did therefore hire a 

team to give her some ideas and guidelines for her to use and follow. She also mentions an idea 

about engaging followers to interact with the account on Instagram through comments and 

questions for them to answer. Daniel Hallberg believes it is important to listen to the followers, 

although, he does not put effort into doing it himself. He says that he believes it is more 
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important to decide for oneself what to publish instead of listening to followers. Lena Larsson 

believes that it is important to successively change, if one is in the need to do so, since customers 

and followers are very sensitive to change. If it is something he finds entertaining or the 

reception of it is okey, Carl Déman continues doing his thing. Although, he means that if it does 

not continue as well as it does now for him, he could consider to make some changes.  

5.2 Experts 

Gezim Gashi starts out by saying that an individual being a brand is the dream since it gives the 

possibility to build an empire. However, he has experienced that social media influencers 

believe it can be tough to build their own brand. They often find it hard to balance between 

‘who am I as a human and who am I as a brand’. He further states that they often feel shallow 

being a brand.  

 

“Hard to find the balance between 

‘who am I as a human and who am I as a brand’” 

-        Gezim Gashi 

Gezim Gashi clarifies his believes that it is very important to protect a brand and every decision 

regarding the protection of a brand should be carefully deliberated. He also states that as soon 

as one gets a grip of a person’s brand, it becomes easier to protect it. Gezim Gashi does not 

believe it is essential to be first, he thinks it is more dependent on the way it is done. Magnus 

Berglund, on the other hand, means that it is an advantage to be first with whatever it might 

regard because the factor of being first can achieve a longer success compared to possible 

competitors. Gezim Gashi says that many influencers do the same thing but in different ways 

and hence it works even if the same thing has been done before. Magnus Berglund describes 

that it is better to reach for an area that has not been done before, furthermore, the next best 

thing is to be unique and to do something with a new twist and in that way being first. However, 

he continues by stating that others will notice the success and follow in the same direction and 

soon enough it becomes important to develop the brand over time. Magnus Berglund also 

suggests that one way to develop a brand, or even in the creation of a brand, is to launch it on 

new platforms and therefore become first. Gezim Gashi says that as soon as followers can relate 

or when influencers become engaged to their accounts, it can generate trustworthiness and 

hence success. He also adds the importance of timing, meaning that it is more dependent on 
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when one does it rather than what or how. Magnus Berglund states that the key is to be as 

trustworthy as possible and therefore being honest towards followers.   

 

Gezim Gashi says that he understands why social media influencers might censor their beliefs, 

thoughts, or the content in order to be appreciated. He believes that, from the beginning, ask 

oneself the question what people want to see and what can be done in order to satisfy them. 

Depending on what kind of brand the social media influencer has, censoring becomes essential 

according to Magnus Berglund. He believes that if a brand is based on performance, censoring 

becomes more important since it can be a disadvantage to share personal opinions, equivalent 

to a non-performance based brand were personal opinions might be the foundation of a brand. 

An example was given by Gezim Gashi where he explains the scenario when a blogger stepped 

away from personal values since followers appreciated the person that had been created. 

However, he adds that there are people that have managed to be themselves and delivered 

something successful. Gezim Gashi mentions that some influencers might start by censoring 

and do something that are not entirely aligned with own beliefs and values since they believe 

they have to do so.  

 

When building a brand as a social media influencer, Gezim Gashi believes that first of all, you 

need to have a niche and an understanding of what you want to accomplish. He also believes 

that it is important to be personal. By having a niche and being personal, he thinks, that there is 

an opportunity to be successful. To engage followers by including them through questions and 

so on is also something that he stresses as important. To find what you want to gain from it is 

also something that Gezim Gashi mentions and to give the right feelings to the followers. He 

summarizes with four words, niche, personal, engagement, and feeling. Magnus Berglund has 

similar thoughts about the understanding of what to accomplish and which position on the 

market one wishes to gain. Social media influencers are dependent on position themselves on a 

market and this is done with the help of their content, for example what an influencer posts. He 

continues by saying that it is important to live and behave aligned with how one wants to be 

perceived, for example how a social media influencers’ brand and communication channels are 

designed and anticipated visually. He finishes with saying that a strong brand is built by being 

clear and going all in.  
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Regarding the difficulties of creating a brand as a social media influencer, Gezim Gashi believes 

that it is different from influencer to influencer. He means that some influencers often 

understand what to do in order to be aligned with the brand while others do not. He also stresses 

the difficulty of wanting to do the same thing as others instead of focusing on oneself. 

Furthermore, he states that influencers are often ambitious and successful in the beginning of 

their brand building process, however, in order to continue gaining recognition and avoid the 

risk of losing their niche, social media influencers have to focus on more than only good results. 

According to Magnus Berglund, time is the foremost difficult aspect when building a brand as 

a social media influencer and most of the people have, therefore, not the patience to build 

brands. He compares it to companies that put much time, effort and money into building their 

brands but social media influencers do not have the same media budget as companies do. 

Although, there are possibilities for social media influencers to buy followers or boost a post 

on instagram in order to get better reach, but it is sometimes perceived as cheating instead of a 

way of invest in the brand. Support from surroundings are something that Gezim Gashi believes 

can be helpful since it is easy to become blind in this industry, family and friends can therefore 

be helpful in order to see things in a new light. He also argues that support is not necessarily 

people, it can be, for example going to the gym or other thing that contributes with balance and 

gives the opportunity to move away from the world of social media. Gezim Gashi believes that 

being a social media influencer easily becomes a full time job and if you have decided to build 

a brand you should do it all in.  

 

Gezim Gashi believes that it is important that the personal values correlate with the brand 

values. However, he means that some social media influencers do not correlate personal values 

with brand values in order for them to earn more money. Magnus Berglund advocates that if a 

correlation exists it becomes more authentic. According to his own experience, a difference 

between values is not a long-lasting scenario since the difference often shines through. Magnus 

Berglund also think that it is important to set values and being authentic from the beginning 

since it can be difficult and take a long time to change them, according to Gezim Gashi, most 

of the people do some sort of change in their brand. He thinks the reason for this is that people 

becomes greedy and understands that the brand they have built is working and that they can 

earn even more money by letting go of their personal values. Making this changes, he says, can 

harm the brand and can cause decrease in credibility. Gezim Gashi adds that some people have 

enough integrity in what they do and there is hence no reason for a change in values. 
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It is good to do your own thing but sometimes, not too often, deliver something different than 

you normally do, something different from the brand you are possessing, according to Gezim 

Gashi. When doing these variations, he believes that it is very important that it contributes with 

something, that it creates some sort of sympathy. Magnus Berglund believes that if a social 

media influencer has too much commercial collaborations in the feed, followers will begin to 

question the trustworthiness and authenticity of the brand. What an influencer posts should also 

be aligned with intention of the brand.  Gezim Gashi also adds a comment about the importance 

of being careful when doing this, since it easily can go wrong. According to Gezim Gashi it is 

very important to be good at updating and keep it going every day since it should be seen as a 

full-time job. 

 

Gezim Gashi thinks, in order to be successful in the long run, one have to act quickly when 

reaching success as a social media influencer, but also setting goals for the long run. He also 

says that having a plan is crucial when building a strong brand. Therefore, he believes that it is 

necessary to think about the brand in the long run already in the beginning of the brand building 

process, although, he adds that there are social media influencers that have started with an only 

a hobby with no plans for the long run. Due to this he thinks that it is important to be able to 

use the chosen platform and thereof create opportunities.                          Through the chosen 

social media platform, Gezim Gashi says that it is essential to communicate and create 

relationships with followers. A genuine relationship is according to him more appreciated in 

the long run.  

 

The feedback, according to Magnus Berglund, is the result of that the brand has delivered the 

correct image as wanted from the beginning. By asking followers what they like or who they 

are, there is a possibility to make changes according to their preferences, wants, and needs. 

Gezim Gashi says that feedback from followers is good most of the times. The magic of the 

brand is something that the social media influencer possesses and is obviously something that 

people like. Reaching out is something that, according to Gezim Gashi, is beneficial since the 

followers can feel that they have helped in the brand building process. 
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6. Analysis 

6.1 Identity  
Most of the existing building blocks within identity involves the identity, core, and background 

of the brand (Aaker, 1996; Keller, 2003; Keller, 2009; de Chernatony, 2001; de Chernatony, 

2010). According to Keller (2009; 2003) identity answers the question of who you are and is 

essential in ensuring the identification and association of the brand in the customers’ minds. 

Magnus Berglund stresses the importance of being aligned with how the brand is wanted to be 

perceived which corresponds to ensuring that the who you are is transmitted to the followers. 

Aaker (1996) states that the brand identity needs to be clear due to the fact that brands can be 

perceived differently by consumers which correlates to what Magnus Berglund says about 

social media influencers. He argues that for an influencer to be able to build a strong brand the 

is a need for clarity regarding the brand identity. Gezim Gashi also argues for clarity regarding 

the identity since influencers often have difficulties to find a balance between who they are in 

relation to the brand. Magnus Berglund mentions the importance of living and behaving 

according to how the brand should be perceived by followers, this correlates with Keller, Apéria 

and Georgsson (2012) that argues for achieving the correct brand identity in order to create 

brand awareness among consumers (Keller, 2003; Keller, Apéria and Georgsson, 2012). 

 

Regarding protection of the brand all the participants underlined the importance of protect it in 

order not to be related to something they cannot stand for. Brand resourcing explains the 

importance of registration of the brand and hence have legal protection of the brand towards 

competitors (de Chernatony, 2010). de Chernatony (2010) further argues for how the brand 

name should describe what it is representing which is similar to what the influencers discuss in 

the interviews, the importance of their name representing something they can stand for. Gezim 

Gashi clarifies that he believes that protection is important and that decisions should be 

deliberated carefully regarding this area. Since the brand is represented by an individual it can 

be argued that protection is more crucial since the identity is directly connected with the 

influencer. 
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6.2 Value  

Aaker (1996), de Chernatony (2001), and Keller (2003; 2009) all argues for that values are 

important in order to build strong brands. Correlation between personal values and brand values 

as a social media influencer is important according to both Gezim Gashi and Magnus Berglund 

since it creates authenticity and trustworthiness of a brand. de Chernatony (2001) states that it 

is essential to have long term goals for a brand already in the beginning of the brand building 

process which also correlates with what both Gezim Gashi and Magnus Berglund says about 

social media influencers and their brands. Daniel Hallberg and Lena Larsson are notably 

aligned with de Chernatony (2001) since they only have shown and delivered their brand values 

and not personal values from the beginning of their brand building processes. If they were to 

include their personal values, they would not be delivering the same values as expected from 

their followers and the followers would hence receive something which is not aligned with the 

expected value. They also mention the importance of knowing what one wants to gain and 

accomplish with a brand and deliver the right feelings which corresponds to Keller’s (2003; 

2009) brand meaning which is explained by who one is. Hence, if Lena Larsson and Daniel 

Hallberg were to introduce personal values to their brand, associations with the brand would 

not be the same as before. This is something that contradicts Gezim Gashis’ and Magnus 

Berglunds’ beliefs on having a correlation between personal values and brand values. Aaker 

(1996) explains that values of a brand can be both emotional and self-expressive. Carl Déman 

is doing different characters on his social media accounts and believes that his personal values 

shines through. He is working with something that he enjoys and is therefore in correlation with 

what Aaker (1996) means. Carl Déman is doing something that he values and is emotionally 

engaged with, one can therefore argue that personal values are of importance when expressing 

what he likes and enjoys. Aaker’s (1996) value proposition is based on the relationship between 

the brand and the customer and the decision a customer makes in order to purchase or not. This 

can be connected to the values of social media influencers’ brands, whether or not a potential 

follower relates to the values and decides to follow or not.  

 

6.3 Positioning  

Positioning in relation to competition is argued to be important in traditional branding in order 

to have competitive advantage (Aaker, 1996). All the participants in the study mentions that 

there are a tremendous amount of people doing the same thing on social media, but if one 

manages to differ from others there is a possibility to succeed. It is also mentioned by Carl 

Déman that competition can be good, since it can contribute to growth and development by 
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helping each other. According to Magnus Berglund the content is a way for a social media 

influencer to find the expected position on the marker which can be done through having a clear 

understanding on what the brand should accomplish. Lena Larsson has similar thoughts about 

content as Magnus Berglund, describing that when she learnt about having correct descriptions 

to her posted pictures her Instagram account became more appreciated. It can therefore be 

argued that having a clear purpose can increase a social media influencers position above 

potential competitors.  

 

Being first is described as important by Jobber (2013), he argues that being first gives the brand 

the opportunity to be positioned in the mind of the consumer before potential competitors. 

Almost all participants in the interviews believe that being first is not as important as being 

unique and best at what you do. Gezim gashi and Magnus Berglund, however, argues that being 

first might give a longer lasting success which is aligned with research describing that pioneers 

have a greater possibility to create successful brands (Jobber, 2013; Mady, 2011). Gezim Gashi 

also believes that influencers can do the same thing in different ways while Magnus Berglund 

says that influencers should reach for new ideas in new areas in order to maintain uniqueness 

for as long as possible. Lena Larsson believes that being first is important, but having a 

successful concept comes first. Carl Déman, mentions that being first will probably result in 

being the biggest and the best, something that are aligned with research regarding branding and 

being first, doing things in a unique way is although more important according to him.  

 

6.4 Internal/External Factors 

Audit brandsphere, brand investment, internal marketing, and organizational culture are all 

building blocks that explains the internal and external factors of the brand building process 

(Aaker, 2996; Jobber, 2013; de Chernatony, 2001; 2010). The investment within a brand is 

explained to be important by Aaker (1996). Even though he mentions the financial side of it, it 

is possible to see it as an investment both timely and emotionally. Carl Déman says that he 

invests time and emotions every day on his brand, even on his free time. The same goes for 

Lena Larsson, however Daniel Hallberg is somewhat not one hundred percent occupied with 

his brand since he is not investing that much time on it, he works with his brand when he feels 

like it. According to Magnus Berglund there is several ways of investing in a brand as a social 

media influencer, there is a possibility for influencers to buy followers even if they do not have 

the same media budget as established companies, although, this kind of investment is sometimes 

perceived more as cheating than as an investment in the brand. He further states that time is 
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another aspect when investing in a brand but is considered as difficult for a social media 

influencer since they most often do not have the patience to build their brands. Fischer and 

Himme (2016) discuss investment in marketing and how it correlates with the generated 

outcome of the brand (Fischer and Himme, 2016), Magnus Berglund mentions boosting a post 

on instagram to get better reach which one can argue for being an investment in marketing and 

hence an investment in the brand.  

 

Audit brandsphere is mentioned by de Chernatony (2001; 2010) and is explained as a the 

internal and external factors that can help develop a brand. The social media influencers 

interviewed in this study are mentioning that people in their surroundings have helped them 

somewhat achieve their success. Both Daniel Hallberg and Carl Déman explains that they have 

felt that their surroundings are of great importance and helpful in regards to development. 

Gezim Gashi also believes that support from surroundings can be helpful for an influencer and 

that support can mean different things such as going to the gym and get away from their full-

time job. Lena Larsson is not convinced that her surroundings are relevant for her success since 

she is not personal on her Instagram. 

 

Brand responsibility, explained by Aaker (1996), can be connected to the importance of 

censoring and can be seen as an internal factor since it regards both the brand identity and the 

positioning. Social media influencers can be considered as responsible for their own brand and 

hence in charge of what to post or not. Carl Déman believes that censoring is not important for 

his brand, instead it is more important to clearly know what to post or not. His personal beliefs 

are accepted by the surrounding and therefore there is no need for censoring. When Daniel 

Hallberg and Lena Larsson explains that it is a crucial for them to censor since their personal 

beliefs is not relevant for their brands, they have not included their personal beliefs into the 

brand at all and hence censoring of personal beliefs is crucial for them in order for them to 

further develop their brand. According to Magnus Berglund the importance of censoring 

depends on the intentions with the brand, if the brand is performance based the surrounding 

expect the influencer not to share personal beliefs, censoring hence becomes essential. In a non-

performance based brand censoring might not be as important since personal beliefs, values and 

thoughts might be the foundation of the brand. Gezim Gashi means that censoring is 

understandable for influencers in order to be appreciated, this is aligned with what Daniel 

Hallberg and Lena Larsson means are important regarding their censoring.  

 



 
51 

Aligned with internal marketing and internal implementation (Jobber, 2013; de Chernatony, 

2001; 2010) it is important for influencers to deliver the expected brand values towards the 

outside environment. It can therefore be argued that it is important for social media influencers 

to be aware of what is expected from their brand. Internal marketing as well as internal 

implementation relies on real life contact and personal interactions with customers (Jobber, 

2013, de Chernatony, 2001; 2010). A social media influencer has real contact with their 

followers, hence it can be argued that it becomes important for an influencer to be loyal towards 

followers and deliver what is promised.  

 
6.5 Communication 
Keller (2003; 2009) stresses the importance of creating an intense, active loyalty relationship 

between brand and customer, something which Gezim Gashi also mentions in his interview. He 

believes that the most important regarding communication within the social media industry is 

to create relationships with people. Keller (2003; 2009) also mentions that this relationship is 

an ongoing process which should be taken care of, this resembles with both Daniel Hallberg 

and Carl Déman when they explain how they have had to change their communication strategy. 

This in order to satisfy and be loyal towards their followers and deliver what the followers 

expects from their relationship.  

 

Execution regards how the communication should be used to involve the audience and at the 

same time have a connection to the brand name (Aaker, 1996). Especially Daniel Hallberg 

mentions how important it is since his followers have expectations in regards to how advanced 

his videos are and the quality. Hence it can be argued for that the audience are involved in the 

execution of his communication. Lena Larsson as well as Gezim Gahis says that they believe 

in engaging followers by asking them questions and in that way involve them in the brand 

building process. Magnus Berglund states similar thoughts regarding the engagement of 

followers meaning, that questions can have impact on what changes that needs to be made for 

an influencer’s brand.  

 

6.6 Quality 
Quality is important in the brand building process since the basics need to be right from the 

beginning in order for a brand to perform as expected (Jobber, 2013), which corresponds to 

Magnus Berglund’s argument that the content posted by social media influencers need to be 

aligned with the intentions of the brand. Gezim Gashi says that it is important to be good at 
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updating since being a social media influencer should be seen as a full-time job. Gezim Gashi 

says that one should know what one wants to gain from the created brand and later on deliver 

the same feelings to followers. Lena Larsson says that too much update can make followers 

spoiled and wanting more, this is then not in correlation with what the quality of the brand was 

expected from the beginning. This correlates with what Keller (2009; 2013) mentions about 

brand response which answers the question what about you. The focus is to get the correct 

response from customer, in this case followers, in terms of feelings. Variation is according to 

Gezim Gashi significant since it delivers a greater value and gives an influencer the ability to 

contribute with something new. Magnus Berglund and Gezim Gashi describes that 

trustworthiness and honesty can generate success regarding a brand's content and quality. 

Magnus Berglund further explains that too much commercial collaborations can have a negative 

effect on a brand and one can therefore argue that the quality of the brand might decrease. Carl 

Déman mentions balance in updates of his videos and posts. Followers have expectations on 

how many updates that should be done from the influencer and a irregularity regarding updates 

might decrease in trustworthiness towards the influencer and hence a lower quality.  

 

6.7 Long-term Aspects 

Aaker (1996) explains that changes over time is unavoidable, but a brand that is successful can 

manage to standardize an identity that works for all type of changes. Gezim Gashi and Lena 

Larsson mentions the sensitivity of changing a brand, both regarding the followers’ 

expectations as well as the brands decreased credibility. Consistency over time is also 

mentioned as important by Aaker (1996) even if changes does occur. Carl Déman says that he 

does not feel that he needs to change his brand as long as his followers does not require him to 

do so. Brand system (Aaker, 1996) is described as the significance of keeping and supporting 

brand identities and positions when developing a brand. Jobber (2013) has similar statements 

regarding that brand building is a long term activity, which is one of the difficulties for many 

social media influencers according to Magnus Berglund since they do not have the patience for 

building brands. He further mentions, that the correct long term goals should be set in the 

beginning and a plan should be created, which is something that Gezim Gashi also discusses. 

Gezim Gashi also mentions that influencers are more ambitious in the beginning and success 

in the long term will be easier to reach if one has more focus on stronger results and recognition 

in the long run as well. The long term perspective according to Jobber (2013) is also about 

evaluation and the importance of meeting the consumers needs and hence making changes. This 
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is something mentioned by Magnus Berglund, he means that by asking the followers what they 

like or who they are there is a possibility to meet their needs and wants.  

 
6.8 Evaluation 

de Chernatony (2010) stresses the importance of receiving feedback and guidance in order to 

enhance the performance of a brand, this is of relevance regarding social media influencers 

since it enables the possibility to get an understanding of how the brand is perceived. Daniel 

Hallberg argues for the importance of listening to the followers, although he does not put effort 

into doing so himself. Both Magnus Berglund, Gezim Gashi and Lena Larsson believes that 

getting feedback from followers is an important tool in order to develop the brand. Magnus 

Berglund describes it as the result of knowing if the brand has been perceived correctly by the 

followers and hence creating an opportunity for the influencer to change the brand performance 

in regard to the followers’ needs and wants. This is also mentioned by Aaker (1996) who 

emphasizes the importance of evaluating the customers’ satisfaction of the delivered brand. 

Carl Déman mostly listens to himself regarding the evaluation of his brand, however, if the 

content does not correspond to the followers’ expectations he would consider making changes. 

This correlates with Aaker’s (1996) evaluation of level of quality, where the factors of 

consistency and category is essential. If the content does not correspond with the expectations, 

it might be an indication of lower level of quality.  
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7. Conclusion 
In this study, the brand building process of social media influencers have been explored. 

Through the interpretations made of the empirical investigation, the most important brand 

building blocks have been discovered. From the analysis, a conclusion addressing the purpose 

of this study is presented.  

In the conceptual framework eight building blocks was discovered and have been the basis of 

the whole study, the eight building blocks were identity, positioning, internal/external factors, 

value, quality, long-term aspects, communication, and evaluation. 

 

 

 

 
When conducting both the empirical investigation as well as the analysis there was a possibility 

to conclude that some of these building blocks merged and hence the need for eight building 

blocks is not necessary. Value and long-term aspects is to a large extent connected and one can 

therefore conclude that the building block long-term aspects can be implemented into the 

building block value. Having a clear understanding of the value and of what one want to acheive 

with the brand in the long term perspective is concluded to be crucial.  

 

The building block positioning is kept and includes the importance of being unique rather than 

being first since there are tremendous social media influencers doing the same thing. Hence it 

is concluded that in order to have a clear position as a social media influencer it is important to 

have a unique concept compared to competitors. Having a clear purpose of the what the brand 

stand for, can increase the position and create success.   
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55 

Identity is, like positioning, kept as an building block and includes the significance of protecting 

the brand and delivering the correct identity in order to be perceived correctly. The building 

block also stresses the importance of having a clear brand identity and both living and behaving 

according to how the brand should be perceived by the followers. 

 

The building block communication is concluded to be important but is combined with the 

building blocks quality and evaluation, ending up in one building block called communication. 

All these three orginial building blocks stresses the importance of communicating with the 

followers in order enhance the brand in terms of quality and content. Having a good relationship 

with the followers becomes essential since it enables the possibility to deliver what is expected 

by the followers. Communicating with followers can help the social media influencer to 

evaluate the brand.  

 

Internal/external factors are concluded to be a building block of significance since it consists 

of investment and censoring. Investment is related to time and a conclusion can be made that 

it is important to invest time in the brand as a social media influencer since building a brand 

takes a long time. Regarding censoring it is dependent on what type of brand one possesses 

and in what way the brand is wanted to be perceived, hence there is no right or wrong 

regarding censoring.  

 
The final conclusion is therefore, based on the data collected in this study, that five building 

blocks are of importance and those are value, identity, positioning, internal/external factors, 

and communication. 
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8. Research Implications 
In this chapter, the theoretical and managerial contributions are presented as well as the 

recommendation for further research.  

8.1 Theoretical contribution 

This study is a contribution to the field of branding and brand building, with a focus on social 

media influencers, since previous literature have adopted the traditional brand building 

processes. The study complements the research about traditional branding, since it explores the 

essential brand building blocks for social media influencers. The findings in the study have 

provided a deeper understanding of how social media influencers build their brands and five 

potential building blocks for social media influencers have been created. Since this is a 

qualitative study with conducted interviews, a complemenation to other qualitative researches 

regarding brand building has been made, and in this study a deeper knowledge of the brand 

building process for social media influencers.    
 
8.2 Managerial contribution 

Social media influencers should identify their brands through values already in the beginning 

of the brand building process. By setting long term goals and knowing what to deliver and 

acheive, there is a possibility to create a successful brand. Having clear values regardless if they 

are personal or not, is essential when sharing the brand with followers. To position the brand, 

social media influencers should find a uniqueness in order to differentiate from competitors. 

Being first is not as essential for an influencer as having a clear purpose from the beginning. 

Censoring is important despite the facts of including personal values or not, since the aim is to 

deliver the expected brand. Being a social media influencer is considered to be a full time job 

and time should therefore be invested.  

 
 
8.3 Future research 
Constitutional suggestions for future research for the brand building process for social media 

influencers regards the sample and sample size. In this study the sample size can be considered 

quite small and hence a larger sample in future research is recommended. This since a larger 

sample size surely will generate greater empirical evidence, which might make it simplier to 

point out essential building blocks and patterns among the participants’ answers. Another 

recommendation would be to have a variation in type of influencer as well as which social 
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media platform they use. Different platforms or different types of social media influencers 

might need different brand building processes. It is also recommended to explore the social 

media influencers’ brand building process through using other brand building processes than 

the ones chosen, explain, and analysed in this study. This since there is a possibilty that other 

models or processes would contribute to a different outcome and conclusion in relation to this 

study. It could also be possible to put further research into understanding how the different 

building blocks are related to each other. The recommendations for future research is hence to 

continue exploring what building blocks that are of relevance and what factors that affect the 

brand building process of social media influencers.  
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9. Reflections 

The following chapter includes reflections on the research process and the result of the study 

is summarized. Discussions about possible factors that might have affected the result is 

outlined. 

 

Exploring the social media influencers’ brand building process has been done by using a 

qualitative research and conducting five semi-structured interviews. Having a smaller sample 

in a qualitative research can generate a non-generizable reslut which can limit the use of the 

result on a larger population. Hence the result might have been different if the sample was 

larger. The fact that there was no greater varitation of social media influencers can have been 

an possible factor affecting the result of the study. The influencers in this study had similar 

accounts and hence similar experience in their brand building process. Another reflection is, 

that having a focus on one type of influencer, for example a fashion influencer, would have 

made the research more generalizable in regard to the chosen type of influencer, the same could 

be done for choosing one type of social media platform 
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Appendix 1 

 
Interview Guide Social Media Influencer 
 

1. Can you tell us a bit about yourself? 
2. How would you explain your brand? 
3. What were the reasons for you starting your blog/Instagram/Facebook/Youtube? 
4. For how long have you been working with your brand? 
5. What are your thoughts on protecting your name/brand? 
6. What are the purpose of your brand? 
7. In what way does your brand values correlate with your personal values? 
8. What values are the most significant to consider, the brand values or your personal 

values? 
9. Are your initial brand values reflecting the same values as today? 
10. What are your view on competition? 
11. In what way do you think your brand is different from your competitors? 
12. Do you believe that being first and therefore unique, is relevant in order to build a 

brand as a social media influencer? 
13. Who did you want to reach out to in the beginning and who did you end up reaching 

out to?  
14. How did you communicate with your followers in the beginning and how are you 

communicating with them today? 
15. Can you mention some factors/milestones/significant turning points etc, regarding the 

building of your brand? 
16. What have been the most difficult for you when building your brand? 
17. How important have the support from your surroundings been? 
18. How much do you censor in order for the surrounding to appreciate your brand? 
19. How many hours a week do you engage to your brand? 
20. How important is it for you to have a brand that attracts your surroundings? 
21. How important is it to update and maintain your brand on your 

blog/Instagram/Facebook/Youtube on a regular basis?  
22. What are your view on consistency and variation in your feed? 
23. How much do you evaluate your brand from your followers/surroundings perspective? 
24. How much do you evaluate your own brand from your own perspective? 
25. How much do you change your brand in order to satisfy your followers in a long-term 

perspective? 
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Appendix 2 

 
Interview Guide Experts 

1. What are your thoughts about an individual being a brand? 
2. How would you describe the characteristics of the phenomenon social media 

influencer? 
3. Would you believe it is necessary to protect this kind of brand? 
4. How do you contribute to the environment for a social media influencer? 
5.1 How important do you believe it is that a social media influencers’ brand values 

correlates with their personal values?  
5.2 Is it relevant for a company that an influencer’s personal values correlates with their 

brand values? 
6.  What values are the most significance to consider; the brand values or the personal 

values? Please explain. 
7. How important is it to deliver the same values for a brand over time? 
8.1 Do you believe it is important to be first with a concept? 
8.2 Is it important that an influencer is first with a concept or is it other factor that can be 

attracting to companies regarding the selection of inlfuencer? 
9.1 How can social media influencers differentiate their brand from each other? 
9.2 How can social media influencers differentiate their brand from each other in order to 

be attractive for companies? 
10.1 What are your thoughts about repositioning their brand to be more successful, even if 

initial brand values can be lost?  
10.2 Sometimes influencers reposition their brand, does this have any effect when 

companies choose to collaborate with an influencer or not? Is it important to 
maintain the same brand over time in order to be more atractive? 

11.1 What communications channels do you believe is important for a social media 
influencer to use in order to reach out to their followers/readers?  
11.2 Which communication channels do you believe are important to use in order to 

reach out to companies? 
12.1 How much do you believe social media influencers should censor 

beliefs/thoughts/content in order to be appreciated by their followers? 
12.2 How much do you believe social media influencers should censor their 

beliefs/thoughts/content in order to be attractive for companies? 
13. What are important, according to you, when building a brand on social medias? 
14. What would you say could be the most difficult when building a brand on social 

medias? 
15. Do you believe in having a supporting surrounding can be significant for a social 

media influencer and his or her achievements? 
16. How many hours a week do you believe are reasonable to put on their brand? 
17. How important do you believe it is to update and maintain a brand on a 

blog/youtube/instagram on a regular basis? 
18. What is your view on consistency and variation in the content published on their 

feed? 
19. In what way and with which tools, do you believe a social media influencer can 

evaluate their brand? 
20. What do you believe that a social media influencer should do in order to be successful 

in the long run considering their brand? 
 


