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Abstract	

Den	følgende	kandidatafhandling	har	til	formål	at	belyse	hvordan	sociale	medier	har	en	indvirkning	på	

celebrity	branding.	Dette	gøres	med	et	fokus	på	celebrities	i	musikbranchen.	Da	celebrity	branding	på	

sociale	medier	er	et	relativt	nyt	fænomen,	betyder	det,	at	forskningen	på	området	stadig	har	langt	

igen.	Det	kan	især	påpeges,	at	mange	teorier	fra	traditionel	celebrity	branding	mangler	at	blive	

krydstjekket	for	at	undersøge,	om	disse	teorier	stadig	passer	i	en	social	medie	kontekst.	Derfor	vil	

denne	opgave	undersøge	bærende	elementer	indenfor	traditionel	celebrity	branding	samt	inddrage	

teori	vedrørende	sociale	medier.	Dette	gøres	med	henblik	på	at	udforske,	hvordan	sociale	medier	

kunne	have	ændret	det	teoretiske	ståsted	indenfor	celebrity	branding	som	marketingsområde,	når	

dette	anvendes	på	sociale	medier.	

	

Igennem	den	teoretiske	referenceramme	bliver	meaning	transfer	modellen	fra	traditionel	celebrity	

branding	teori	sat	i	fokus	som	undersøgelsesgenstand.	Hertil	bliver	der	opstillet	fem	hypoteser,	som	

har	til	formål	at	undersøge,	hvilke	implikationer	celebrity	branding	på	sociale	medier	har	i	forhold	til	

meaning	transfer	modellen.	

	

Undersøgelsen	baserer	sig	på	en	netnografisk	content	analyse,	som	analyserer	fire	cases,	der	alle	

bruger	musikere	i	en	celebrity	branding	kampagne	på	sociale	medier.	Denne	empiri	bliver	undersøgt	

ud	fra	de	fem	opstillede	hypoteser.	Som	supplement	til	dette	er	der	foretaget	to	industriinterviews	

med	professionelle	i	musikbranchen.	

	

Igennem	undersøgelsen	og	analysen	indikerede	resultaterne,	at	adskillige	faktorer	havde	en	

indflydelse	på	meaning	transfer	modellen.	Fundne	indikerede	at	der	var	en	ændring	i	

meningsoverførslen.	Hvor	meningsoverførslen	før	gik	fra	celebrity	til	brand,	tyder	det	nu	på,	at	

meningen	overføres	fra	brand	til	celebrity.	Udover	dette	blev	det	også	vurderet,	at	veludviklet	social	

media	marketing	var	essentielt	for	en	succesful	celebrity	branding	kampagne	på	sociale	medier.	Ud	

over	dette,	kom	det	frem	at	celebritiens	parasociale	relation	havde	stor	betydning	på	mængden	af	
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engagement	fra	følgerne,	og	hermed	også	hvor	stor	elektronisk	omtale,	der	kunne	opnås	i	sociale	

medie	fællesskaber.	Derudover	var	der	indikationer	på,	at	den	parasociale	relation	til	dels	bliver	skabt	

gennem	opbyggelse	af	fælleskaber.		

	

Til	sidst	foreslås	der	en	revurdering	af	meaning	transfer	modellen	igennem	en	diskussion	af	

besvarelserne	på	de	opstillede	hypoteser.	Dette	gøres	med	det	formål,	at	se	modellen	ud	fra	de	

vurderede	indvirkninger	sociale	medier	har	på	celebrity	branding.	Denne	model	er	specialets	faglige	

bidrag.	
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1.Introduction	

Brands	have	long	been	known	to	form	partnerships	with	celebrities	of	all	kinds.	The	advantage	of	this	

is	to	reach	new	or	bigger	target	audiences	that	the	celebrity’s	fan-base	can	provide.	In	marketing	

terms,	this	is	referred	to	as	‘celebrity	branding’	or	‘celebrity	endorsement’.	This	has	been	seen	

countless	times	through	campaign	commercials	with	huge	budgets	to	pay	for	the	biggest	celebrities	at	

the	time.	This	is	done	in	order	to	grab	the	consumers’	attention	in	an	over-flooded	advertisement	

landscape.	One	of	the	main	types	of	celebrities	used	for	this	purpose	has	been	musicians.	

		

With	the	conception	of	social	media,	music	fans	are	now	more	inter-connected	than	ever	with	their	

favorite	singers	and	band	members.	Not	only	the	musician’s	public	persona	is	now	shared	digitally,	

but	also	their	music.	Musicians	main	source	of	earnings	are	also	now	derived	from	digital	streaming	

platforms	such	as	Spotify	and	Apple	Music	(Music	News,	2014).	Musicians’	careers	today	live	and	

breathe	through	what	scholars	have	described	as	web	2.0.	This	term	is	defined	by	the	arrival	of	

technology,	which	enables	the	existence	of	interactive	platforms	such	as	social	media	platforms	like	

Facebook,	Twitter	and	Instagram.	Apart	from	the	public	press,	these	social	media	platforms	are	now	

where	the	celebrity	brand	is	created,	shaped	and	nurtured.	

	

Research	of	celebrity	branding	on	social	media	is	still	in	its	infancy,	and	much	research	still	needs	to	

be	conducted.	While	theoretical	frameworks	and	literature	on	traditional	celebrity	branding	have	

previously	been	re-visited	frequently	in	the	marketing	research	field,	many	of	these	findings	are	yet	to	

be	cross-checked	with	the	inception	of	social	media	as	a	factor	in	the	celebrity	endorsement	equation	

(Schlüsen,	2016:1947).	

		

Schlüsen’s	(2016)	literature	review	on	celebrity	endorsement	on	social	media	makes	several	

conclusions	on	the	current	state	of	research	regarding	celebrity	endorsement	since	social	media’s	

entrance.	Schlüsen	mentions	that	current	literature	and	models	on	celebrity	branding	needs	to	be	

cross-checked	when	operating	on	social	media	(Schlüsen,	2016:1947).	Much	research	has	concluded	

that	celebrities	have	the	ability	to	attract	consumer’s	attention	(Schlüsen,	2016:1948)	which	is	
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evidently	true	on	social	media	due	to	their	huge	reach	on	various	social	media	platforms.	However,	

with	the	knowledge	that	was	found	in	the	social	media	theory	and	traditional	celebrity	branding	

theory,	it	seems	that	attention	is	far	from	the	only	parameter	which	celebrities	should	be	evaluated	

on.	

	

With	this	in	mind,	this	thesis	will	attempt	to	combine	social	media	theory	with	traditional	celebrity	

branding	theory	in	order	to	revisit	fundamental	celebrity	branding	literature,	and	look	at	how	social	

media	might	have	an	impact	on	celebrity	branding.	The	contribution	of	this	thesis	will	be	to	tab	into	

an	area	of	research	which	still	needs	further	investigation.	

	

With	the	thesis	tapping	into	the	less	explored	research	area	of	celebrity	branding	on	social	media,	the	

following	problem	statement	and	sub-questions	have	been	formed	in	order	to	research	the	

implications	of	celebrity	branding	in	the	age	of	social	media	within	the	music	business:	

 
 
1.1	Problem	statement	

How	does	social	media	have	an	impact	on	celebrity	branding	within	the	music	business?	
	

-	What	facilitates	brand	fit	between	company	and	celebrity	in	traditional	celebrity	branding	

	

-	Which	social	media	theories	could	be	used	in	order	to	research	the	impact	social	media	has	on	

celebrity	branding	

	

-	How	does	social	media	change	the	perceived	fit	between	celebrity	and	company?	

	

-	How	does	social	media	challenge	traditional	celebrity	branding	theory?	
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1.2	Scope	

When	researching	social	media,	it	is	impossible	to	obtain	exact	age	demographics	unless	you	have	

admin	rights	to	the	specific	profiles	or	content	which	is	being	researched.	However,	the	age	

demographic	of	this	thesis	is	scoped	to	millennials.	Millennials	are	defined	as	people	being	born	

between	the	years	1980	and	2000,	approximately	age	16-35.	There	are	a	few	reasons	as	to	why	the	

findings	of	this	thesis	are	representative	of	this	age	group.	In	2014,	70%	of	social	media	users	were	

within	the	age	group	of	16-35	(Statista	1,	2014).	Additionally,	the	biggest	music	consumers	belong	to	

the	very	same	age	group.	(Statista	2,	2017).	Because	of	this,	it	can	easily	be	argued	that	the	vast	

majority	of	people	who	follow	artists	on	social	media	platforms	belong	to	the	millennial	generation.		

	

The	geographical	demographic,	however,	is	impossible	to	clearly	state	when	researching	social	media	

content,	as	the	content	is	available	to	almost	anyone	with	an	internet	connection.	The	cases	used	in	

the	analysis	were	chosen	based	on	their	status	and	magnitude	in	the	western	music	industry.	The	

three	social	media	platforms	chosen	are	also	some	of	the	biggest	in	the	western	world.	Because	of	

this,	it	could	be	argued	that	the	thesis	is	representative	of	the	western	world.	

	

1.3	Limitations		

The	list	of	celebrity	endorsers	are	immense,	while	the	list	of	brands	and	products	using	celebrity	

branding	are	even	longer.	The	use	of	these	celebrities	is	executed	in	many	different	ways,	making	it	a	

complex	theme	to	work	with.	That	is	why	it	has	been	essential	to	make	limitations	in	regards	to	how	

the	theme	will	be	researched.	

	

The	paper	is	limited	to	social	media	and	will	not	be	discussing	traditional	advertising	such	as	TV,	print	

or	radio.	With	a	large	number	of	social	media	platforms,	a	choice	of	focusing	on	the	three	major	ones,	

Facebook,	Twitter	and	Instagram	were	made.	This	enabled	the	researchers	to	dig	deep	into	specific	

platforms.	Choosing	to	investigate	social	medial	platform	and	the	content	hereof	comes	with	certain	

limitations.	First	of	all,	not	all	data	is	made	available	to	users	that	do	not	own	admin	rights	to	the	

channel	that	is	researched.	Secondly,	due	to	the	editorial	aspects	of	social	media,	some	data	might	be	
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erased	prior	to	or	after	the	research	is	conducted.	This	can	potentially	have	an	influence	on	the	

reliability	of	the	research.	

	

In	the	process	of	picking	celebrities	and	content	to	include	in	the	thesis,	certain	limitations	need	to	be	

considered.	Because	the	list	of	companies	that	are	endorsed	by	celebrities	are	immense,	the	research	

focused	on	four	celebrity	endorsement	campaigns.	Of	these	four	campaigns,	two	were	endorsed	by	

international	male	artists,	and	two	international	female	artists.	The	choice	of	these	celebrities	

depended	on	the	fact	that	they	were	using	the	previous	chosen	social	media	platforms,	on	which	they	

had	also	posted	content	from	their	respective	campaigns.	Due	to	the	scale	of	analyzing	a	single	piece	

of	content	posted	by	the	celebrity,	a	single	campaign	post	per	social	media	platform	was	chosen.	The	

chosen	post	can	be	considered	a	central	part	of	the	endorsement	campaign.	Because	a	lot	of	

information	needs	to	be	processed	from	a	single	piece	of	content,	this	limited	the	amount	of	cases	

that	was	able	to	be	included	in	the	thesis	to	four.	This	is	another	limiting	factor	to	the	thesis,	as	

including	e.g.	100	cases	would	potentially	make	for	a	quantified	and	more	statistically	representative	

outcome.	However,	the	implications	of	the	research	conducted	in	the	thesis	is	arguably	indicative	of	

general	tendencies.	

	

The	industry	interviews	conducted	were	both	conducted	with	people	within	the	same	company,	

which	might	lead	to	a	similar	perception	of	the	questions	they	were	asked.	However,	the	two	

interviewees	were	from	very	different	departments	that	have	very	different	approaches	to	the	

subject	at	hand.	Additionally,	due	to	the	limited	access	to	interviews	with	the	chosen	companies	of	

the	chosen	campaigns,	the	analytical	approach	to	the	companies	were	mostly	limited	to	using	

secondary	data,	which	needs	to	be	taken	into	consideration	as	well.	
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1.4	Structure	of	the	thesis	 	
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2.	Methodology	

The	following	chapter	will	clarify	the	methodical	approach	to	solving	the	problem	statement.	Initially,	

the	chapter	will	explain	the	theory	of	science	applied	in	the	thesis.	Secondly,	the	process	of	data	

collection	will	be	explained,	as	well	as	the	considerations	attached	to	this.	The	data	collection	consists	

of	a	content	analysis,	as	well	as	several	in	depth	industry	interviews.	Lastly,	the	methods	used	to	

gather	data	will	be	explained,	as	well	as	how	they	were	obtained. 

	 

2.1	Theory	of	science	

The	following	section	will	explain	the	theory	of	science	that	the	world	is	perceived	from	in	the	

formulation	of	the	thesis.	The	answer	to	the	problem	statement	is	mainly	built	upon	social	

constructivism.	However,	this	paradigm	is	combined	with	hermeneutics	in	the	methodological	process	

of	conducting	the	industry	interviews. 

 

2.1.1	Social	constructivism	

The	thesis	will	primarily	be	based	on	social	constructivism.	The	paradigm,	originating	from	Berger	&	

Luckmann,	explains	reality	as	a	concept	that	is	bound	by	the	social	context	it	is	viewed	from	(Nygaard,	

2013:36). Constructivism	at	its	core	confesses	to	the	belief	that	social	interactions	between	people	

create	the	social	reality.	Additionally,	language	is	at	the	core	of	this	paradigm,	as	language	in	all	forms	

and	shapes	essentially	is	social	interaction	(Nygaard,	2013:37).	Because	of	this,	research	within	the	

paradigm	is	primarily	done	through	qualitative	as	well	as	linguistic	findings	in	order	to	shed	light	on	

social	constructs	(Nygaard,	2013:39).	

	

As	an	extension,	Collins	has	split	the	paradigm	up	in	terms	of	ontological	and	epistemological	

standpoints	(Collin,	2003:23-33).	This	thesis	will	be	based	on	the	epistemological	constructivist	

paradigm	concerning	the	social	reality.	This	means	that	the	physical	existence	of	the	subject	at	hand	is	

unquestionable,	but	the	knowledge	of	this	subject	is	a	social	construct,	which	is	created	through	

interaction	with	others	(Nygaard,	2013:122).	This	also	means	that	the	social	reality	is	an	ever-

changing	phenomenon	of	constant	interaction	and	exchange	between	people. 
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Basically,	this	means	that	the	following	methodology	and	research	conducted	was	done	through	a	

philosophical	standpoint,	which	seeks	to	examine	the	social	interactions	that	shape	the	reality	of	the	

social	construct	looked	upon.	The	research	was	done	knowing	that	the	brand	partnerships	between	

celebrities	and	companies	are,	in	ontological	terms,	objectively	true.	However,	the	way	these	

partnerships	were	epistemologically	examined	is	dependent	on	the	social	context	and	interactions.	

With	this	in	mind,	the	findings	will	not	be	representative	of	an	objective	truth,	as	the	results	are	

influenced	by	the	social	context	in	which	the	research	was	conducted.	

As	mentioned	above,	social	constructivism	does	not	identify	an	objective	truth.	Because	of	this,	the	

investigations	of	the	thesis’	hypotheses	do	not	result	in	a	definitive	answer.	Instead,	the	hypotheses	

will	be	deemed	‘plausible’	or	‘implausible’.	This	means	that	the	answers	to	the	hypotheses	will	be	

giving	an	indication	as	to	whether	the	findings	are	seemingly	likely	to	be	true	in	the	social	context	that	

is	observed	(Nygaard,	2012:36-37)	(Esmark	et.	al,	2005:12).	

This	paradigm	is	particularly	relevant	to	this	thesis,	as	interactions	on	social	media	as	well	as	the	

perception	of	celebrity	endorsement	campaigns	can	be	explained	by	applying	social	constructivist	

logic.	The	essence	of	social	media	interaction	is	interactions	with	others,	and	therefore	the	creation	of	

a	shared	social	context,	in	which	the	world	can	be	perceived	from.	Likewise,	the	perception	of	

celebrity	endorsed	campaigns	is	a	result	of	many	social	mechanics	such	as	relatability	and	sense	of	

belonging,	which	can	be	described	as	a	result	of	the	social	interactions	the	individual	or	group	has	

encountered	previously. 

	

2.1.2	Hermeneutic	epistemology	

Additional	to	the	social	constructivist	paradigm,	the	hermeneutical	paradigm	will	be	applied	to	the	

qualitative	interviews	conducted,	as	the	interviews	sought	to	get	an	understanding	of	the	how	the	

interviewees	perceived	the	world	in	relation	to	the	subject	matter.	

	



	 	 	 14	

The	word	hermeneutic	stems	from	Greek	and	is	defined	and	described	as	a	philosophical	theory	of	

science,	which	especially	focuses	on	understanding	and	interpretation.	This	means	that	the	thesis’	

data	is	intuitively	interpreted	based	on	the	researchers’	inner	reference	system	and	theoretical	

understanding.	Due	to	this	process,	the	interpretations	of	the	thesis’	data	are	unique	(Brier,	2012:91).	

The	paradigm	believes	that	it	is	impossible	to	reach	a	single	truth,	but	instead	the	truth	depends	on	

how	each	individual	interprets	the	input	they	get	in	life.	The	reality	is	therefore	subjective,	as	each	

individual	has	a	different	perception	of	the	truth.	This	paradigm	is	adequate	for	qualitative	interviews,	

as	the	methodology	of	the	paradigm	emphasizes	the	ability	to	dismiss	the	interviewer’s	own	truth,	

and	instead	tries	to	understand	another	individual’s	truth	in	an	explorative	manner	(Nygaard,	

2013:31-33).	

	

A	central	term	within	the	theory	of	hermeneutic	is	the	term	prejudice,	which	can	also	be	referred	to	

as	prejudgment.	Every	person	has	an	already	existing	prejudgment	to	what	is	being	researched.	It	is	

not	possible	to	go	into	research	and	be	completely	neutral	and	objective,	because	one	always	carries	

experience	that	helps	the	individual	understand	the	world	(Brier,	2012:285).	It	is	important	for	the	

researcher	to	be	critical	of	their	own	prejudgment,	so	that	they	are	continuously	open	for	new	input.	

It	is	important	for	the	researchers	to	continuously	question	their	experience,	assumptions,	theory	and	

method	to	bring	the	prejudgment	in	movement.	This	way	of	thinking	has	been	effective	throughout	

conducting	the	interviews,	as	both	researchers	has	previous	work	experience	within	the	field	of	study.	

This	is	why	the	awareness	of	prejudgment	has	had	a	central	focus	when	interviewing	and	interpreting	

data.	This	means	that	new	prejudgment	has	been	created	throughout	working	on	the	thesis.	

		

2.2	Deduction	&	abduction	

This	thesis	is	mainly	based	on	a	deductive	approach,	as	the	hypotheses	were	formulated	based	on	the	

theoretical	framework.	The	deductive	approach	is	used	in	the	thesis,	as	the	problem	statement	seeks	

to	test	traditional	celebrity	branding	theory	in	a	social	media	environment,	to	see	if	the	theory	can	

still	be	applied	as	it	was	originally	intended	(Ankersborg,	2015:86).	Data	was	collected	in	order	to	
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investigate	the	hypotheses,	which	were	then	analyzed	through	theoretical	lenses.	This	then	leads	to	a	

discussion	of	the	analysis	as	well	as	how	this	challenges	the	theoretical	framework.	

	

The	challenges	to	the	theoretical	framework	is	discussed	with	the	help	of	industry	interviews,	in	an	

attempt	to	understand	what	factors	may	cause	the	results	of	the	analysis,	as	well	as	reevaluating	the	

theoretical	framework.	The	discussion	and	reevaluation	is	arguably	based	on	an	abductive	approach.	

Abduction	seeks	to	understand	new	observations	more	intuitively	by	trying	to	make	sense	of	the	

observations	by	e.g.	associations	and	previous	observations	(Brier,	2012:251)	In	this	case,	the	industry	

interviews	were	the	observations	and	associations	that	were	abductively	used	to	try	and	make	sense	

of	the	new	observations,	hence	an	abductive	approach.	

	

Because	the	thesis	is	mainly	applying	a	deductive	approach,	this	also	means	that	the	thesis	is	mostly	

theory	driven.	All	hypotheses	were	created	based	on	reflections	of	the	theoretical	framework.	

Likewise,	the	content	analysis	and	interview	guides	were	tailored	around	theoretical	reflections,	while	

the	analysis	was	conducted	based	on	the	theoretical	framework	as	well.	

 

2.3	Data	collection 

The	following	section	will	go	through	the	various	data	collected,	as	well	as	the	process	behind	the	

collection.	The	analysis	is	driven	by	the	primary	data	collected,	which	consists	of	a	content	analysis	

based	on	social	media	content,	as	well	as	in-depth	interviews.	The	thesis	has	also	taken	secondary	

data	into	use.	The	secondary	data	used	in	this	thesis	includes:	peer-reviewed	articles,	internet	

sources,	research,	literature	databases	and	various	academic	books	on	the	subject.	Common	for	all	of	

these,	the	validity	and	reliability	of	the	data	was	reviewed	and	ensured	before	use.	

	

2.3.1	Content	analysis	

In	order	to	support	the	research,	the	content	analysis	was	produced	in	order	to	understand	the	

celebrity’s	social	media	identity,	and	how	audiences	have	reacted	to	four	chosen	social	media	

campaigns. 
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2.3.1.1	Netnography	

The	content	analysis	is	based	on	the	field	of	netnography,	as	this	methodological	approach	seeks	to	

understand	social	contexts	similar	to	the	approach	of	ethnography,	but	adapted	to	the	study	of	online	

communities.	A	general	description	of	the	steps	and	procedures	involved	in	making	the	content	

analysis	were	made,	as	they	were	adapted	to	social	media	posts.	Netnography	was	chosen	to	analyze	

these	communities	because	it	as	a	method	is	naturalistic	and	more	discreet	than	focus	groups	or	

interviews	(Kozinets,	2002:1-3).	Netnography	has	been	used	in	the	process	of	the	content	analysis,	as	

all	data	from	a	single	post	was	collected,	hereunder	comments	from	the	fans	and	how	they	had	

conversations	around	the	celebrities’	content.	This	also	relates	to	the	paradigm	of	social	

constructivism	as	it	looks	at	how	online	communities	are	a	social	construction	(Heding	Et.	Al,	

2009:195),	and	a	desire	to	understand	these	social	contexts	which	the	members	of	the	online	

communities	perceive	the	world	from.	

	

2.3.1.2	Choosing	social	media	platforms	

The	social	media	platforms	chosen	were,	Facebook,	Twitter	and	Instagram	because	they	are	the	three	

largest	social	media	platform	in	terms	of	the	chosen	celebrities’	follower-base.	Choosing	only	three	

social	media	platform	limits	the	research’s	potential	of	how	other	social	media	might	have	influence	

on	celebrity	endorsements,	e.g.	YouTube	or	Music.ly.	The	reason	for	not	including	these	social	media	

platforms	into	the	research	is	that	they	are	solely	focused	on	videos,	and	not	used	for	a	broad	variety	

of	posts	like	the	chosen	social	media	platforms	included	are.	

	

2.3.1.3	Choosing	celebrities		

The	celebrities	found	for	the	content	analysis	were	based	on	the	limitation	of	solely	focusing	on	

musicians.	Additionally,	it	was	desired	to	find	big	popular	artists	that	had	a	big	enough	following	to	

generate	a	good	amount	of	content	to	be	analyzed.	It	was	also	important	that	they	had	been	part	of	a	

big	celebrity	endorsement	campaign,	that	utilized	all	three	of	the	chosen	social	media	platforms.	

Another	reason	for	choosing	these	campaigns	is	that	the	companies	are	of	a	decent	size	and	following	
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on	social	media	(Appendix	2).	The	Chosen	celebrities	were:	

-	DJ	Khaled		

-	Rita	Ora	

-	Justin	Bieber	

-	Jennifer	Lopez	

	
2.3.1.4	Investigating	celebrity	social	media	identity	

In	order	to	look	at	the	social	media	identity	of	the	chosen	celebrities,	each	celebrity’s	Instagram,	

Twitter,	and	Facebook	account	was	researched	through	a	part	of	the	content	analysis.	This	was	done	

in	order	to	understand	how	the	celebrities	used	and	presented	themselves	on	social	media.	

	

2.3.1.4.1	Coding	scheme	

The	social	media	identity	was	researched	based	on	retrieving	all	content	posted	in	a	one-month	

period	on	the	respective	social	media	channels	of	each	celebrity.	The	data	was	used	to	look	into	the	

social	media	identity	was	analyzed	through	a	coding	scheme.	This	coding	scheme	was	based	on	three	

categories	of	posts.	These	were:		

	

-	Personal	posts	

This	type	of	post	is	focused	around	the	celebrity’s	private	life	and	personal	brand,	and	does	not	have	a	

direct	connection	to	the	music	or	other	professional	tasks.	

-	Endorsement	posts	

This	type	of	post	is	endorsing	or	advertising	for	either	a	company	or	a	product.	

-	Career	posts		

This	type	of	post	is	somehow	related	to	the	celebrity’s	music	career	or	other	career	related	activities.	

	

2.3.1.4.2	Data	size	

As	mentioned	the	following	data	size	is	based	on	a	one-month	period.	The	amount	of	content	posts	

included	is	the	following:	
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 Jennifer	Lopez	 Rita	Ora	 DJ	Khaled	 Justin	Bieber	

Instagram	 38	 52	 108	 37	

Facebook	 21	 52	 28	 18	

Twitter	 141	 54	 309	 64	

Total	 200	 158	 445	 119	

 
(Figure	1)	

A	duration	of	a	month	was	considered	representative,	or	indicative	to	the	very	least,	of	the	social	

media	identity	of	the	individual	celebrity.	This	can	be	argued	due	to	the	large	amount	of	content	that	

was	posted	within	a	month	which	ranged	from	119	to	445	posts.	

 
2.3.1.5	Investigating	the	chosen	campaign	posts	

After	the	social	media	identity	was	researched,	one	celebrity	branding	campaign	was	chosen	from	

each	of	the	four	celebrities.	The	campaigns	for	the	research	were	chosen	because	of	the	scale	of	the	

endorsement,	and	the	attention	it	created	through	their	social	media	platforms.	The	chosen	

campaigns	were:	

-	B&Oplay	x	DJ	Khaled	-	B&O	Play	H6	with	DJ	Khaled	

World	wide	release	with	the	goal	of	changing	people’s	opinion	of	B&O	Play	towards	a	more	

fashionable	image,	as	well	as	staying	true	to	quality	(Appendix	4).		

-	Calvin	Klein	x	Justin	Bieber	-	#MyCalvins	

Calvin	Klein	teams	up	with	teenage	icon	Justin	Bieber	in	a	big	campaign,	utilizing	Bieber’s	brand	to	

reach	young	target	audiences.	

-	L’Oréal	Paris	x	Jennifer	Lopez	

L’Oréal	Paris	use	global	superstar	Jennifer	Lopez’	glam	to	make	them	look	more	as	a	luxury	brand	

while	still	be	affordable.	

-	Rimmel	London	x	Rita	Ora	

Rimmel	London	use	Rita	Ora	to	promote	the	London	Look,	tap	into	her	background	of	being	from	

London.	
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2.3.1.5.1	Extraction	of	data 

As	an	initial	part	of	the	content	analysis,	all	data	available	from	each	campaign	post	was	extracted.	

The	information	gathered	concerned	likes,	shares,	retweets,	comments	and	number	of	followers.	The	

comments	were	analyzed	through	a	coding	scheme.	

	

2.3.1.5.2	Coding	scheme	

In	order	to	analyze	the	comments	of	the	content,	the	mentioned	coding	scheme	was	developed.	Part	

of	Carroll’s	VT4	framework	concerning	tone	was	applied	(Carroll,	2014)	as	a	way	of	categorizing	every	

single	comment	from	the	sample	sizes.	While	originally	being	a	tool	for	analyzing	news,	the	idea	of	

looking	at	the	tone	of	the	comment	fit	the	research	well.	This	decoding	of	comments	analyzed	how	

the	audience	engaged	in	conversation	on	the	content,	and	more	specifically	what	they	commented	

about.	The	comments	analyzed	were	divided	into	the	proposed	categories:	

-	Positive	tone	towards	celebrity	

-	Negative	tone	towards	celebrity	

-	Positive	tone	towards	company	

-	Negative	tone	towards	company	

-	Conversations	

Was	counted	when	a	conversation	between	followers	was	initiated	in	the	content. 

-	Tags	

Was	counted	whenever	a	fan	had	tagged	a	friend	to	see	the	content.	

-	Spam	

Was	counted	whenever	the	user	had	repeatedly	written	the	same	thing,	and	or	advertised	for	

something	else	instead	of	engaging	with	the	content.	

-	Non	Applicable	

Was	counted	when	the	language	was	untranslatable,	making	it	unable	to	be	coded	in	relation	to	the	

coding	scheme.	
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2.3.1.5.3	Comments	sample	size	

The	total	amount	of	comments	analyzed	from	the	celebrities’	social	media	platforms	was	2450.			

If	the	celebrity	had	an	obscene	amount	of	comments	a	large	sample	size	was	used.		

 
 Jennifer	Lopez Rita	Ora DJ	Khaled Justin	Bieber 

Instagram 419 295 292 300 

Facebook 250 41 92 300 

Twitter 213 41 7 200 

Total 882 377 391 800 

(Figure	2)	(Appendix	1)	

The	data	size	for	each	individual	piece	of	content	analyzed	is	either	reflective	of	all	comments,	or	a	

large	percentage	of	the	total	amount	of	comments.	Because	of	this,	the	data	size	can	be	considered	

highly	reflective	of	the	total	comments	investigated.	

 

2.3.1.6	Considerations	–	Content	analysis	

Due	to	how	social	media	is	designed,	it	is	only	possible	to	obtain	deep	analytical	insides	on	content	if	

you	are	the	owner	of	that	content.	Because	of	this,	the	content	analysis	was	conducted	by	

subjectively	analyzing	a	large	sample	of	the	comments	to	a	certain	piece	of	content.	This	was	touched	

upon	in	the	section	regarding	the	coding	scheme.	Due	to	this,	the	analysis	is	based	on	a	subjective	

categorization	of	the	comments.	This	is	a	result	of	a	perceived	reality,	as	well	as	an	interpretation	and	

of	social	interactions	on	social	media	platforms.	

	 	 	 	 	 	

2.3.1.6.1	Validity	&	Reliability	

“Establishing	validity	is	best	regarded	as	a	two-step	process.	The	first	step	is	to	develop	a	coding	

scheme	that	guides	coders	in	the	analysis	of	content.	If	the	scheme	is	faithful	to	the	theory	it	is	

regarded	as	a	valid	coding	scheme.	The	second	step	is	to	assess	the	decisions	made	by	coders	against	

some	standard.	If	the	codes	match	the	standard	for	correct	decision	making,	then	the	coding	is	

regarded	as	producing	valid	data”	(Potter	&	Levine,	2009:266).	
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2.3.1.6.2	Developing	the	coding	scheme	

For	the	content	analysis	a	coding	scheme	was	developed	and	consisted	of	rules	on	how	to	put	the	

observations	into	the	correct	data	categories.	A	lot	of	the	validity	lies	in	the	coding	scheme.	Because	

of	this,	the	coding	system	needs	to	be	logically	consistent	and	the	categories	to	be	clearly	defined	

(Potter	&	Levine,	2009:266).	This	is	why	the	coding	scheme	was	created	together	in	order	for	the	

comments	and	posts	to	be	observed	and	categorized	in	the	same	way	regardless	of	who	the	observer	

was.	“The	scheme	must	allow	the	coder	to	record	the	socially	constructed	reality	as	represented	by	the	

actors	being	observed	and	recorded”	(Potter	&	Levine,	2009:266).	A	discussion	of	the	different	types	

of	comments	and	posts	took	place	and	it	was	agreed	that	if	in	slight	doubt,	a	mutual	decision	about	

the	comment	or	post	was	made.	

	

2.3.1.6.3	Standard	for	the	coded	data	

A	key	consideration	when	working	with	a	coding	scheme	is	who	the	standard	is	set	by.	In	this	case	

“experts”	must	set	the	standard	(Potter	&	Levine,	2009:270).	Experts	are	best	able	to	fully	understand	

the	correct	application	of	the	coding	rules,	because	they	created	them	–	in	this	case	the	experts	are	

the	researchers.	The	researchers	did	the	observation	because	they	understood	the	rules.	The	rules	

were	designed	in	a	way	to	narrow	down	the	degree	of	interpretation,	so	the	researchers	were	able	to	

make	a	correct	categorization	of	the	content.	

Reliability	can	be	boiled	down	to	three	distinct	reliability	tests	when	conducting	a	content	analysis:	

Stability,	reproducibility,	and	accuracy	(Potter	&	Levine,	2009:270).	"Stability	is	the	degree	to	which	a	

process	is	invariant	or	unchanging	over	time"	(Potter	&	Levine,	2009:270).	In	relation	to	this,	the	

stability	will	only	change	if	an	administrator	actively	deletes	comments	or	posts.	The	researchers	did	

not	make	the	same	judgment	again	at	a	later	point,	as	the	time-frame	of	the	research	was	limited.	

This	means	that	the	judgments	would	quite	possibly	be	a	reflection	of	previous	memory.	However,	

this	needs	to	be	regarded	as	a	limitation	in	the	procedure,	as	the	researchers	have	no	control	over	the	

content	analyzed,	and	could	be	altered	at	a	later	time.	
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When	looking	at	reproducibility,	it	is	again	unknown	whether	the	research	can	be	fully	replicated.	

"Reproducibility	is	the	degree	to	which	a	process	can	be	recreated	under	varying	circumstances,	at	

different	locations,	using	different	coders"	(Potter	&	Levine,	2009:271).	Complete	reproducibility	

would	not	be	possible,	but	with	the	guidelines	and	the	coding	schemes,	it	can	be	assumed	that	the	

use	of	different	coders	would	produce	the	same	judgment	with	little	difference.	This	can	be	argued	

because;	“the	key	to	consistency	of	coding	projective	content	is	cuing	all	coders	to	use	the	same	

schema”	(Potter	&	Levine,	2009:271).		Due	to	these	considerations,	the	content	analysis	can	be	

regarded	somewhat	reliable.	

In	order	to	assure	accuracy,	the	expert	set	coding	rules	of	the	research	that	was	to	be	conformed	to.	

"Accuracy	is	the	degree	to	which	a	process	functionally	conforms	to	a	known	standard,	or	yields	what	

it	is	designed	to	yield"	(Potter	&	Levine,	2009:271).	In	relation	to	this,	coders	judgment	is	compared	to	

the	expert’s	standard,	this	would	be	possible	as	there	is	an	expert	standard	and	can	be	reproduced	by	

other	coders.	The	biggest	threat	to	accuracy	would	be	a	misapplication	of	the	coding	rules.	

The	coding	was	tested	by	the	researchers	through	how	the	comments	and	posts	were	categorized.	

The	comments	and	posts	were	categorized	the	same	way	by	both	researchers.	One	problem	that	

came	up	during	the	testing,	was	when	people	commented	in	languages	that	could	not	be	translated.	

This	is	why	the	category	‘non-applicable’	was	applied	to	accommodate	the	problem.	This	means,	that	

if	a	coder	understood	some	of	these	languages	in	a	re-tests	scenario,	the	results	would	be	slightly	

different.		

2.3.2	Qualitative	method	-	Interviews	

The	qualitative	method	consists	of	in-depth	interviews	with	corporate	representatives	conducted	

through	epistemological	hermeneutics.	The	in-depth	interviews	were	conducted	to	gain	deeper	

insights	into	the	thoughts	behind	celebrity	branding	and	how	corporations	manage	social	media.	The	

interviews	were	also	curious	about	their	own	perception	of	themselves	and	the	digital	engagement.	

Because	all	the	in-depth	interviews	were	conducted	with	professionals	within	the	subject	at	hand,	

they	can	be	considered	to	be	quite	credible	and	representative	sources	of	information.	
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The	reasoning	for	choosing	the	qualitative	method	comes	from	the	wish	to	analyze	in	depth.	The	

qualitative	interviews	give	the	opportunity	for	a	deeper	understanding	of	the	interviewed	and	their	

view	on	the	subject	matter	(Kvale,	2007:51-53).	The	interviews	were	conducted	through	semi-

structured	face-to-face	interviews.	The	interviews	seek	to	understand	the	interviewee’s	life-world	in	

comparison	to	the	chosen	themes	(Kvale,	2007:51-53). The	semi-structured	interview	was	chosen	

because	of	its	ability	to	create	a	freer	flow	of	conversation,	and	hereby	give	an	even	deeper	

understanding	to	the	answers	(Tanggaard	&	Brinkmann,	2010:36-37).	This	interview	technique	is	also	

known	as	probing	(Hargie,	2017:143)	The	goal	of	the	interviews	was	to:	

	

Interview	(B&Oplay)		

-	Gain	knowledge	of	their	social	media	marketing.	

-	How	they	perceive	their	digital	engagement.	

-	How	they	view	the	celebrity	they	used	for	the	branding	of	a	product	or	product	line. 

	

Industry	interview	(Label)	

-	Gain	Knowledge	of	the	endorsement	process	from	the	artist	side.	

-	What	makes	an	artist	attractive	for	brands.	

-	How	they	perceive	the	process	and	development	of	celebrity	endorsement	on	social	media.		

 

2.3.3	Considerations	-	Interviews	

In	the	development	of	the	interview	guides,	finding	respondents,	and	conducting	the	interview,	

considerations	were	made	to	strengthen	the	validity	and	reliability	of	the	interviews.		

	

2.3.3.1	Interview	guide	

Doing	the	interviews	a	lot	of	considerations	were	made	in	regard	to	the	interview	guide	as	”the	

interview	guide	is	the	core	of	the	in-depth	interview.	This	is	what	is	used	to	manage	the	interview	and	

it	determines	what	data	the	interviewer	ends	up	collecting.	This	is	why	the	construction	of	a	good	

interview	guide	is	essential	to	a	good	study.”	(Rasmussen	et.	al,	2006:	100). 
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The	interview	guides	take	their	beginning	in	research	questions,	which	are	the	questions	that	are	

wanted	answers	to	(Kvale,	2007:58-59).	From	that,	a	series	of	open	interview	questions	were	

developed.	The	goal	was	to	let	the	interviewee	answer	as	freely	as	possible,	and	through	that	receive	

their	subjective	opinion	on	the	topic	(Kvale,	2007:60).	By	applying	the	semi-structured	form	to	the	

interview,	it	was	possible	to	ask	follow	up	questions	in	the	form	of	probing	(Hargie,	2017:143-147).		

	

2.3.3.2	Respondents		

As	mentioned	above,	two	types	of	interviews	were	conducted.	One	interview	was	aimed	at	gaining	

information	of	the	companies	in	the	chosen	campaigns,	while	the	other	interviews	were	made	to	get	

industry	opinions	on	celebrity	branding.	It	was	originally	attempted	to	find	corporate	representatives	

of	all	four	brands,	but	that	proved	to	be	impossible	as	not	all	of	the	brands	had	a	Danish	branch	

available	to	contact,	and	the	US/UK	branches	did	not	reply	to	requests.	The	corporate	representative	

interviewed	was	hands	on	with	the	endorsement	through	social	media	or	had	in-depth	knowledge	of	

the	whole	decision	making	process.	The	corporate	representative	interviewed	was:	

-	Victor	Thoft,	Former	Global	Brand	and	Marketing,	B&Oplay	(Appendix	4).	

	

To	gain	insights	into	perspectives	of	celebrity	branding	and	social	media	processes,	interviews	were	

conducted	with:	

-	Emil	Valnert,	Head	of	Brand	Partnership,	Warner	Music	Denmark.	(Appendix	6)	

-	Anne	Hedegaard,	Digital	Marketing	Manager,	Warner	Music	Denmark.	(Appendix	5)	

These	interviews	were	done	in	order	to	obtain	knowledge	of	both	sides	of	endorsement	deals,	and	

the	use	of	celebrities	as	a	branding	tool	on	social	media.		

	

2.3.3.3	Interview	process	

During	the	interviews	it	was	a	focus	for	the	interviewer	to	be	very	aware	of	allowing	the	respondents	

to	contribute	as	freely	as	possible.	This	was	important,	as	the	expert	was	assumed	to	have	much	

insightful	experience	with	the	topic	at	hand.	This	is	why	the	interviews	were	conducted	with	a	semi-
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structured	approach.	Additionally,	approach,	with	a	free	and	open-ended	conversation,	means	that	

the	interviewer	could	put	aside	his	own	prejudgment,	and	properly	insert	himself	into	the	perceived	

reality	of	the	interviewee.	

 

Because	the	interviewers	had	prior	knowledge	of	the	subject	due	to	working	in	the	industry,	there	

was	an	on-going	focus	on	being	aware	of	any	prejudgment,	in	order	to	continuously	keep	the	

interview	open	for	new	input.	This	was	also	a	reasoning	for	the	semi-structured	interview	as	it	

presented	a	better	chance	at	being	able	to	dig	into	topics	that	challenged	prior	knowledge.	

 

All	of	the	interviews	were	made	on	the	interviewee’s	premise	so	that	they	felt	the	most	comfortable.	

This	was	done	in	order	to	create	a	relaxed	interview	atmosphere.	Additionally,	because	the	

interviewees	were	colleagues	of	the	interviewer,	the	interviews	were	aimed	at	a	natural	conversation	

with	a	free	flowing	stream	of	reflections,	in	order	for	the	interviewee	to	answer	as	intuitively	as	

possible.	This	could	have	been	the	reason	for	the	natural	conversations,	rather	than	a	biased	

questioning	situation.	It	should	thus	be	expected	that	the	interview	could	have	gone	differently	

depending	on	the	interviewee	and	what	things	the	respondent	said,	as	well	as	what	the	interviewer	

chose	to	follow	up	on. 

	 	 	 	  

2.3.3.4	Transcription	process	

The	interviews	were	recorded	as	audio	files	and	listened	to	afterwards	to	detect	if	all	of	the	interview	

was	recorded	correctly.	All	of	the	interviews	were	transcribed	word	for	word,	making	it	possible	to	

make	precise	quotes	when	analyzing.	In	relation	to	this,	it	is	important	to	note	that	the	interviews	

were	conducted	in	Danish,	but	translated	into	English	when	quoted	throughout	the	thesis.	

	  

2.3.3.5	Validity	&	Reliability	

An	important	consideration	when	using	qualitative	methods	is	the	assessment	of	the	research	validity	

and	reliability.	“Validity	determines	whether	the	research	truly	measures	that	which	it	was	intended	to	

measure	or	how	truthful	the	research	results	are.	In	other	words,	does	the	research	instrument	allow	
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you	to	hit	"the	bull’s	eye"	of	your	research	object?”	(Golafshani,	2003:599).	Reliability	is	“…The	extent	

to	which	results	are	consistent	over	time	and	an	accurate	representation	of	the	total	population	under	

study	is	referred	to	as	reliability	and	if	the	results	of	a	study	can	be	reproduced	under	a	similar	

methodology,	then	the	research	instrument	is	considered	to	be	reliable”	(Golafshani,	2003:598).	

	

Validity	can	be	evaluated	by	the	quality	of	seriousness	in	the	documentation	of	the	used	methods,	

and	if	the	used	interpretations	is	relevant,	reliable	and	credible.	Because	of	this,	the	validity	is	a	

central	point	when	using	qualitative	methods.	The	qualitative	research	is	structured	through	an	

interview	guide.	This	gives	the	researchers	the	ability	to	compare	the	interviews	when	looking	at	the	

different	cases.	When	doing	interviews,	there	is	a	lot	of	communication	filters	and	misinterpretations.	

Due	to	this	tendency,	it	was	made	sure	that	the	respondents	understood	the	questions.	The	

interviews	were	done	by	the	researchers,	which	assures	that	there	is	a	knowledge	about	the	theme.	

This	further	ensures	that	the	right	questions	were	asked	and	that	some	of	the	questions	would	be	

rephrased	in	case	the	answer	to	the	question	did	not	relate	to	the	underlying	meaning	of	the	

question.	

Reliability	refers	to	the	ability	to	recreate	the	research	results	if	the	interviews	were	done	

again.	Therefore,	it	is	often	harder	to	assess	the	reliability	in	qualitative	interviews,	because	the	exact	

same	interview	would	not	be	possible	to	recreate.	This	is	why	it	is	important	for	the	interviewers	to	

make	a	structure	around	themes	and	questions.	The	interviewer	has	transcribed	because	there	are	

some	reliability	problems	when	a	third	party	transcribes	a	given	interview	(Golafshani,	2003:598).	The	

whole	interview	was	transcribed	by	the	interviewer	himself	in	order	to	assure	accuracy,	and	to	

strengthen	the	reliability	as	much	as	possible.	
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2.4	Secondary	data	

The	thesis	has	also	taken	secondary	data	into	use.	The	secondary	data	used	in	this	thesis	includes:	

peer-reviewed	articles,	internet	sources,	literature	databases	and	various	academic	books	on	the	

subject.	Applying	secondary	data	can	have	an	influence	on	the	validity	of	the	findings,	as	some	web	

sites	might	leave	out	some	aspects	of	the	data	used	in	order	to	put	on	a	certain	agenda.	At	the	same	

time,	it	is	important	to	review	where	the	data	of	the	articles	were	found.	Therefore,	the	articles	and	

its	data	used	in	this	thesis	have	been	reviewed	before	use,	in	order	to	make	sure	that	the	data	comes	

from	official	sources,	with	the	goal	of	making	the	outcome	as	valid	as	possible.	

 
2.5	Sub-conclusion	–	Methodology	

To	conclude,	this	thesis	builds	on	a	content	analysis,	as	well	as	in	depth	interviews	with	industry	

professionals	in	order	to	answer	the	problem	statement.	The	methodology	section	explained	that	the	

thesis	is	built	mainly	around	the	social	constructivist	paradigm.	This	means	that	the	way	data	in	the	

content	analysis	was	approached	was	done	through	a	perception	that	builds	on	understanding	and	

decoding	social	contexts.	Additionally,	the	hermeneutical	paradigm	was	also	applied	when	conducting	

the	interviews,	as	the	in-depth	interviews	were	constructed	in	order	to	gain	deep	inside	knowledge	of	

how	the	individual	perceived	the	topic	at	hand.	The	research	is	primarily	driven	by	a	deductive	

approach,	as	the	hypotheses	and	research	was	based	on	the	theoretical	framework	as	well	as	insider	

knowledge	from	the	music	industry.	Relating	to	this,	the	thesis	is	primarily	theory	driven,	as	most	of	

the	research	was	based	on	the	theoretical	framework.	During	the	data	collection	for	the	content	

analysis,	several	considerations	were	made.	Here	the	three	crucial	social	media	platforms	were	found	

to	be	Instagram,	Twitter	and	Facebook.	The	campaigns	and	celebrities	were	chosen	based	on	the	

amount	of	data	that	was	available	to	retrieve.	Here	the	four	campaigns	were	B&Oplay	x	DJ	Khaled	-	

B&O	Play	H6	with	DJ	Khaled,	Calvin	Klein	x	Justin	Bieber	#MyCalvins,	L’Oréal	Paris	x	Jennifer	Lopez,	

and	Rimmel	London	x	Rita	Ora.	The	content	analysis	findings	were	decoded	through	an	original	

coding-scheme,	which	had	to	be	agreed	on	by	both	researchers	in	order	to	strengthen	the	validity.	

Additionally,	in	the	process	of	creating	and	executing	the	interviews,	considerations	were	made	as	
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well.	The	interviews	were	conducted	based	on	semi-structural	interview-guides,	facilitating	a	freer	

flowing	and	intuitive	conversation.	

3.	Theoretical	framework	–	Celebrity	branding	

The	section	of	theory	will	introduce	the	reader	to	the	theoretical	foundation	that	the	traditional	

brand	fit	theory	will	be	studied	from.	This	will	be	done	to	answer	sub-question	1	of	the	thesis.	The	

section	starts	off	by	explaining	the	overall	foundation	of	traditional	celebrity	branding,	and	how	brand	

fit	has	an	impact	on	the	outcome.	Secondly,	the	TEARS	model’s	five	attributes	aimed	at	finding	the	

right	celebrity	is	reviewed.	Next,	the	meaning	transfer	model	explains	how	meaning	transfers	from	

the	brand	to	the	celebrity,	and	then	to	the	consumer	through	advertisement.	Lastly,	the	theory	of	

eclipsing	is	reviewed,	which	talks	about	how	a	lack	of	brand	fit	can	potentially	lead	to	consumers	

developing	stronger	attachments	to	the	celebrity	instead	of	the	company.		

 

3.1	Celebrity	branding	

In	modern	marketing	the	use	of	celebrity	branding	is	used	often	as	a	branding	strategy.	It	consists	of	

famous	people	who	lets	a	product	or	campaign	use	their	name	and	image	to	strengthen	their	brand.	

McCracken	(1989)	defines	a	celebrity	endorser	as	follows:	“any	individual	who	enjoys	public	

recognition	and	who	uses	this	recognition	on	behalf	of	a	consumer	good	by	appearing	with	it	in	an	

advertisement.”	(McCracken,	1989:	310).	

	

The	overall	premise	of	celebrity	branding	and	advertisement	in	general	is	that	certain	meaning	can	be	

transferred	to	the	consumer	through	the	use	of	a	brand	(McCracken,	1986:71,74-75).	”The	argument	

is	that	the	endorsement	process	depends	upon	the	symbolic	properties	of	the	celebrity	endorser.	Using	

a	”meaning	transfer”	perspective,	these	properties	are	shown	to	reside	in	the	celebrity	and	to	move	

from	celebrity	to	consumer	good	and	from	good	to	consumer.”	(McCracken,	1989:	310).	

When	consumers	are	purchasing	a	product	they	are	not	only	purchasing	it	for	its	use	or	its	

performance,	but	also	the	social	meaning	which	is	associated	with	the	product,	e.g.	prestige,	style	or	
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environmental	standpoints.	The	consumer	uses	brands	to	construct	their	own	identity	in	the	social	

environment	(McCracken,	1986:74-75).	

	

These	brand	associations	are	socially	constructed	through	advertisement.	In	advertisement	the	use	of	

celebrity	branding	will	help	clarify	the	meaning	of	the	brand,	as	consumers	have	a	tendency	to	

develop	stronger	associations	with	humans	than	they	do	with	products	and	brands	(Thomson,	

2006:1).	This	means	that	the	company	uses	the	consumer’s	association	with	the	celebrities	through	

its	endorsements,	so	that	associations	of	the	celebrity	is	transferred	to	the	company	brand.	In	this	

instance	it	is	important	for	the	company	that	the	features	the	celebrity	is	known	for,	is	something	the	

target	audience	finds	appealing.	This	will	ensure	that	the	target	audience	resonates	with	the	company	

brand.	

	

As	mentioned	before,	the	things	that	the	target	audience	will	favor	depends	on	who	the	target	

audience	identify	with	or	who	they	want	to	be	identified	with	(O’Cass	&	McEwen,	2004:26).	

Celebrity	branding	may	be	a	solution	for	the	brand	to	reach	its	target	audience	because	of	the	

associations	the	target	audience	has	with	the	celebrity.	The	celebrity	could	be	able	to	tell	the	

company’s	story,	giving	the	consumer	a	story	that	they	are	able	to	relate	to	and	associate	the	

company	brand	with.	This	relates	to	the	previous	statement	that	it	is	easier	for	consumers	to	form	a	

bond	with	humans	than	it	is	to	an	object.	Celebrity	branding	could	be	a	helpful	tool	when	influencing	

the	consumer’s	emotions	and	feelings	towards	a	company.	

		

The	field	that	is	celebrity	endorsement	has	been	heavily	researched	the	past	decades.	However,	its	

findings	and	opinions	has	been	different	in	regards	to	how	celebrity	branding/endorsement	works	

and	how	it	is	to	be	used.	There	is	no	big	difference	in	the	argument	that	celebrities	can	have	a	positive	

effect	on	awareness	and	recall,	and	that	they	are	a	great	marketing	tool	when	it	comes	to	gaining	the	

attention	of	consumers,	as	Kaikati	(1987)	states:	“Intensifying	competition	for	consumers'	

consciousness	and	the	proliferation	of	new	products	are	persuading	more	marketers	to	hire	attention-

grabbing	media	stars…”	(Kaikati,	1987:96).	
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Thomson	(2006)	refers	to	celebrity	brands	as	a	‘human	brand’.	Consumers’	strong	attachment	to	

celebrity	brands	or	human	brands	are	dependent	on	several	fundamental	human	needs	and	social	

mechanisms.	Boon	and	Lemore	(2001)	identified	that	in	order	for	a	celebrity	to	resonate	with	a	

consumer,	that	consumer	needs	to	be	at	least	minimally	attracted	to	that	celebrity	in	one	way	or	

another.	Berman	and	Sperling	(1994)	identified	that	in	order	for	an	attachment	to	grow,	there	is	a	

need	for	repeated	human	interaction	between	the	consumer	and	the	celebrity.	It	is	not	only	the	

amount	of	these	interaction	that	provides	a	stronger	attachment,	but	also	the	quality	of	these	

encounters.	Thomson	expands	on	this	point,	suggesting	a	need	for	companies	to	make	the	human	

brand,	which	is	attached	to	their	brand,	more	approachable	to	the	consumers	(Thomson,	2006:13).	

Making	human	brands	more	approachable	does	not	only	increase	the	popularity	of	the	human	brand	

(Fielding,	2005),	but	also	strengthen	the	relation	to	the	celebrity	as	well	as	the	company	brand	itself	

(Silvera	and	Austad,	2004).		

	

In	celebrity	endorsement	deals,	a	key	factor	is	the	perceived	authenticity	of	the	celebrity	brand	

involved,	which	can	also	be	related	to	the	credibility	of	the	endorser.	Cole	and	Leeds	(1999)	found	

that	celebrities	that	are	considered	authentic	are	immediately	more	believable	and	truthful	to	the	

consumer.	Tolson	(2001)	elaborates	on	this	point	stating	that	authenticity	is	best	built	by	a	gradual	

process,	as	opposed	to	an	endorsement	deal	that	seems	rushed,	which	can	be	perceived	as	just	a	

‘quick	earning’	for	the	celebrity.	

	

Another	important	factor	in	relation	to	this	is	the	perceived	competence	of	the	celebrity	endorser.	

According	to	Thomson,	the	perceived	competence	does	not	have	an	influence	on	the	attachment	

process	between	the	consumer	and	the	celebrity	brand.	However,	an	endorser	that	portrays	

incompetence	of	the	subject	which	the	company	brand	is	dealing	with	can	potentially	transfer	a	

decrease	in	perceived	competence	of	the	company	brand	(Thomson,	2006:13-14).	This	concept	is	

referred	to	as	meaning	transfer	which	was	developed	by	McCracken	(1989),	and	is	one	of	the	most	

central	theories	in	celebrity	branding.	His	literature	on	this	will	be	explained	in	a	later	section.	
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3.2	Brand	fit	

One	thing	that	all	academics	are	agreeing	on,	with	different	variations,	is	the	fact	that	the	celebrity	

and	company	brand	must	‘fit’	together.	The	following	section	will	explain	the	founding	literature	of	

the	‘fit’	term	and	how	it	is	assessed	by	scholars.	

	

A	number	of	marketing	criteria	are	used	to	determine	whether	the	celebrity	is	a	fit	to	the	company	or	

not.	Some	of	them	are	“…attractiveness,	honesty,	age-group	association,	popularity,	recognizability,	

and	likability”	(Kamins	&	Gupta,	1994:570).	However,	the	use	of	a	celebrity	does	not	guarantee	an	

effective	ad.	The	ad’s	effectiveness	is	connected	to	how	well	the	image	and/or	personality	of	the	

celebrity	fits	the	product,	the	company,	and	the	selling	idea	(Kamins	&	Gupta,	1994:570).	This	fit	is	

crucial	in	the	creation	of	an	effective	advertisement.	This	‘fit’	has	been	explained	in	many	different	

ways.	McCracken	(1989)	explains	the	term	‘fit’	by	stating	that	there	has	to	be	a	natural	coherence	

between	the	company’s	symbolic	properties	and	the	celebrity’s.	Kamins	explains	‘fit’	as	a	‘match-up’	

and	that	it:	“implies	a	need	for	congruence	between	product	image	and	celebrity	image”	(Kamins,	

1990:5).	Whereas	Misra	&	Beatty's	explains	‘fit’	by	arguing	that	it	consists	of	the	fact	“…that	the	highly	

relevant	characteristics	of	the	spokesperson	are	consistent	with	the	highly	relevant	attributes	of	the	

brand”	(Misra	&	Beatty's,	1990:161).	

	

The	importance	of	this	‘fit’	between	celebrity	and	company	has	been	researched	by	many	others,	and	

various	terminology	has	been	used	to	describe	the	term	‘fit’.	Fleck	&	Korchia	(2009)	mentions	that	

terms	such	as	congruence,	coherence,	appropriateness,	fit,	link,	‘match	up	effect’	and	others	all	

describe	the	same	general	concept.	To	avoid	confusion	between	the	terms,	‘fit’	will	be	used	

throughout	the	thesis.	

 

3.3	TEARS	Model	–	Celebrity	attributes.	

The	TEARS	model	is	a	consideration	tool	for	picking	the	right	celebrity	endorser.	When	looking	at	fit	it	

is	important	to	evaluate	the	attributes	of	the	celebrity,	and	the	role	they	play	in	finding	the	right	

celebrity	to	facilitate	effective	communication.	Shimp	says	that:	“Extensive	research	has	
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demonstrated	that	two	general	attributes,	credibility	and	attractiveness,	contribute	to	an	endorser’s	

effectiveness,	and	that	each	consists	of	more	distinct	sub-attributes”	(Shimp,	2007:304).	These	

attributes	are	trustworthiness	and	expertise,	which	are	dimensions	of	credibility.	Physical	

attractiveness,	respect,	and	similarity	are	components	to	the	general	concept	of	attractiveness	

(Shimp,	2007:304).	

 

3.3.1	Credibility:	The	process	of	internalization	

In	it	most	basic	sense,	credibility	is	the	assessment	of	whether	a	celebrity	can	be	considered	

believable	and	trustworthy.	When	an	endorser	is	perceived	credible	the	audience’s	attitude	is	

changed.	Shimp	(2007)	explains	this	through	a	process	called	internalization.	It	occurs	when	the	

receiver	accepts	the	endorser’s	beliefs	as	their	own.	This	attitude	is	kept	if	the	endorser	is	forgotten	

or	even	changes	position.	

	

Two	important	sub-attributes	to	credibility	are:	

-	Trustworthiness	

-	Expertise.	

 

Trustworthiness	refers	to	the	honesty,	integrity,	and	believability	of	a	celebrity.	

Though	expertise	and	trustworthiness	are	not	mutually	exclusive,	often	a	particular	celebrity	is	

perceived	as	highly	trustworthy	but	not	a	direct	expert	(Shimp,	2007:304).	Celebrity	trustworthiness	is	

a	reflection	of	how	much	faith	the	audience	members	has	in	what	the	celebrity	endorser	has	to	say.	

The	audience’s	perception	of	the	celebrity’s	trustworthiness	lies	in	how	the	audiences	see	the	

endorsement	motivation.	If	consumers	believe	that	the	celebrity	is	motivated	by	only	gaining	

something	for	themselves,	then	the	celebrity	will	be	less	persuasive	than	someone	who	is	perceived	

to	sincerely	believe	in	the	product	(Shimp,	2007:304).	

	

Celebrities	earn	the	audience’s	trust	through	their	professional	lives,	whether	it	being	from	movies,	

sports	or	television.	Another	source	of	the	audience’s	attitude	towards	the	celebrity	comes	from	how	
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the	celebrity’s	personal	life	is	being	portrayed	by	the	public	media	(Shimp,	2007:304).	Therefore,	the	

media	has	a	huge	influence	on	how	trustworthy	a	celebrity	is	perceived	by	the	consumer.	As	this	

thesis	is	founded	on	a	social	constructivist	view,	this	an	essential	part	of	how	the	social	reality	is	

created,	and	how	the	attributes	of	a	celebrity	are	perceived.	The	media,	and	to	some	extent	the	

celebrity,	are	able	to	convey	what	image	they	like	to	emphasize	through	e.g.	social	media.	This	

happens	through	the	articulation	of	the	celebrity	in	public	domain,	which	is	contributing	to	and	

influencing	the	socially	constructed	reality	of	the	celebrity’s	brand	and	image.	

	

It	is	celebrities	who	are	regarded	trustworthy,	by	being	honest,	believable	and	dependable	whom	

advertisers	choose	for	endorsements.	However,	when	consumers	are	faced	with	celebrity	

endorsement,	they	are	fully	aware	that	they	are	being	paid	for	it.	That	is	why	consumers	to	some	

extent	question	the	celebrity’s	motivation	for	endorsing	the	brand.	This	is	why	there	has	to	be	a	

natural	fit	between	the	celebrity	and	the	endorsed	company,	which	lead	to	expertise.	Expertise	refers	

to	the	knowledge,	experience	or	skills	possessed	by	a	celebrity	that	can	be	related	to	the	product,	and	

hereby	fit	with	the	endorsed	company.	This	also	correlates	with	the	celebrity	being	objective	as	they,	

through	their	expertise	within	the	subject,	must	believe	it	is	a	good	product	they	endorse.	Expertise	is	

a	perceived	phenomenon	rather	than	an	absolute,	meaning	that	a	celebrity	might	not	be	an	expert	in	

a	given	field.	It	all	comes	down	to	whether	or	not	the	consumer	believes	the	celebrity	to	be	an	expert.	

A	celebrity	who	is	perceived	an	expert	is	more	persuasive	in	changing	consumer	opinion	within	the	

area	of	expertise	(Shimp,	2007:304).	

	

3.3.2	Attractiveness:	The	process	of	identification	

The	second	general	attribute	of	a	celebrity	is	attractiveness,	and	means	more	than	just	physical	

attractiveness,	even	though	that	could	be	an	important	attribute.	Attractiveness	refers	to	all	

characteristics	that	consumers	perceive	in	a	celebrity	“intellectual	skills,	personality	properties,	

lifestyle	characteristics,	athletic	prowess,	and	so	on.”	(Shimp,	2007:305).	When	consumers	find	

something	in	a	celebrity	that	they	find	attractive,	then	persuasion	happens	through	identification.	
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Identification	is	when	consumers	find	a	celebrity	to	be	attractive,	and	through	this	attraction	they	

identify	with	the	celebrity.	Through	this	identification	they	tend	to	adapt	the	celebrity’s	attitude,	

behaviors,	interests	or	preferences.	The	TEARS	model	has	broken	the	general	concept	of	

attractiveness	into	three	sub-attributes:	

-	Physical	attractiveness	

-	Respect	

-	Similarity	

	

Physical	attractiveness	refers	to	the	physical	appearance	of	a	celebrity,	which	in	most	endorsement	

relationships	is	a	key	consideration.	In	many	instances	it	is	seen	that	it	is	not	always	the	best	players	

in	sports	who	have	the	best	endorsement	deals	as	they	might	not	be	viewed	as	physical	attractive	as	

other	players.	Because	of	this,	they	might	not	be	as	useful	as	others	for	endorsing	a	company.	The	

reasoning	for	this	is	also	found	in	other	research,	which	has	shown	that	physically	attractive	endorsers	

produce	more	favorable	evaluations	of	ads	than	less	attractive	communicators	(Shimp,	2007:305).	

Physical	attractiveness	might	vary	from	cultures.	Though	it	is	argued	that	consumers	from	the	same	

culture	look	for	the	same	features	when	considering	physical	attractiveness	(Shimp,	2007:305).	

	

Respect	is	the	second	attribute	of	attractiveness.	Respect	is	how	much	a	celebrity	is	admired	or	even	

esteemed	because	of	their	personal	qualities	and	accomplishments.	Physical	attractiveness	might	be	

considered	the	“form”	of	attractiveness,	and	respect	the	“function”.	Sometimes	function	trumps	form	

because	people	respect	them	so	much	that	their	looks	do	not	matter.	Celebrities	are	respected	for	

their	acting	skills,	athletic	accomplishments,	their	personalities	and	even	stands	on	important	societal	

issues,	whether	it	being	the	environment,	political	issues	etc.	Celebrities	who	are	respected	are	

generally	also	liked,	and	it	this	likeability	factor	that	is	able	enhance	a	company’s	brand	equity	when	a	

respected	and	liked	celebrity	endorse	a	product	or	company.	For	this	likeability	to	transfer	from	the	

celebrity	to	the	company	brand,	there	must	be	some	resemblance	of	characteristics	between	the	

celebrity	and	the	company.	
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Similarity	is	the	last	attribute	of	attractiveness,	and	represents	how	much	a	celebrity	matches	a	given	

audience	in	terms	of:	age,	gender,	ethnicity	and	so	on.	Similarity	is	an	important	attribute	due	to	the	

mere	fact	that	people	tend	to	prefer	people	who	share	common	features	and	traits	with	them.	As	

Shimp	says:	“birds	of	a	feather	flock	together”	(Shimp,	2007:306).		

	

This	is	also	a	version	of	fit,	as	the	celebrity	and	the	endorsed	company’s	target	audience	in	some	cases	

must	match	(Shimp,	2007:306).	There	is	evidence	that	a	similarity	fit	between	audience	and	celebrity	

is	important	if	the	target	audience	has	different	tastes	and	preferences	when	looking	at	attributes.	

Because	people	have	very	different	opinions	when	it	comes	to	the	likes	of	restaurants,	movies	and	

clothes,	a	celebrity	who	is	similar	to	the	audience	are	expected	to	have	a	higher	chance	of	influencing	

the	audience’s	choice	of	product	(Shimp,	2007:306).	However,	when	it	comes	to	the	audience	

members’	preference	being	very	similar,	such	as	it	is	with	services	such	as	cleaning	or	plumping,	then	

the	fit	between	the	celebrity	and	audience	similarity	is	not	that	important.	Here	it	is	the	celebrity’s	

experience	or	expertise	within	the	given	product	category	that	appears	to	have	the	highest	influence	

on	the	audience’s	attitude	and	choices	(Shimp,	2007:306).	

	

This	process	of	perceived	attractiveness	can	be	achieved	via	any	one	of	these	sub-attributes	and	does	

not	require	that	a	celebrity	has	all	of	them	simultaneously.	however,	it	goes	without	saying	that	a	

celebrity	who	do	possess	all	of	the	sub-attributes	of	attractiveness	would	have	a	high	endorsement	

potential.	The	TEARS	model	is	a	tool	to	examine	how	appropriate	a	given	celebrity	is	for	a	specific	

company.	The	model	provides	directions	to	some	of	the	key	attributes	when	creating	a	fit	between	

the	company	and	the	celebrity.	

	

3.4	McCracken	-	Meaning	transfer	model	

Another	essential	theory	in	celebrity	branding	literature	is	McCracken’s	(1989)	theory	of	meaning	

transfer	and	is	one	of	the	most	referred	to	theories	within	celebrity	branding.		
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McCracken’s	overall	argument	is:”…that	the	endorsement	process	depends	upon	the	symbolic	

properties	of	the	celebrity	endorser.	Using	a	”meaning	transfer”	perspective,	these	properties	are	

shown	to	reside	in	the	celebrity	and	to	move	from	celebrity	to	consumer	good	and	from	good	to	

consumer.”	(McCracken,	1989:	310).		

 

It	is	crucial	to	have	knowledge	of	the	inspiration	behind	the	meaning	transfer	model	to	fully	

understand	the	model.	The	meaning	transfer	model	is	partly	inspired	by	Hovland’s	(1953)	source	

credibility	model	and	McGuire	(1985)	source	attractiveness	variables	who	both	have	their	focus	on	

the	communicative	process	in	regards	to	the	credibility	of	a	source	(McCracken,	1989:310-311).	The	

source	credibility	model	has	its	focus	on	expertness	and	trustworthiness	(Hovland	et.	al,	1953:20),	

whereas	the	source’s	attractiveness	variables	has	its	focus	on	familiarity,	likability	and	similarity	of	the	

source	(McGuire,	1985:264).	The	notion	of	these	source	models	is	that	the	message	is	convincing	

when	the	mentioned	characteristics	are	possessed	by	the	source.	McCracken’s	(1989)	meaning	

transfer	model	is	based	on	these	notions,	but	takes	it	a	step	further	because	the	source-models	are	

missing	key	components,	such	as	a	cultural	aspect	which	the	source	brings	to	the	process,”In	short,	

the	source	models	tell	us	about	degrees	of	attrativeness	and	credibility	when	what	we	need	to	know	

about	is	kinds	of	attractiveness	and	credibility.”	(McCracken,	1989:312).	McCracken	views	the	

materialistic	world	we	live	in	as	a	cultural	constituted	world	(McCracken,	1989:313).	A	product	is	not	

just	a	product,	it	carries	cultural	meaning,	which	in	the	end	reflects	the	consumers’	identity.	

	

Celebrity	endorsement	is	a	special	instance	of	McCracken’s	(1989)(1986)	more	general	process	of	

meaning	transfer.	According	to	the	general	meaning	transfer	model,	there	is	a	conventional	path	for	

the	movement	of	cultural	meaning	in	consumer	societies.	

	

Meaning	begins	in	the	culturally	constituted	world,	by	the	categories	and	principles	of	the	culture.	

Meaning	transfers	to	consumer	goods	and	finally	to	the	life	of	the	consumer.	Several	instruments	

facilitate	this	transfer	of	meaning.	The	movement	of	meanings	from	the	culturally	constituted	world	

to	consumer	goods	is	accomplished	by	advertising	and	the	fashion	system.	The	transfer	of	meanings	
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from	consumer	goods	to	the	individual	consumer	is	accomplished	through	the	efforts	of	the	

consumer.	Advertising	serves	as	an	instrument	of	meaning	transfer	in	a	deceptively	simple	manner.	

The	transfer	process	begins	when	the	advertiser	identifies	what	the	intended	product	wishes	to	say	

through	its	cultural	meaning	i.e.	gender,	age,	status,	place,	lifestyle	and	time.	

	

Celebrity	endorsement	plays	a	crucial	part	in	the	meaning	transfer	process	just	described.	McCracken	

briefly	describes	the	meaning	movement	and	the	endorsement	process	in	the	figure	below.	“The	

meaning	that	begins	in	the	dramatic	roles	of	the	celebrity	comes,	in	Stage	1,	to	reside	in	the	celebrities	

themselves.	In	Stage	2,	this	meaning	is	transferred	when	the	celebrity	enters	into	an	advertisement	

with	a	product.	Some	of	the	meanings	of	the	celebrity	are	now	the	meanings	of	the	product.	In	the	

final	stage,	the	meaning	moves	from	the	product	to	the	consumer.	Celebrity	endorsement	makes	a	

very	particular	contribution	to	each	of	these	three	stages.”	(McCracken,	1989,314)	�

 

 
(Figure 3) 

 

The	effectiveness	of	the	celebrity	endorser,	when	transferring	meaning,	depends	partly	on	the	

meanings	the	endorser	brings	to	the	process.	The	number	of	meanings	celebrities	contain	are	large.	

When	looking	at	the	celebrities	it	is	essential	to	look	at	the	whole	person,	status,	class,	gender,	age,	
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lifestyle,	etc.	as	even	the	most	stereotypical	celebrities	carry	multiple	meanings.	Because	of	this,	they	

are	more	complicated	than	a	collection	of	credible	or	attractive	individuals	(McCracken,	1989:312).	

 

3.4.1	Stage	1	–	Celebrity	meaning:	

Through	the	culturally	constituted	world	it	is	possible	for	individuals	to	be	charged	with	detailed	and	

powerful	meaning.	In	this	category	of	charged	individuals,	celebrities	differ	from	anonymous	models	

who	are	used	to	bring	meaning	in	ads.	Celebrities	deliver	meanings	of	a	higher	depth	and	power	as	

they	are	charged	with	more	meaning	through	their	primary	careers.	The	contrast	between	celebrity	

and	models	is	worth	noticing.	Models	are	charged	with	meaning	and	for	most	ads	the	meaning	they	

bring	is	sufficient	as	they	offer	demographic	information	through	their	gender,	age	and	status.	

Celebrities	offer	all	these	meanings	with	more	precision.	Additionally,	they	offer	a	range	of	

personality,	lifestyle	meanings,	and	they	also	offer	configurations	of	meaning	that	a	regular	model	can	

never	possess	(McCracken,	1989:314-315).	

	

Even	when	celebrities	deliver	meanings	that	can	be	found	elsewhere,	they	deliver	them	with	higher	

clarity	as	they	awake	meanings	in	their	persona.	Making	them	a	more	powerful	media	than	

anonymous	models.	The	reason	that	celebrities	own	these	meanings	is	because	that	have	created	

these	meanings	in	the	public	stage	through	their	performances.	Celebrities	draw	these	meanings	

through	the	role	they	have	in	the	public	sphere,	whether	it	be	from	television,	movies,	sports	or	other	

careers.	The	careers	acts	like	large	ads	as	shown	in	stage	1	of	the	figure.	Each	role	they	play	brings	

them	into	contact	with	different	objects,	persons	and	contexts.	Based	on	what	the	celebrity	is	brought	

to	contact	with,	meanings	are	attached	to	them,	and	then	these	meanings	reside	in	the	celebrity.	This	

means	that	the	meaning	the	celebrity	transfers	to	the	product	was	created	through	their	role	in	e.g.	a	

movie,	their	athletic	performance,	or	a	television	performance	(McCracken,	1989:315).	

 

3.4.2	Stage	2	–	Transferring	meaning	from	celebrity	to	product:	

The	choice	of	celebrities	is	based	on	the	meanings	they	possess.	The	advertising	company	would	first	

determine	which	symbolic	properties	are	sought	for	the	product,	both	by	the	company	and	which	
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properties	are	sought	by	the	consumer.	Once	a	celebrity	is	chosen,	it	must	capture	all	meanings	it	

wishes	to	obtain	from	the	celebrity.	Celebrities	often	carry	meaning	which	are	not	sought	to	be	

transferred	to	the	product.	These	meanings	shall	be	taken	care	of	by	filling	the	advertisement	with	

people,	objects	and	contexts	that	have	the	same	meanings	as	the	celebrity	(McCracken,	1989:316).	

This	helps	select	the	exact	meanings	from	the	celebrity.	McCracken	says	that:	“The	advertisement	

must	be	designed	to	suggest	the	essential	similarity	between	the	celebrity	and	product	so	that	the	

consumer	will	be	able	to	take	the	last	step	in	the	meaning	transfer	process”	(McCracken,	1989:316).	

Hopefully	this	will	let	the	consumer	see	the	similarity	between	the	celebrity	and	product	and	are	

accepting	that	the	meaning	in	the	celebrity	are	in	the	product	(McCracken,	1989:316).	

 

3.4.3	Stage	3	–	Transferring	meaning	from	product	to	consumer:			

As	previously	touched	upon,	consumers	are	constantly	scanning	the	constituted	world	for	goods	with	

useful	meanings	to	them.	They	use	these	goods	to	portray	themselves	and	the	world.	The	object	

world	gives	the	consumer	access	to	ideas	of	gender,	class,	age,	personality	and	lifestyle	in	addition	to	

a	huge	variety	of	cultural	principles.	The	material	world	of	consumer	goods	offers	a	huge	selection	for	

the	consumer	to	choose	different	‘selves’	and	‘worlds’	from.	Consumers	are	always	present	and	

scanning	these	worlds	in	order	to	construct	their	self	(McCracken,	1989:316).	

	

For	consumers	it	is	not	enough	to	just	own	an	object	or	product	in	order	to	take	possession	of	its	

meanings	into	the	self	of	the	consumer.	However,	there	is	no	automatic	transfer	of	meaning	or	self.	In	

other	words,	the	consumer	must	claim	these	meanings	and	work	with	them	before	they	become	a	

part	of	the	self	and	world	(McCracken,	1989:317).	

	

A	general	agreement	amongst	academics	is	that	rituals	play	an	important	role	in	the	process	of	

meaning	transfer.	As	McCracken	says	“Consumers	must	claim,	exchange,	care	for,	and	use	the	

consumer	good	to	appropriate	its	meanings.	We	know	that	they	must	select	and	combine	these	

meanings	in	a	process	of	experimentation”	(McCracken	1989:317).	
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The	reason	that	celebrities	play	a	role	in	the	final	stage	of	meaning	transfer	is	because	they	have	

created	‘the	self’	in	the	public	sphere	during	the	first	stage	of	the	meaning	transfer	process.	They	

have	done	so	because	of	their	roles	in	their	career.	Consumers	have	followed	and	looked	at	the	

celebrities	as	they	have	selected	and	combined	the	meanings	contained	in	the	objects,	people,	and	

events	around	them.	The	self,	built	by	celebrities,	is	almost	always	attractive	and	accomplished	

(McCracken,	1989:317).	This	constructed	self	by	the	celebrity	is	an	example	or	inspiration	for	the	

consumer.	As	mentioned	before	consumers	constantly	move	around	meaning	from	consumer	goods	

into	their	lives	to	construct	their	self	and	world.	This	is	why	consumers	admire	people	who	have	

accomplished	this	task	of	creating	a	self	and	done	it	well.	Celebrities	are	a	proof	that	the	self-creating	

process	works	and	that	the	celebrity’s	self	is	where	the	consumer’s	self	is	going	towards.	This	means	

that	consumers	are	in	stage	1,	as	they	are	in	the	construction	of	the	self	out	of	the	meanings	supplied	

by	the	meanings	of	their	recent	and	present	roles	(McCracken,	1989:317).	However,	there	is	more	to	

the	consumer’s	creation	of	self	in	stage	3,	than	to	the	celebrity’s	creation	of	self	in	stage	1.	The	

consumer	is	not	just	admiring	the	celebrity	because	they	have	done	what	they	want	to	do,	but	

because	the	celebrity	brings	a	certain	meaning	to	the	consumer.	When	a	celebrity	enters	the	

endorsement	process	they	make	these	meanings	available	through	products,	which	the	consumers	

are	grateful	for,	and	able	to	build	a	self	from.	The	three	stages	explain	how	celebrity	endorsement	

operates	as	a	meaning	transfer	process.	

 

3.5	Eclipsing	

As	the	earlier	section	explained	through	the	meaning	transfer	model,	a	good	brand	fit	enables	a	

meaning	transfer	mechanism	between	the	celebrity,	the	company	and	the	consumer.	On	the	flipside	

of	this,	a	disharmony	or	lack	of	fit	can	also	lead	to	what	scholars	refer	to	as	eclipsing.	The	following	

paragraph	will	be	looking	at	the	findings	regarding	this	term.	

	

“Eclipsing	tends	to	occur	when	the	celebrity	evokes	stronger	attachments	than	the	focal	brand	

(Thomson,	2006);	in	other	words,	when	there	is	a	poor	match	between	the	attachment	to	the	brand	

and	attachment	to	the	celebrity.”	(Keel	&	Nataraajan,	2012:692).	
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Disadvantages	of	celebrity	branding	was	observed	in	1994	by	Abhilasha	Mehta,	who	identified	that	

ads	featuring	celebrities	tend	to	encourage	people	to	pay	attention	to	the	celebrity	rather	than	the	

company	brand	(Keel	&	Nataraajan,	2012:692).	Mehta	developed	the	Advertising	Response	Model	

(ARM),	which	looked	into	the	effectiveness	of	advertisement.	One	of	the	cases	looked	into	two	similar	

clothing	adverts,	with	the	only	difference	being	a	celebrity	being	used	in	one	case,	while	an	unknown	

model	in	the	other	(Mehta,	1994:65).	

	

In	her	analysis	she	found	that	the	two	commercials	performed	equally	based	on	her	set	parameters.	

However,	the	non-celebrity	ad	performed	much	better	in	terms	of	cognitive	responses	related	to	the	

brand,	while	the	majority	of	the	cognitive	responses	in	the	celebrity	ad	was	related	to	the	celebrity	

(Mehta,	1994:66).	Mehta	suggests	that	putting	the	product	more	into	focus	would	strengthen	the	

cognitive	responses	related	to	the	brand	in	celebrity	endorsed	commercials	(Mehta,	1994:68).	The	

focus	on	a	celebrity	and	cognitive	lack	of	responses	towards	the	company	in	celebrity	branding	is	

essentially	what	can	be	described	as	eclipsing.	

 

3.6.	Traditional	celebrity	branding	-	Summary	

To	briefly	sum	up	the	section	regarding	traditional	celebrity	branding,	the	following	theories	were	

considered	essential	to	the	theoretical	framework:	Firstly,	the	TEARS	model	was	considered	

important,	as	it	provides	grounds	for	a	fit	analysis	between	company	and	celebrity.	Secondly,	the	

meaning	transfer	model	was	reviewed,	which	can	be	considered	essential	because	it	explains	the	

mechanics	of	celebrity	branding.	Lastly,	the	term	eclipsing	explained,	which	investigates	the	

consumer’s	attachment	to	the	company	and	celebrity	in	celebrity	endorsed	campaigns.	Eclipsing	looks	

at	the	negative	impact	a	lack	of	fit	between	company	and	celebrity	can	present.	This	part	of	the	

theoretical	framework	will	be	further	touched	upon	in	the	sub-conclusion.	
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4.	Theoretical	framework	continued	-	Social	media	

The	previous	theory	section	explained	the	traditional	celebrity	branding	theory	based	on	sub-question	

1.	The	following	paragraph	will	be	looking	at	various	social	media	theory	and	literature	with	the	goal	

of	answering	sub-question	2.	This	will	be	done	in	order	to	create	a	full	theoretical	framework.	First,	

the	arrival	of	web	2.0	and	social	media	will	be	explained	along	with	the	theoretical	findings	related	to	

this.	Secondly,	electronic	word	of	mouth	(E-WoM)	and	influencer	marketing	will	be	briefly	touched	

upon.	Next,	theory	regarding	social	media	marketing	will	be	looked	at	through	theoretical	

frameworks.	Lastly,	theory	of	parasocial	relationships	will	be	looked	into.		

	

4.1	Web	2.0	and	social	media	

In	order	to	look	into	how	social	media	impacts	celebrity	branding,	it	is	first	important	to	understand	

the	fundamentals	of	social	media.	The	following	chapter	will	describe	and	explain	social	media	seen	in	

the	lights	of	the	second	generation	of	online	technology	referred	to	as	‘web	2.0’.	

	

4.1.1	From	a	‘push’	to	‘pull’	society	

Dinesen’s	(2008)	work	on	web	2.0	describes	how	this	‘evolved	stage’	of	the	internet	created	a	

fundamental	shift	in	the	power	between	company	and	consumer.	She	describes	how	society	went	

from	‘push’	to	‘pull’	in	relation	to	how	marketing	and	business	in	general	was	conducted.	The	

consumer	was	now	in	the	front	seat,	with	businesses	trying	to	keep	up	with	the	needs	of	the	

consumer	(Dinesen,	2008:17).	

	

Berthon	splits	the	idea	of	web	2.0	into	a	‘locus	of	activity,	a	‘locus	of	value’	and	a	‘locus	of	power’	

(Berthon,	2012:262):		
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(Figure 4) 

	

The	locus	of	power	explains	the	power	shift	from	company	to	consumer.	Dinesen	explains	this	shift	as	

a	result	of	the	vast	amount	of	information	that	is	now	made	available	to	the	average	consumer	

because	of	the	internet.	Additionally,	social	media	has	made	it	possible	for	consumers	to	share	

opinions,	thoughts,	or	reviews	on	products	and	brands,	which	everyone	with	an	internet	connection	

can	now	get	access	to	(Dinesen,	2008:16-17).	According	to	Dinesen,	this	has	created	a	race	between	

the	consumer	and	companies.	Consumers	are	quickly	implementing	the	new	technologies	of	web	2.0	

into	their	lives,	while	most	companies	are	struggling	to	implement	these	changes	at	the	same	pace	

(Dinesen,	2008:18).	

	

To	stay	within	the	realm	of	music,	this	can	be	exemplified	by	the	emergence	of	‘Napster’	and	

music/file	sharing	services.	These	consumer-created	services	were	met	with	strong	opposition	of	

every	business	that	made	its	money	selling	music,	film	or	anything	else	that	could	be	reduced	to	a	

downloadable	file	and	shared	accordingly	(Dinesen,	2008:19-20).	However,	over	a	decade	after,	the	

music	business	now	revolves	around	downloading	and	streaming	of	music	(IFPI,	2018).	This	example	is	

a	perfect	illustration	of	how	the	consumer	managed	to	pull	huge	corporations	like	music	labels	and	

retailers	to	rethink	their	entire	business	model,	in	order	to	meet	the	needs	of	the	average	music	

consumer.	
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The	locus	of	value	explains	how	the	rise	of	social	media	now	means	that	most	of	the	value-added	

content	is	now	created	by	the	consumer.	It	is	the	network	of	these	consumers,	which	constitute	the	

‘social’	in	social	media.	The	media	is	simply	a	vehicle	for	the	user-created	content	created	by	the	

‘creative	consumer’	(Berthon,	2012:263).	

	

The	locus	of	activity	makes	it	very	clear	that	“while	web	2.0	is	technological,	its	effects	are	sociological	

and	little	short	of	revolutionary	in	their	implications	for	businesses.”	(Berthon,	2012:262).	In	other	

words,	web	2.0	is	what	enables	social	media	and	the	increased	consumer	value	production.	

Essentially,	the	model	also	illustrates	that	‘social	media’	and	‘creative	consumers’	are	based	on	social	

interactions	between	people,	which	are	made	possible	by	web	2.0	

	

Dinesen	also	mentions,	that	the	technological	advancements	has	resulted	in	the	‘smart	consumer’.	

Referring	to	the	next	generation	in	the	western	world	as	the	‘DotNet	generation’,	it	is	argued	that	

marketing	is	digested	and	analyzed	by	the	consumer	from	a	very	early	age.	This	is	done	through	all	

the	new	technology,	which	they	were	born	into	using	(Dinesen,	2008:20).	Expanding	on	this	point,	

new	technologies,	such	as	social	media,	now	means	that	the	consumer	is	picking	and	choosing	their	

own	media	landscape.	Today,	every	consumer	has	an	opinion	that	can	be	shared	in	various	ways	on	

various	social	media	platforms	through	comments,	reviews	etc.	Dinesen	explains	that	these	

phenomena	facilitated	the	pull	society	(Dinesen,	2008:21).		

	

4.1.2	A	shift	in	credibility	–	E-WoM	

Web	2.0	also	marks	a	shift	in	credibility.	Research	shows	that	people	rely	much	more	on	‘a	person	like	

yourself’	in	their	purchase	decisions	than	they	used	to	(Dinesen,	2008:89-91).	In	fact,	according	to	the	

survey	conducted	by	Edelman,	data	shows	that	in	Europe	57%	consider	friends	and	family	to	be	a	

credible	source	of	information.	Friend	and	family	are	only	trumped	by	business	magazines	(66%)	and	

industry	reports	(63%)	(Edelman,	2006:29).	The	research	can	be	considered	indicative	of	a	general	

societal	tendency.	Fromm’s	(2013)	findings	on	how	to	do	marketing	to	millennials	also	suggest	that	
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friends	and	online-friends	are	playing	a	key	role	in	the	purchase	decision.	Research	from	Boston	

Consulting	Group	further	point	out	that	70%	of	all	millennials	involve	their	friends	in	their	buying	

decisions,	and	get	approached	by	their	friends	for	advice	as	well.	Approximately	a	15%	increase	

compared	to	earlier	generations	(Fromm,	2013:25).	

	

4.1.3	Influencer	marketing	

The	previous	section	pointed	out	the	high	influence	that	friends	have	on	millennials	during	the	

purchase	decision.	In	combination	with	social	media,	this	has	led	to	new	fields	of	marketing.	One	of	

these	is	‘influencer	marketing’.	In	many	ways,	celebrities	serve	as	an	influencer	on	social	media,	when	

being	part	of	e.g.	a	brand	partnership.	Because	of	this,	it	is	important	to	understand	the	fundamentals	

of	this	marketing	field.	The	following	chapter	will	briefly	explain	the	term,	how	it	works,	and	how	this	

is	related	to	celebrity	branding	on	social	media.	

	

Brown’s	(2008)	literature	on	influencer	marketing	views	traditional	marketing	as	partly	damaged.	This	

is	because	of	the	vast	amounts	of	advertisement	people	of	the	post-modern	society	have	digested	

over	the	years.	This	means	that	the	average	consumer	has	become	too	used	to	the	patterns	and	

persuasive	methods	of	traditional	marketing	(Brown,	2008:114).		

	

The	previous	section	pointed	out	the	high	influence	of	friends	on	millennials	during	the	purchase	

decision.	Brown	also	touches	on	this	notion	of	a	higher	influence	of	friends	on	millennials	during	the	

purchase	decision.	‘It’s	no	coincidence	that	WOM	marketing	is	rising	at	the	same	time	as	social	media	

technologies.	They	are	part	of	the	same	phenomenon	in	which	people	prefer	to	communicate	with	

other	people	on	personalised	level	and	(to	some	degree	anyway)	intimate	basis.’	(Brown,	2008:147).	

Basically,	influencer	marketing	draws	a	lot	of	similarities	to	word	of	mouth	(WoM)	marketing,	but	

additionally	holds	a	much	higher	potential	than	traditional	WoM	because	of	the	massive	reach	a	

single	person	can	have	on	social	media.	Throughout	this	thesis,	this	phenomenon	will	be	referred	to	

as	‘E-WoM’.	
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In	short,	influencer	marketing	on	social	media	is	when	companies	provide	free	products	and	

sometimes	pay	a	person,	who	is	very	popular	on	social	media,	to	promote	their	product	and	share	

their	experience	with	it.	Popular	people	on	social	media	are	referred	to	as	‘Social	Media	Influencers’	

(SMI),	and	for	the	most	successful	ones	it	is	a	full-time	job.	Freberg	defines	SMIs	as	’a	new	type	of	

independent	third	party	endorser	who	shape	audience	attitudes	through	blogs,	tweets,	and	the	use	of	

other	social	media.’	(Freberg,	2010:1).	

	

4.1.3.1	Is	a	celebrity	an	SMI?	

Celebrities,	due	to	their	large	following	on	social	media,	can	be	viewed	as	social	media	influencers	

because	of	the	massive	reach	they	have	on	social	media.	This	enables	them	to	influence	the	way	

people	talk	about	a	e.g.	product	in	a	given	social	context.	However,	what	separates	celebrities	from	

SMIs	is	the	fact	that	a	celebrity’s	large	number	of	followers	is	a	result	of	them	being	a	public	figure	

because	of	their	success	as	an	artist,	musician,	actor,	etc.	This	was	also	defined	by	Pringle	and	Binet:	

‘a	celebrity	is	known	to	be	extremely	good	at	something	beyond	appearing	in	advertising,	and	it	is	

their	outstanding	skill	in	their	chosen	field	of	endeavor.’	(Schlüschen,	2016:1941).	On	the	other	hand,	

an	influencer	is	basically	a	successful	creative	consumer	as	described	by	Berthon	(Berthon,	2012:262).	

SMIs	built	their	follower-base	by	using	social	media,	while	celebrities	utilize	social	media	to	interact	

with	their	fan-base.	It	is	important	to	define	SMIs	and	celebrities	separately,	as	celebrities	are	not	

only	judged	on	the	attributes	of	their	person,	but	also	the	attributes	of	their	primary	career	that	made	

them	a	celebrity	to	begin	with.	

	

4.2	Social	media	frameworks	

The	following	section	will	look	at	various	frameworks	in	relation	to	the	organizational	structuring	of	

social	media.	

	

4.2.1	Social	media	marketing	

Felix	(2016)	developed	a	holistic	framework,	seeking	to	tie	previous	digital	marketing	knowledge	

together,	which	he	argues	is	currently	fragmented	and	seen	out	of	context	of	each	other	(Felix,	
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2016:118).	This	framework	is	based	on	four	dimensions	of	social	media	marketing	(SMM)	scope,	

culture,	structure	and	governance.	

	

The	scope	dimension	illustrates	the	extent	to	which	a	company	uses	social	media.	Defenders	use	

social	media	to	communicate	to	very	few	stakeholder	groups,	often	in	the	form	of	one-way	

communication.	Conversely,	Explorers	are	using	social	media	for	authentic	consumer	engagement	and	

collaboration,	utilizing	the	depths	of	the	media,	while	also	including	many	different	stakeholder	

groups	(Felix,	2016:4).	According	to	Felix’	findings,	it	is	desirable	to	apply	the	explorer	strategy,	as	this	

allows	the	company	to	utilize	the	media	fully,	and	take	advantage	of	potential	opportunities	that	arise	

in	an	effective	manner	(Felix,	2016:6).	

	

The	culture	dimension	looks	at	the	company’s	relationship	with	social	media,	which	is	split	up	in	

conservatism	and	modernism.	Conservative	companies	are	considered	risk-averse	and	encapsulated	

in	their	social	media	effort.	Here,	management	is	hesitating	to	take	any	risks	in	relation	to	the	

reputation	of	the	company.	On	the	contrary,	modernist	companies’	management	is	supportive	of	the	

risks	that	may	be	involved	with	social	media	communication,	and	are	willing	to	take	risks	(Felix,	

2016:5).	Here	it	is	argued	that	consumers	are	more	willing	to	engage	with	more	modernist	SMM,	

while	a	conservative	approach	means	that	the	brand	has	more	control	over	the	content	(Felix,	

2016:6).	

	

The	structure	dimension	looks	at	how	the	social	media	marketing	is	structured.	Basically,	companies	

with	a	hierarchy	approach	has	a	single	department	in	control	of	the	social	media	efforts,	while	

companies	with	a	network	approach	see	the	benefits	of	cross-departmental	structure.	This	also	allows	

freedom	of	other	stakeholders	to	influence	the	social	media	communication	(Felix,	2016:5).	In	

relation	to	this,	a	network	approach	is	desirable	according	to	the	research	(Felix,	2016:6).	

	

Lastly,	the	governance	dimension	explains	how	centralized	the	social	media	marketing	is	within	the	

company.	Companies	operating	with	autocracy	have	extensive	guidelines	and	rules	as	to	how	SMM	
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should	be	operated	and	executed.	In	opposition	to	this,	companies	using	the	anarchy	approach	have	a	

very	free	mentality	towards	SMM,	and	let	all	employees	post	and	execute	content	at	will	(Felix,	

2016:5).	From	this,	it	was	concluded	that	a	mix	between	the	two	approaches	was	desirable	(Felix,	

2016:6).	

	

4.2.2	Digital	engagement	matrix	

Tiago	and	Veríssimo	(2014)	have	developed	a	digital	engagement	matrix	that	splits	companies	up	in	

four	different	stages	of	digital	engagement.	The	matrix	is	based	on	the	perceived	benefit	of	digital	

marketing,	and	the	digital	marketing	usage	(Tiago,	2014:707).	Companies	in	the	engagement	category	

have	a	high	perceived	benefit	perception	and	digital	marketing	usage.	This	group	emphasizes	mobile	

apps	and	social	networking	sites	in	their	digital	marketing	mix.	Companies	in	the	qualification	

category	as	classified	as	‘digital	learners’,	and	are	mostly	using	websites	but	also	social	network	sites	

at	times.	This	group	has	a	high	digital	marketing	usage,	but	a	lower	perceived	benefit	of	digital	

marketing	(Tiago,	2014:707).	The	last	relevant	category,	the	discovery	category,	are	companies	with	a	

low	digital	marketing	usage	and	benefit	perception,	which	have	a	very	limited	adaptation	of	digital	

marketing	(Tiago,	2014:708).	

	

4.3	Parasocial	relationships	

As	mentioned	in	earlier	sections,	engagement	and	online	friendships	play	a	crucial	role	in	social	

media.	The	following	section	will	be	looking	into	the	theory	behind	parasocial	relationships,	which	

was	first	explained	by	Horton	&	Wohl	(1956).	This	theory	refers	to	the	intimate	relationship	between	

audience	and	celebrity.	

	

The	relationship	between	consumer	and	celebrity,	that	are	built	through	social	media	exchanges,	can	

be	explained	by	the	theory	of	parasocial	relationships.	These	parasocial	relationships	arise	when	a	

person	is	repeatedly	exposed	to	a	media	persona,	and	through	that	develops	a	sense	of	intimacy,	

perceived	friendship	and	identification	with	the	celebrity	(Horton	&	Wohl,	1956:215-229).	
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The	theory	of	parasocial	relationships	has	been	studied	a	lot,	and	there	has	been	looked	into	a	large	

variety	of	targets	such	as	soap	opera,	TV	shopping	hosts,	talk-show	hosts	and	even	royalty	(Chung	&	

Cho,	2017:482-483).	The	original	concept	of	parasocial	relationships,	by	Horton	&	Wohl,	specifies	that	

friendship,	understanding	and	identification	as	the	key	themes.	This	friendship	is	essentially	a	mutual	

relationship	that	is	based	on	intimacy	and	liking.	The	friendship	is	formed	based	on	the	frequency	of	

contact.	Wherefore,	repeated	exposure	to	a	celebrity	leads	to	a	high	level	of	intimacy	with	the	

celebrity.	This	can	be	further	intensified	by	using	a	direct,	personal	and	intimate	way	of	

conversational	style	(Chung	&	Cho,	2017:483).	This	leads	to	the	consumer	returning	over	and	over	

again	to	either	listen	to	the	celebrities’	music,	or	view	the	TV-show	they	are	in.		This	in	turn	further	

strengthens	their	loyalty	to	the	celebrity,	causing	the	consumers	to	feel	that	they	are	actually	friends	

with	the	celebrity.	

	

The	theme	of	understanding	is	explained	as	the	degree	to	which	“the	'fan'	-	comes	to	believe	that	he	

'knows'	the	persona	more	intimately	and	profoundly…;	that	he	'understands'	his	character.”	(Horton	&	

Wohl,	1956:216).	This	increased	familiarity	and	knowledge	about	a	celebrity	creates	a	sense	of	a	

deeper	appreciation	of	the	motives	and	values	of	the	celebrity	(Horton	&	Wohl,	1956:216).	

Identification	is	the	process	of	social	influence,	where	one	person	adopts	an	attitude	or	behavior	from	

another	person	that	is	perceived	beneficial.	In	the	context	of	parasocial	relationships,	it	is	the	

attachment	between	the	fan	and	the	celebrity	that	is	reflected	in	the	attempt	to	duplicate	gestures	or	

conversational	style	(Horton	&	Wohl,	1956:217).	This	can	also	be	associated	back	to	the	last	step	of	

McCracken’s	meaning	transfer	model,	where	the	consumers	adopt	the	brand	as	a	part	of	themselves	

(McCracken,	1989:316).		

	

Social	media	are	perfect	platforms	to	promote	parasocial	relationships.	Social	media	is	a	direct	way	to	

communicate	to	the	fans,	whereas	communication	used	to	go	through	e.g.	magazine	and	talk-shows	

(Chung	&	Cho,	2017:483).	Celebrities	are	now	able	to	speak	directly	to	their	fans,	which	helps	the	fans	

feel	like	they	know	the	celebrity	personally.	By	using	first	person	when	posting,	like	“I”	and	“we”	the	
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celebrities	seem	more	approachable,	as	it	reads	as	if	they	are	talking	directly	to	the	fan	reading	the	

post.	This	further	strengthens	the	bond	between	fan	and	celebrity	(Chung	&	Cho,	2017:483).	

	

The	concept	of	parasocial	relationship,	in	a	celebrity	endorsement	context,	has	not	been	studied	by	

many.	Only	a	few	researchers	have	proved	that	parasocial	relationships	with	celebrities	have	an	effect	

on	consumer	attitude	and	behavior.	Consumers	have	been	found	to	have	a	positive	attitude	towards	

products,	and	a	strong	intention	to	purchase	products	when	these	were	endorsed	by	a	celebrity	who	

the	consumers	have	built	a	parasocial	relationship	to.		

	

Social	media	is	a	whole	new	way	of	interacting	with	the	fans	and	can	create	a	sense	of	intimacy,	

connectedness,	perceived	friendship	and	understanding	of	the	celebrity.	Frequent	interactions,	that	

are	detailed	and	tell	a	personal	story,	can	foster	and	strengthen	the	parasocial	relationship	(Chung	&	

Cho,	2017:483).	Previously,	interaction	between	the	consumer	and	the	celebrity	primarily	went	

through	mainstream	media,	which	often	did	not	include	a	detailed	or	personal	aspect	of	the	story	

(Chung	&	Cho,	2017:483).	Additionally,	celebrities	were	not	managing	the	output	of	these	channels,	

which	they	are	able	to	do	with	their	social	media	channels	today.	

	

4.4	Sub-conclusion	–	Theoretical	framework	

As	mentioned	in	the	methodology,	the	research	is	primarily	theory	driven,	which	is	why	theory	about	

traditional	celebrity	branding	and	social	media	is	used	in	the	thesis	as	the	theoretical	framework,	in	

order	to	answer	the	sub-question	1	&	2.	Sub-question	1	was	answered	by	investigating	the	traditional	

celebrity	branding	theory.	Here	it	can	be	concluded	that	a	celebrity	is	any	individual	that	has	the	

public’s	recognition,	and	uses	this	on	behalf	a	consumer	good	or	company	by	appearing	in	paid	

advertisement.	Furthermore,	celebrity	branding	consists	of	different	theories	that	feed	off	one	

another.	It	can	be	concluded	that	traditional	fit	is	being	analyzed	by	the	TEARS	model,	which	is	an	

initial	analysis	that	can	be	used	to	ensure	a	high	fit.	A	high	fit	should	in	theory	lead	to	a	great	meaning	

transfer,	which	is	illustrated	by	the	meaning	transfer	model.	Furthermore,	it	can	be	concluded	that	a	
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disharmony	in	fit	can	lead	to	eclipsing,	as	a	poor	match	between	the	attachment	to	the	celebrity	and	

company	will	lead	to	people	paying	attention	to	the	celebrity	and	not	to	the	company.	

	

Sub-question	2	was	answered	by	looking	into	various	social	media	theory,	which	could	be	applied	to	a	

celebrity	branding	context.	Here	it	was	found	that	since	the	entrance	of	web	2.0	there	has	been	a	

shift	in	power	between	company	and	consumer.	It	can	be	concluded	that	there	has	been	a	shift	from	

a	push	to	a	pull	society.	Furthermore,	it	can	be	concluded	that	with	the	changes	to	the	landscape	

created	a	shift	in	credibility,	as	millennials	trust	word	of	mouth	more	than	previous	generations.	Due	

to	this,	influencer	marketing	has	become	popular,	as	it	draws	similarities	to	WoM	marketing,	but	in	an	

online	community	context.	It	was	also	found	that	the	process	of	developing	social	media	marketing	is	

important	for	companies	that	seek	to	utilize	social	media	to	its	fullest	in	their	marketing	mix.	The	

social	media	marketing	framework	suggests	four	dimensions	that	are	crucial	to	reaching	this:	Scope,	

culture,	structure	and	governance.	Additionally,	Tiago	and	Veríssimo’s	digital	engagement	matrix	was	

briefly	explained,	as	this	could	be	used	as	a	way	to	map	companies	depending	on	their	level	of	social	

media	marketing.	Lastly,	the	notion	of	parasocial	relationships	were	looked	into,	which	suggested	that	

celebrities	that	are	personal	in	their	social	media	communication	should	be	able	to	form	stronger	

parasocial	relationships	than	the	ones	who	are	not.		

	

5.	Reflection	-	Celebrity	branding	in	the	age	of	social	media	

The	following	section	will	provide	a	reflection	upon	the	reviewed	theory	and	literature,	as	well	as	the	

implications	of	new	research	areas	social	media	have	opened	up.	When	reflecting	on	the	traditional	

celebrity	branding	and	social	media	theory	there	are	several	key	elements	of	social	media	that	could	

be	researched	in	combination	with	traditional	celebrity	branding	marketing.	This	can	be	done	in	order	

to	see	what	implications	social	media	has	had	for	celebrity	branding	today.	
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5.1	Reevaluating	the	meaning	transfer	model	

As	the	meaning	transfer	model	is	perhaps	the	most	essential	celebrity	branding	framework,	this	will	

be	the	central	point	of	research.	The	reflection	section	of	the	theory	suggested	that	web	2.0	has	

changed	the	possession	of	power	from	companies	to	consumers.	The	meaning	transfer	model	needs	

to	reevaluated	due	to	this	fundamental	change	in	company-consumer	relations.	The	following	section	

will	provide	a	new	suggested	meaning	transfer	model,	which	will	be	explained	and	illustrated.	

	

As	seen	in	(figure	3),	the	traditional	meaning	transfer	model	(McCracken,	1989)	suggests	a	linear	

three	stage	process.	In	stage	one,	culture	or	society	enables	individuals	to	become	celebrities.	In	stage	

two,	the	endorsement	process,	these	celebrities	then	transfer	their	meaning	to	the	product	

(company).	Finally,	in	stage	three,	the	endorsed	product	or	company	is	then	communicated	to	the	

consumer	through	e.g.	a	TV-commercial.	Today,	this	way	of	thinking	is	somewhat	obsolete,	as	social	

media	has	provided	new	communication	channels	not	only	for	companies,	but	also	for	celebrities.	

These	new	communication	channels	are	direct	communication	channels	from	company/celebrity	to	

consumer.	Because	of	this,	this	thesis	will	be	suggesting	a	reevaluated	meaning	transfer	model.	

 

5.2	The	new	meaning	transfer	model	

Due	to	these	reflections	mentioned	

above,	the	proposed	new	

framework	for	the	meaning	transfer	

model	in	the	age	of	social	media	can	

be	seen	to	the	left.	

	

	

	

	

	

(Figure 5)	  
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The	illustrated	framework	reflects	how	social	media	has	created	new	direct	communication	channels	

to	reach	the	consumer,	which	erodes	the	original	linear	three	stage	process.	Instead,	both	the	brand	

and	the	celebrity	is	now	communicating	e.g.	a	celebrity	endorsed	campaign,	which	raises	new	issues.	

The	dominant	flow	of	meaning	transfer	is	arguably	going	the	way	as	illustrated	above,	due	to	the	

celebrity’s	bigger	reach	and	following	on	social	media	(Appendix	2).	In	order	to	research	the	

implications	of	this	new	framework,	the	following	results	and	analysis	will	be	looking	at	four	celebrity	

endorsement	campaigns	on	social	media.	The	analysis	findings	will	later	be	discussed	through	in-

depth	interview	findings	from	social	media	and	branding	professionals	within	the	music	industry.	

	

5.3	Reflections	

With	the	meaning	transfer	model	as	the	point	of	departure	for	the	research,	this	section	will	be	

reflecting	upon	the	literature	and	theory	reviewed	in	the	theory	section,	and	how	this	could	have	an	

impact	on	the	reevaluation	of	the	meaning	transfer	model.	

	

When	looking	at	the	theory	through	a	social	constructivist	lens,	it	is	easily	argued	that	new	socially	

constructed	contexts	have	been	created	with	the	inception	of	social	media.	Social	media	today	has	

created	conditions	of	an	almost	face-to-face	social	interaction.	This	makes	ground	for	several	intimate	

relations	through	a	digital	interaction.	In	relation	to	celebrity	branding,	this	means	that	personal	

connections	can	be	made	between	fans	and	celebrities	more	frequently.	This	interaction	is	referred	to	

as	parasocial	relationships,	and	is	arguably	one	of	the	central	parts	of	the	celebrity	endorsement	

process	on	social	media.	The	reason	why	this	is	particularly	important	is	the	fact	that	people	are	

considering	their	friends,	family	and	peers	to	have	an	increased	credibility	than	previously.	

	

Also,	as	mentioned	earlier,	celebrity	branding	is	directly	communicated	to	consumers	from	both	the	

brand	and	celebrities’	social	media	channels,	which	arguably	puts	the	notion	of	fit	at	an	even	more	

important	state	than	ever.	The	TEARS	model	is	in	this	case	still	essential	in	order	to	assess	the	overall	

fit	between	celebrity	and	brand.	However,	with	the	increased	emphasis	on	social	media	as	the	main	
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tool	of	communication	of	the	celebrity	endorsement,	this	thesis	suggests	to	not	only	look	at	the	brand	

fit	in	terms	of	personality,	but	also	the	fit	between	how	a	company	and	a	celebrity	use	social	media.	

	

Additionally,	because	of	how	the	endorsement	campaign	can	be	communicated	directly	from	

celebrity	to	consumer,	this	can	arguably	facilitate	an	even	higher	degree	of	eclipsing,	as	the	meaning	

transfer	from	brand	and	celebrity	may	not	occur	in	the	sense	that	the	sender	of	the	campaign	is	the	

celebrity.	

	

5.4	Hypotheses	

With	all	of	the	above	mentioned	reflections,	and	the	theoretical	framework	in	mind,	the	following	

hypotheses	will	be	investigated	through	the	results,	analysis	and	discussion	of	the	thesis.	The	

hypotheses	are	formulated	in	order	to	answer	Sub-question	3	&	4.	

	

H1:	Brand	fit	generates	a	higher	level	of	engagement	in	celebrity	endorsed	social	media	campaigns.	

H2:	Brand	fit	facilitates	less	eclipsing	on	social	media.	

H3:	Companies	with	less	developed	SMM	creates	less	engagement	on	social	media.	

H4:	Celebrities	with	high	amounts	of	personal	posts,	have	a	high	level	of	parasocial	relationship.	

H5:	The	higher	the	level	of	parasocial	relationship,	the	higher	the	amount	of	E-WoM	is	generated.	

	

Hypothesis	1-3	are	made	in	order	to	answer	sub-question	3,	as	they	should	give	an	answer	to	the	

question	regarding	what	impact	social	media	has	had	on	the	perceived	fit	between	company	and	

celebrity.	Furthermore,	hypothesis	3	will	give	an	indication	of	the	effectiveness	of	the	SMM	in	relation	

to	celebrity	endorsement	on	social	media.	This	should	furthermore	provide	answers	as	to	whether	

SMM	should	be	implemented	into	how	the	perceived	fit	between	celebrity	and	company	is	assessed.	

Hypotheses	1-5	are	all	used	in	order	to	answer	sub-question	4,	as	they	can	be	applied	to	answer	how	

social	media	has	challenged	traditional	celebrity	branding	theory.	
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6.	Results	

The	following	section	will	go	through	the	findings	of	the	research	conducted	in	line	with	the	problem	

statement,	as	well	as	the	methodology	and	the	theory	of	science	explained	in	earlier	sections.	

	

6.1	Content	analysis	-	Social	media	identity	

The	following	section	will	be	explaining	the	results	derived	from	the	content	analysis	conducted	by	

analyzing	the	four	chosen	campaigns,	as	well	as	how	the	celebrities’	post	on	their	social	media	

channels	during	a	one-month	period.	The	period	starts	from	when	they	first	made	their	respective	

endorsement	posts.	

	

6.1.1	DJ	Khaled		

From	content	analysis	of	DJ	Khaled’s	social	media	profiles,	it	shows	that	he	overall	is	extremely	active	

on	his	social	media	profiles.	This	is	especially	true	on	Instagram	and	Twitter.	He	is	the	person	out	of	

the	four	celebrities	who	posts	the	most	on	Instagram	and	Twitter.	On	his	Twitter	he	is	mostly	posting	

about	his	career,	followed	by	almost	an	equal	amount	of	posts	that	are	personal	or	endorsing	a	

product.	However,	this	is	different	on	his	Instagram	where	he	makes	more	personal	posts	than	he	

does	about	his	career	or	endorsed	products.	He	makes	almost	an	equal	amount	of	personal	and	

endorsement	posts,	and	only	slightly	more	posts	about	his	career.		

DJ	Khaled	 Number	of	posts	 Personal	posts	 Endorsement	posts	 Career	posts	

Facebook	 28	 9	 7	 12	

Instagram	 108	 54	 37	 31	

Twitter	 309	 93	 66	 162	

(Figure 6) (DJ Khaled 4,5,6, 2018) 
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6.1.2	Rita	Ora		

From	the	content	analysis	of	Rita	Ora’s	social	media,	it	is	clear	to	see	that	her	Facebook,	Instagram	

and	Twitter	are	linked	to	one	another,	as	all	of	them	have	the	same	posts.	Twitter	has	two	more	posts	

than	Facebook	and	Instagram,	which	are	personal	posts.	Furthermore,	she	is	predominantly	making	

personal	posts,	and	are	posting	an	almost	equal	amount	of	endorsed	posts	and	posts	about	her	

career.	

Rita	Ora:	 Number	of	posts	 Personal	posts	 Endorsement	posts	 Career	posts	

Facebook	 52	 28	 15	 14	

Instagram	 52	 28	 15	 14	

Twitter	 54	 30	 15	 14	

(Figure 7) (Rita Ora 4,5,6, 2018) 

	

6.1.3	Justin	Bieber		

From	the	content	analysis	of	how	Justin	Bieber	posts	on	his	social	media	profiles,	it	is	clear	to	see	that	

he	posts	mostly	on	Twitter,	followed	by	Instagram	and	then	Facebook.	Furthermore,	the	content	

analysis	shows	that	he	is	more	personal	on	his	Instagram	than	he	is	on	Facebook	and	Twitter.	On	his	

Facebook	and	Twitter,	he	predominantly	posts	about	his	own	career,	but	he	still	does	a	large	amount	

of	personal	posts	as	well.		

	

Justin	Bieber	 Number	of	posts	 Personal	posts	 Endorsement	posts	 Career	posts	

Facebook	 18	 7	 3	 9	

Instagram	 37	 19	 11	 10	

Twitter	 64	 29	 17	 33	

(Figure 8) (Justin Bieber 4,5,6, 2018) 

 

6.1.4	Jennifer	Lopez		

From	content	analysis	of	Jennifer	Lopez	social	media	profiles,	it	shows	that	she	is	more	active	on	

Twitter,	as	she	posts	almost	three	times	as	much	there	than	she	does	on	her	other	social	media	

platforms	in	total.	She	predominantly	uses	Facebook	and	Twitter	to	promote	her	career	and	has	only	

made	two	and	four	personal	posts.	However,	her	Instagram	is	mostly	used	for	more	personal	posts	as	

more	than	half	of	her	posts	are	personal.		
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JLo	 Number	of	posts	 Personal	posts	 Endorsement	posts	 Career	posts	

Facebook	 21	 2	 2	 18	

Instagram	 38	 27	 3	 18	

Twitter	 141	 4	 7	 130	

(Figure 9) (Jennifer Lopez 4,5,6, 2018) 

 

6.2	Content	analysis	continued	-	Social	media	campaigns	

In	the	following	section	the	findings	of	the	content	analysis	will	be	presented.	The	content	analysis	

researched	four	different	celebrity	endorsed	campaign	across	three	different	social	media	platforms.		

Firstly,	a	look	into	their	social	media	and	the	follower	to	like	ratio	will	be	explained.	This	will	be	done	

in	comparison	to	the	industry	standards.	Secondly,	the	campaigns	on	each	platform	were	analyzed	in	

regards	to	how	the	followers	commented	on	the	individual	posts.		

 
6.2.1	Assessing	E-WoM		

When	testing	the	effect	engagement	has	on	E-WoM	it	is	essential	to	first	identify	how	E-WoM	is	

calculated.	For	the	hypothesis,	E-WoM	is	calculated	in	percentage,	making	it	a	scaled	representation	

in	relation	to	the	number	of	followers.	This	means	that	by	having	a	lot	of	followers	you	essentially	

need	to	have	significantly	higher	number	of	E-WoM,	in	order	to	have	a	higher	number	in	percentage.	

 
In	order	to	calculate	the	total	amount	of	tags,	when	using	a	sample	size,	the	following	formula	was	

used:		

 
                                                                Comment Quantity 
                                                                                                x Amount of Tags (or Retweets or Shares) 
                                                                      Sample Size 
 
In	order	to	look	at	the	actual	percentage	E-WoM	generated	based	on	the	total	followers,	the	

following	formula	was	used:	

                                                                Amount of Tags (or Retweets or Shares) 
                                                                                              x 100         
                                                                      Followers 
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6.2.2	Assessing	engagement	–	Follower	to	like	ratio 
When	looking	into	the	celebrities’	social	media	profiles	there,	is	no	doubt	that	they	have	a	massive	

following.	Where	it	gets	particularly	interesting	is	when	looking	at	how	many	of	their	followers	

actively	engage	with	their	posts.	If	access	to	the	Instagram	profile	was	given,	then	the	exact	number	

of	people	seeing	the	post	could	be	found.	A	way	of	receiving	an	indication	of	this	is	by	calculating	the	

follower	to	like	ratio	of	a	post.	In	this	case	the	actual	campaign	post.	A	rule	of	thumb	on	Instagram,	

when	calculating	follower	to	like	ratio,	is	that	a	number	higher	than	1%	is	good.	on	Facebook	it	should	

be	above	0.1%.	On	Twitter	it	should	be	more	than	0.05%	(Schwartz,	2017).	All	of	these	ratio	standards	

are	seen	in	relation	to	the	industry	standard	of	the	beauty	and	fashion	categories.	The	follower	to	like	

ratio	is	calculated	with	the	following	formula:             

                Likes 
                                                                                                 x 100 
                                                                              Followers 
 
The	engagement	level	will	be	considered	through	a	range	from	‘low’	to	‘high’.	An	engagement	level	is	

considered	low	when	below	industry	standard,	medium	when	around	industry	standard,	and		

high	when	clearly	above	industry	standard.	

	

6.2.2.1	DJ	Khaled	x	B&O	Play	–	H6	With	DJ	Khalid	

DJ	Khaled			 Followers	 Likes		 follower	to	like	ratio	 Engagement	level	 Shares/Retweets	

Instagram:	 9.800.000	 4907	 0,050071429	 Low	 N/A	

Twitter:	 4.000.000	 19	 0,000475	 Low	 13	

Facebook:	 3.400.000	 11000	 0,323529412	 Medium	 148	

(Figure 10) (Appendix 1) 

When	assessing	DJ	Khaled’s	follower	to	like	ratio	is	on	Twitter,	it	stands	out	from	his	other	social	

media	channels.	Here	he	only	managed	to	get	19	likes	on	his	campaign	post	from	his	four	million	

followers,	which	is	very	low.	When	looking	at	the	ratios	on	Instagram	it	is	not	getting	close	to	industry	

standard,	as	he	is	far	from	the	standard	of	1%.	It	is	only	on	Facebook	where	he	is	slightly	above	the	

industry	standard.	The	engagement	level	is	considered	‘low’	on	Instagram	and	Twitter,	and	‘medium’	

on	Facebook.	
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6.2.2.2	Rita	Ora	x	Rimmel	London	

Rita	Ora			 Followers	 Likes		 follower	to	like	ratio	 Engagement	level	 Shares/Retweets	

Instagram:	 13.200.000	 66913	 0,506916667	 Low	 N/A	

Twitter:		 6.900.000	 2072	 0,030028986	 Low	 286	

Facebook:	 5.800.000	 2700	 0,046551724	 Low	 53	

(Figure 11) (Appendix 1) 

 

When	Looking	into	Rita	Ora’s	follower	to	like	ratio,	it	is	again	evident	that	it	is	quite	low.	Facebook	is	

the	social	media	where	she	is	farthest	from	the	industry	standard.	The	ratio	on	Twitter	is	not	great	

either,	as	it	is	below	the	industry	standard.	She	has	a	better	ratio	on	Instagram,	but	with	over	13	

million	followers,	and	a	ratio	of	0.3%,	it	does	not	meet	the	according	to	the	industry	standard	of	1%.	

The	engagement	level	is	considered	‘low’	on	all	three	social	media	platforms.	

 

6.2.2.3	Justin	Bieber	x	Calvin	Klein	-	#MyCalvins	

Justin	Bieber	 Followers	 Likes		 follower	to	like	ratio	 Engagement	level	 Shares/Retweets	

Instagram:	 78.300.000	 1800000	 2,298850575	 High	 N/A	

Twitter:	 106.000.000	 206.000	 0,194339623	 High	 164.000	

Facebook:	 98.300.000	 1100000	 1,119023398	 High	 43.500	

(Figure 12) (Appendix 1) 
 
	

When	looking	into	Justin	Biebers	social	media	ratios,	he	is	above	the	industry	standard	on	all	of	his	

social	media.	With	a	follower	to	like	that	is	1.2%	above	the	industry	standard	on	Instagram,	1%	above	

on	Facebook	and	0.14%	above	on	Twitter,	which	is	highly	above	the	industry	standard.	The	

engagement	level	is	therefore	considered	‘high’	on	all	three	social	media	platforms.	

 

 	



	 	 	 60	

6.2.2.4	Jennifer	Lopez	x	L’Oréal	Paris	

Jennifer	Lopez		 Followers	 Likes		 follower	to	like	ratio	 Engagement	level	 Shares/Retweets	

Instagram:		 73.600.000	 223605	 0,303811141	 Low	 N/A	

Twitter:		 45.200.000	 4082	 0,009030973	 Low	 1029	

Facebook:		 44.000.000	 48.000	 0,109090909	 Medium	 1900	

(Figure 13) (Appendix 1) 

 

Looking	into	Jennifer	Lopez	social	media,	it	is	evident	that	she	does	not	have	a	huge	follower	to	like	

ratio.	In	fact,	on	Twitter	it	is	very	low	compared	to	the	industry	standard.	She	has	a	higher	like	ratio	on	

her	Instagram	than	on	Facebook,	but	it	is	on	Facebook	that	she	is	equal	to	the	industry	standard.	The	

engagement	level	is	considered	‘low’	on	Instagram	and	Twitter,	and	‘medium’	on	Facebook.	

 

6.2.3	Instagram	comments	

When	looking	at	the	comments	on	Instagram,	there	seems	to	be	quite	a	lot	of	interaction	with	the	

content.	Another	observation	is	that	the	followers	are	critiquing	and	tagging	a	lot.	While	there	are	a	

lot	of	people	tagging	each	other,	there	are	few	actual	conversations	in	the	comments.	The	following	

section	will	explain	figure	14.	

(Figure 14) (Appendix 1) 
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6.2.3.1	DJ	Khaled	x	B&O	Play	–	H6	With	DJ	Khalid	

When	assessing	DJ	Khaled’s	comments,	the	majority	of	the	comments	are	positive	towards	the	

company	and	secondly	him.	There	are	also	a	lot	of	people	tagged	in	the	comments,	but	it	has	not	

translated	into	a	lot	of	conversations.	

	

6.2.3.2	Rita	Ora	x	Rimmel	London 

Again	with	Rita	Ora,	it	is	the	category	of	a	celebrity	positive	comments	that	is	highly	represented.	

There	are	a	little	over	four	times	as	many	positive	comments	about	her,	as	opposed	to	positive	

comments	about	the	company.	Additionally,	and	there	are	almost	no	negative	comments,	tags,	or	

conversations.		

	

6.2.3.3	Justin	Bieber	x	Calvin	Klein	-	#MyCalvins	

There	are	a	lot	of	positive	comments	about	Justin	Bieber	when	looking	into	the	comments	on	his	post	

about	his	endorsement	of	Calvin	Klein.	There	are	also	a	lot	of	people	tagging	one	another.	There	are	

not	that	many	comments	on	the	company,	but	the	ones	that	do	speak	about	the	company	are	doing	it	

in	a	predominantly	positive	manner.	

 

6.2.3.4	Jennifer	Lopez	x	L’Oréal	Paris	
When	comparing	the	post	on	Instagram	from	Jennifer	Lopez,	there	is	no	denial	that	it	stands	out	a	lot	

from	all	of	the	other	posts.	First	of	all,	there	is	a	huge	number	of	people	tagged	in	the	post,	but	almost	

no	conversations.	Secondly,	almost	all	of	the	comments	are	positive	towards	the	company,	which	has	

only	been	seen	in	the	case	of	DJ	Khaleds’	Instagram	post.	Thirdly,	there	are	almost	no	comments	

about	her,	only	a	few	positive	ones	and	no	negative.		

 

6.2.4	Twitter	comments 
When	looking	into	how	the	comments	were	categorized	on	Twitter	there	is	seems	to	be	common	

pattern.	Throughout	all	of	the	four	campaigns,	most	comments	were	about	the	celebrity	with	a	
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positive	tone.	Tags	and	conversations	are	not	as	strongly	present.	The	following	section	will	explain	

figure	15.	

	

(Figure 15) (Appendix 1)  

 

6.2.4.1	DJ	Khaled	x	B&O	Play	–	H6	With	DJ	Khalid	

First	of	all,	there	are	only	seven	comments	on	his	campaign	post	about	his	partnership	with	B&Oplay.	

Out	of	the	seven	comments	only	three	of	them	were	applicable.	Two	of	them	were	positive	about	the	

company,	and	one	was	negative	about	him.		

	

6.2.4.2	Rita	Ora	x	Rimmel	London 

Rita	Ora’s	tweet	about	her	endorsing	Rimmel	London	has	almost	only	positive	comments	about	her.	

Additionally,	there	is	only	one	negative	comment	about	her.	There	is	no	comment	about	the	

company.	There	are	no	tags	or	conversations	either.  

 

0 20 40 60 80 100 120 140

Brand	positive:

Brand	negative:

Celebrity	positive:

Celebrity	negative:

Tags:

Conversations:

Not	Applicable:

Spam:

Justin	Bieber DJ	Khaled Rita	Ora Jlo	



	 	 	 63	

6.2.4.3	Justin	Bieber	x	Calvin	Klein	-	#MyCalvins	

Justin	Bieber’s	campaign	with	Calvin	Klein	was	the	most	commented	out	of	all	of	the	campaigns.	Most	

of	the	comments	were	positive	towards	him,	followed	by	positive	comments	about	Calvin	Klein.	It	is	

noticeable	that	he	has	some	negative	comments	about	him,	and	almost	no	negative	comments	about	

Calvin	Klein.		

 

6.2.4.4	Jennifer	Lopez	x	L’Oréal	Paris 

Looking	into	Jennifer	Lopez’	tweet	about	her	work	with	L’Oréal,	it	is	overwhelming	how	many	of	the	

comments	are	positive	about	her.	However,	there	are	quite	a	few	positive	comments	about	the	

company	as	well.	It	is	also	noteworthy	that	there	are	no	negative	comments	at	all.	There	are	three	

people	who	tagged	someone,	but	no	conversation	was	present	in	the	content.			

	

6.2.5	Facebook	comments	
When	looking	into	how	the	comments	were	categorized	in	general,	it	is	evident	that	almost	all	of	the	

comments	are	positive	comments	about	the	celebrity,	followed	by	tags.	The	following	section	

explains	figure	16.	

(Figure 16) (Appendix 1) 
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6.2.5.1	DJ	Khaled	x	B&O	Play	–	H6	With	DJ	Khalid	

When	looking	DJ	Khaled’s	Facebook	post,	there	is	almost	the	same	amount	of	positive	comments	

about	him	and	the	company.	Other	than	that,	there	were	almost	no	comments,	which	is	indicative	of	

a	very	low	engagement	from	his	Facebook	fans.	

 

6.2.5.2	Rita	Ora	x	Rimmel	London 

The	way	people	commented	on	Rita	Ora’s	post	on	Facebook	about	her	work	with	Rimmel	London	is	

almost	identical	to	how	they	commented	on	Twitter.	There	are	predominantly	positive	comments	

about	her,	and	just	very	few	positive	comments	about	the	company.	There	are	some	tags,	and	two	

conversations.  

	

6.2.5.3	Justin	Bieber	x	Calvin	Klein	-	#MyCalvins	

The	comments	on	Justin	Biebers	post	on	Facebook	about	his	work	with	Calvin	Klein	is	primarily	

positive	towards	him,	though	there	are	a	few	positive	comments	about	the	company	as	well.	When	

comparing	to	Twitter,	it	is	noticeable	that	there	are	far	less	negative	comments	on	Facebook	than	on	

Twitter.	A	fair	number	of	people	tagged	each	other	but	it	did	not	lead	to	a	lot	of	conversations.		

	

6.2.5.4	Jennifer	Lopez	x	L’Oréal	Paris	

Jennifer	Lopez’	post	about	her	work	with	L’Oréal	has	almost	only	positive	comments	about	her,	and	

only	a	few	negative	comments	about	her.	There	are	only	a	few	positive	and	negative	comments	about	

the	company.	However,	this	seems	insignificant	in	comparison	to	have	many	positive	ones	there	is	

about	her.	There	are	some	tags	and	a	handful	of	conversations,	but	nothing	that	really	stands	out.	

 

6.2.6	Content	analysis	-	Summary	

The	most	important	findings	from	the	content	analysis	can	be	considered	to	the	fact	that	only	Justin	

Bieber,	across	all	of	his	social	media,	is	above	the	industry	standard	when	it	comes	to	the	follower	to	

like	ratio.	The	comments	are	predominantly	positive	towards	the	celebrity	in	all	cases,	with	the	

exception	of	the	Instagram	post	from	DJ	Khaled	and	Jennifer	Lopez.	Additionally,	overall	there	are	not	
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that	many	conversations	going	on	in	the	comments.	Lastly,	Instagram	can	be	considered	to	be	the	

media	where	followers	are	the	most	active,	while	on	Twitter	they	are	the	least	active.	

 

6.3	Interview	findings	

The	following	section	will	be	looking	into	findings	of	the	two	industry	interviews	conducted	with	

Warner	Music	Denmark	employees.	These	interviews	were	conducted	based	on	the	questions	that	

the	results	of	the	content	analysis	created.	

 
6.3.1	Interview	findings	–	Emil	Valnert	

The	following	section	will	describe	the	key	findings	from	the	interview	conducted	with	Emil	Valnert,	

Head	of	Brand	Partnership,	Warner	Music	Denmark.	Emil	has	worked	with	big	commercial	artists	

through	five-year	career	in	the	business,	ranging	from	international	artists	such	as	Kylie	Minogue,	to	

big	Danish	pop	stars	such	as	Christopher	and	Lukas	Graham	(Appendix	6).	The	interview	was	

conducted	in	line	with	a	semi-structured	hermeneutical	approach,	leaving	a	free	room	for	Valnert	to	

express	his	thoughts,	which	created	a	more	natural	conversation.	

	

Emil	describes	the	essence	of	his	job	is	to	“support	our	artists’	careers	with	new	possibilities	of	

exposure,	and	actually	also	to	support	them	with	a	new	financial	way.”
1
	(Appendix	6).	Due	to	the	

digital	transformation	in	the	music	business,	also	described	in	the	introduction,	record	labels	had	to	

find	new	ways	to	regenerate	the	lost	financials.	He	goes	on	to	describe	that	brand	partnership	deals	

have	become	an	increasingly	important	factor	in	the	music	industry	because	of	this.	It	was	also	

explained	that	there	is	an	emphasis	on	finding	brands	that	could	support	the	artist’s	musical	direction	

and	look	that	would	also	feel	natural	in	the	his	or	her	life,	as	well	as	the	need	for	a	value-sharing	

between	the	brand	and	the	artist	(Appendix	6).	

	

It	was	also	stated	that	“Artists	are	particularly	attractive	(to	brands)	because	they	often	have	a	very	

well-defined	target	audience,	which	you	easily	can	find	on	social	media	through	the	analytical	tools	

                                                
1
	Danish	interviews	are	translated	into	English.	The	original	transcript	can	be	found	in	the	appendix.	
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available.	They	often	have	a	very	loyal	audience	that	is	engaged.	They	react	quickly	if	an	artist	takes	in	

a	brand.”	(Appendix	6).		He	had	not	seen	any	relation	between	the	musical	success	and	branding	

success,	making	the	brand	partnership	department	perhaps	the	only	department	that	did	not	get	

affected	much	by	musical	critique	or	failure	for	established	artists.	

	

It	was	also	found,	during	the	interview,	that	the	campaign-content	posted	on	artists’	channels	is	

monitored	and	reviewed	by	the	label	and	the	partner	brand.	The	artist	is	welcome	to	formulate	ideas	

and	sentences	for	the	social	media	content,	giving	it	a	personal	touch,	but	the	executive	decisions	are	

up	to	the	label	and	partner.	It	was	further	stated	that	some	celebrities	are	simply	just	better	than	

others	at	the	social	media	and	brand	partnership	game	(Appendix	6).	In	relation	to	this,	Emil	mentions	

that	it	is	very	individual	from	artist	to	artist,	how	much	they	engage	in	the	social	media	conversations	

of	their	channels.	While	some	artists	are	really	engaged	and	answer	to	most	comments	from	fans	

themselves,	others	are	answered	by	the	label,	who	also	has	access	to	the	artist’s	channels.	The	points	

on	engagement	are	elaborated	as	he	mentions	that	artists	that	have	a	pre-existing	and	strong	brand	

with	very	engaged	fans	on	social	media	is	a	unique	opportunity	for	businesses	to	tap	into	with	a	

partnership	(Appendix	6).	

	

Emil	has	also	experienced	an	increased	susceptibility	to	celebrity	endorsed	social	media	campaigns	

through	recent	years,	emphasizing	that	especially	companies	that	want	to	reach	a	young	target	

audience.	“People	have	gone	away	from	spending	money	on	TV	and	are	putting	all	their	money	in	

influencers	and	social	media.	And	in	that	way,	they	can	get	a	more	noticeable	effect	and	documented	

effect.	For	many	companies,	making	social	media	campaigns	is	a	way	to	reach	a	young	target	

audience.	A	lot	of	artists	have	a	specifically	young	target	audience.”	(Appendix	6).		

	

It	is	also	explained	that	because	celebrity	branding	on	social	media	is	a	relatively	untried	thing	for	

most	companies,	it	can	be	a	trial	and	error	process,	which	provides	a	learning	curve	for	companies	

when	engaging	in	such	strategies.	“A	good	example	is	Huawei,	who	had	never	done	it,	and	gets	a	lot	of	



	 	 	 67	

good	experience	in	the	first	half	a	year.	They	signed	5	artists	on	SoMe	deals,	which	all	shot	in	a	

different	direction.	And	now	they	only	sign	Christopher	in	order	to	be	more	focused”	(Appendix	6).		

	

On	a	final	note,	Emil	explained	how	he	saw	the	future	of	celebrity	branding	on	social	media:	“You	can	

see	more	brands	involving	themselves	to	a	higher	extend	on	channels.	The	more	money	spent,	the	

bigger	it	becomes…	When	you	see	a	lot	of	your	competitors	doing	it,	there	comes	a	time	when	you	

want	to	move	along…	I	think	you	are	going	to	see	a	huge	growth.	But	I	think	you	can	already	see	that	

now.”	(Appendix	6).	

	

6.3.2	Interview	findings	–	Anne	Hedegaard	

This	paragraph	will	go	through	the	key	findings	of	the	second	interview,	which	was	conducted	with	

Anne	Hedegaard,	Digital	Marketing	Manager,	Warner	Music	Denmark.	Anne	has	been	in	the	music	

business	for	about	thirteen	years,	in	which	the	last	five	has	been	in	her	current	position.	Her	work	

includes	management	of	all	content	posted	on	the	artists’	channels	as	well	as	the	label’s	own	

channels.	She	also	runs	domestic	content	for	the	big	international	Warner	Music	artists.	She	is	also	

responsible	for	running	campaigns	on	Facebook,	YouTube	and	Instagram,	as	well	as	bigger	

partnerships	with	entertainment	companies	such	as	SPLAY	or	other	similar	agencies	(Appendix	5).	

	

Anne	initially	explains	that	when	a	social	media	strategy	is	to	be	formulated	for	any	given	artist,	it	

starts	with	a	process-meeting	that	includes	most	departments	in	the	label.	Here,	ambitions	and	goals	

for	radio,	streaming,	and	the	musical	direction	is	defined,	as	well	as	the	target	audience	the	music	is	

trying	to	reach.	Based	on	this	input,	Anne	and	her	team	creates	a	strategy	for	the	artist’s	social	media	

content,	and	which	channels	to	use	(Appendix	5).	

	

When	asked	about	who	is	in	control	of	an	artist’s	social	media	channel,	she	explains	that	it	can	be	

both	the	label	and	the	artist.	“As	far	as	possible,	we	want	them	(the	artists)	to	control	the	channels	

themselves.	We	want	them	to	feel	real	and	authentic,	that	it	is	their	person	that	comes	out,	and	then	

we	give	them	advice,	and	in	an	optimal	world	we	are	an	add-on.	By	doing	it	this	way	they	already	have	
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a	tone,	an	image,	and	then	we	can	add	extra	sparkles	to	that	(Appendix	5).	She	goes	on	to	say	that	to	

her,	authentic	communication	on	social	media,	is	when	it	is	clear,	that	it	is	the	artist	themselves,	who	

wrote	the	content	posted.	However,	the	label	will	always	be	somewhat	involved.	She	goes	on	to	

exemplify	this.	“We	had	a	process	with	Ida	Red	(New	Danish	girl-group),	where	we	launched	the	first	

single	at	the	start	of	the	year.	There	was	clearly	not	agreement	all	round	about	the	expectations,	and	

who	they	were	had	not	come	through	clearly	in	our	department.	We	invested	a	lot	of	work	into	

creating	these	guidelines	for	them…	The	result	was	that	they	almost	did	not	post	anything…	We	then	

had	a	new	meeting	where	tried	to	get	a	feel	for	what	they	wanted…	After	that	they	have	had	much	

more	freedom,	and	the	output	is	much	better…	The	content	needs	to	come	from	the	artist	themselves,	

else	it	becomes	really	bad.”	(Appendix	5).	

	

When	asked	about	how	they	work	with	getting	more	people	to	tag	their	friends	in	content	and	stay	

engaged,	creating	some	of	this	third	party	endorsement,	she	mentions	that	creating	interesting,	out	

of	the	ordinary,	content	is	the	way	to	achieve	this.	“I	think	we	succeed	in	that	sometimes.	For	

example,	we	created	a	lot	of	gifs	with	Soleima,	which	is	interesting	enough	for	people	to	share.	We	did	

small	video	snippets	to	story	(Instagram,	snapchat)…	where	you	can	put	a	picture	in	and	share	it.”	

(Appendix	5).	When	asked	more	about	the	fans	on	social	media,	she	emphasizes	that	while	it	is	crucial	

to	interact	with	the	fans,	there	also	needs	to	be	some	degree	of	distance	in	order	not	to	give	

everything	away,	and	not	get	caught	in	unwanted	situations	with	‘super-fans’.	Additionally,	she	adds	

that	while	answering	fans	in	private	messages	is	a	good	thing	to	do,	it	has	a	much	bigger	effect	when	

doing	it	in	the	public	space.	“Skinz	is	a	really	good	example	who	answers	all	the	comments	to	his	

posts,	and	does	it	in	a	humoristic	manner.	This	creates	a	feeling	of	one	big	community,	whereas	

Morten	Breum	is	more	‘you	and	I	together’	which	can	be	good	sometimes,	but	it	does	not	create	a	

foundation	for	doing	a	big	community.”	(Appendix	5).	

	

When	asked	about	the	dangers	of	doing	celebrity	brand	partnerships,	Anne	had	no	wish	of	her	artists	

becoming	‘celebrities’	more	than	they	are	musicians.	An	interesting	experience	about	the	mega	star	

Christopher	is	to	her	an	example	of	this	conflict.	“The	reason	why	we	took	Christopher	off	social	media	
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was	because	he	had	become	a	celebrity	more	than	an	artist.	People	were	interested	in	him	as	a	person	

and	celebrity,	more	than	they	listened	to	his	music.	We	could	see	this	as	his	engagement	(on	social	

media)	was	increasing.	There	was	a	huge	attention,	and	all	media	wanted	to	get	hold	of	him,	but	his	

two	latest	singles	we	dropped	were	flops.	So	there	is	a	big	danger	in	that.”	(Appendix	5).	

	

When	asked	if	she	saw	a	mismatch	between	being	big	in	a	branding	context	and	being	a	big	musician,	

she	did	not	necessarily	see	this	as	true.	She	emphasizes	the	need	for	brands	to	tap	into	an	existing	

story	and	process	about	the	artist.	“The	Aquador	brand	partnership	worked	really	well	because	their	

tagline	was	‘naturligt	overskud
2
’	and	everything	Christopher	had	done	up	until	then	was	because	of	

‘naturligt	overskud’….	If	you	do	that	you	can	easily	make	a	brand	partnership	work,	and	I	do	not	think	

you	need	to	worry	about	the	audience,	because	they	are	used	to	seeing	sponsored	stories,	and	there	is	

no	analysis	that	shows	that	it	cannot	work.	I	just	think	it	is	important	to	build	on	an	existing	story.”	

(Appendix	5).	

	

Through	the	interview,	Anne	put	an	emphasis	on	quality	over	quantity	and	the	notion	of	creating	

‘great	content’	as	key	to	generating	more	engagement	with	the	audiences.	When	asked	about	brand	

partnership	campaigns,	and	the	relation	between	quality	and	quantity,	she	elaborates:	“I	think	some	

of	our	campaigns,	where	it	was	required	to	do	12	posts	in	a	short	period	of	time,	some	of	it	have	had	

to	drown	in	the	masses.”	(Appendix	5).	Additionally,	it	was	stated	that	fewer,	but	well	done	content	

was	a	means	to	keeping	a	hunger	for	more	from	the	fans.	

	

7.	Analysis	–	Case	Studies	

The	following	analysis	will	be	analyzing	the	four	chosen	campaigns	through	application	of	traditional	

celebrity	branding	and	social	media	theory.	Each	case	study	consists	of	an	analysis	containing	one	

campaign	post,	which	will	be	analyzed	on	all	three	social	media	sites,	which	were	Instagram,	Twitter,	

                                                
2
	Danish	for	having	a	natural	surplus	of	mental	resources	
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Facebook.	The	content	of	the	post	investigated	was	not	identical	across	all	the	chosen	platforms,	as	

some	content	was	not	posted	across	all	platforms.	

	

In	each	case	study,	the	analysis	starts	with	a	brand	overview	of	the	case	company.	Next,	a	TEARS	

analysis	of	the	four	celebrities	will	be	conducted	in	order	to	look	at	the	traditional	brand	fit	between	

the	case	company	and	the	celebrity	endorser	based	on	the	five	attributes:	

-	Trustworthiness	

-	Expertise	

-	Physical	attractiveness	

-	Respect	

-	Similarity	

	

Hereafter,	the	four	case	companies	will	be	analyzed	in	relation	to	Felix’	holistic	framework	on	social	

media	marketing	(SMM).	By	applying	this	model,	it	is	possible	to	look	at	how	developed	the	

company’s	SMM	efforts	are.	As	mentioned	in	the	theoretical	framework,	Felix	found	that	in	order	to	

build	a	developed	social	media	marketing,	the	four	framework	dimensions	need	to	be	managed	

effectively.	The	following	approaches,	based	on	the	four	dimensions	of	the	framework,	were	found	to	

create	a	well-developed	SMM:	

-	Explorer	approach	

-	Modernist	approach	(for	generating	more	engagement)	

-	Network	approach	

-	Mixed	anarchy/autocracy	approach	

	

Additionally,	the	case	company	will	be	mapped	based	on	the	digital	engagement	matrix,	which	

indicates	a	company’s	perception	and	use	of	social	media.		

	

Next,	the	analysis	will	look	into	the	parasocial	relation	that	can	be	seen	through	the	response	to	the	

chosen	content.	When	analyzing	the	degree	of	the	celebrities’	parasocial	relationships	with	their	fans,	
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it	is	important	to	look	at	what	kind	of	posts	they	make	throughout	their	social	media.	This	is	

important	as	parasocial	relationship	theory	suggests	that	a	high	amount	of	personal	posts	facilitates	

parasocial	relations.	The	amount	of	personal	posts	was	found	from	the	‘social	media	identity’	part	of	

the	content	analysis,	which	looked	into	all	the	posts	of	each	celebrity	within	a	month-long	period.	

Afterwards,	in	order	to	look	at	the	actual	parasocial	relation	in	each	case	study,	the	amount	of	

comments,	likes,	retweets	and	shares	are	investigated.	As	the	final	part	of	the	analysis,	there	will	be	

an	assessment	of	whether	eclipsing	occurs	in	the	cases.	In	order	to	assess	the	level	of	eclipsing	in	each	

case	study,	impressions	from	each	campaign	post	will	be	used	in	order	to	look	at	what	the	consumers	

are	primarily	talking	about	in	the	comments.	These	impressions	are	also	derived	from	the	content	

analysis	which	was	explained	previously.	

	

7.1	Introduction	of	the	four	cases	

Prior	to	the	case	analyses,	the	engagement	level	of	each	campaign	post	was	evaluated	based	on	the	

follower-like	industry	standard	(Schwartz,	2017),	which	was	also	stated	in	the	results	section.	The	

following	section	will	briefly	describe	the	four	chosen	celebrity	endorsed	campaigns,	which	the	

analysis	consists	of.	

	

7.1.1	DJ	Khaled	x	B&O	Play	–	H6	With	DJ	Khaled	

In	mid	2014,	DJ	Khaled	and	B&Oplay	announced	their	partnership	on	the	B&Oplay	H6	headphone,	

which	would	come	in	three	limited	edition	colors	(Greenburg,	2014).	The	collection	was	heavily	

featured	on	all	of	DJ	Khaled's’	social	media	profiles	as	well	as	in	all	of	his	music	videos	(Appendix	4).	

The	partnership	was	not	promoted	as	much	by	B&Oplay	themselves	during	the	time	they	were	

available	(Appendix	4).		

	

7.1.2	Rita	Ora	x	Rimmel	London	

From	2015,	Rita	Ora	endorsed	Rimmel	London.	Throughout	the	years	she	has	made	several	different	

campaigns,	and	most	recently	she	featured	in	the	“London	Look”	campaign	(Russo,	2015).	The	

campaign	is	featured	on	her	social	media	profiles	as	well	as	on	Rimmel	London’s	social	media	profiles	
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(Rita	Ora	1,2,3)	(Rimmel	London	2).	Because	the	campaign	is	new,	there	has	only	been	one	post	with	

Rita	Ora	and	the	London	look	on	each	media	platform	at	the	time	of	this	thesis.	

	

7.1.3	Justin	Bieber	x	Calvin	Klein	#Mycalvins	

From	2014,	Justin	Bieber	has	worked	with	Calvin	Klein	after	he	posted	a	picture	of	himself	wearing	

their	underwear,	in	hopes	of	working	with	them	(Leo,	2016).	In	2016	Justin	Bieber	was	part	of	the	

#MyCalvins	campaign,	which	was	heavily	endorsed	by	celebrities,	and	featured	on	social	media	(Leo,	

2016).	Bieber	made	several	posts	which	featured	the	#MyCalvin.	The	post	chosen	for	the	analysis	was	

the	official	campaign	post,	which	Calvin	Klein	also	had	posted	on	their	social	media	profiles.		

	

7.1.4	Jennifer	Lopez	x	L’Oréal	Paris	

Jennifer	Lopez	has	been	working	with	L’Oréal	Paris	since	2010.	Her	long	lasting	endorsement	of	them	

has	made	her	a	go	to	woman.	She	is	frequently	approached	when	L’Oréal	Paris	is	launching	new	

products,	and	she	has	made	several	collaborations	with	L’Oréal	Paris	(Salomonsen,	2010).	In	2015,	she	

was	part	of	the	nail	polish	and	lipstick	collection	exclusive,	which	she	endorsed	and	promoted	on	her	

social	media	(Ma	Belle	Vie,	2015).	The	collection	featured	six	different	celebrities	who	each	had	their	

own	color.	During	this	timeframe	she	made	subtle	endorsed	posts	about	the	product,	and	only	one	

post	on	each	social	media	profile	had	the	product	in	it.	This	post	chosen	for	the	analysis.	

	

7.2	Assessment	process	

The	following	section	will	briefly	explain	how	the	analysis	will	be	grading	the	four	case	studies.	Each	

analytical	section	is	based	in	a	particular	part	of	the	theoretical	framework.	The	analysis	will	be	

assessing	the	implications	of	fit,	SMM,	eclipsing,	and	parasocial	relationships.	As	a	conclusion	to	each	

analysis,	each	case	study	was	graded	on	a	scale	ranging	from	‘low’	to	‘medium’,	to	‘high’,	in	relation	

to	the	theory	at	hand.	

	

• ‘Low’	is	defined	by	a	substantial	lack	of,	or	non-existence	of	essential	qualities	that	is	required	

by	the	specific	theory	used	in	the	analysis.	
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• ‘Medium’	is	defined	by	having	a	decent	amount	of	qualities	required	by	the	theory,	yet	with	a	

lack	of	some	of	these	qualities.	

• ‘High’	is	defined	by	having	a	high	amount,	or	all	of	the	qualities	required	by	the	theory.	

 

7.3	Case	1	–	B&O	Play	x	DJ	Khaled	–	H6	With	DJ	Khaled	

B&O	Play	was	born	from	the	Danish	brand	Bang	&	Olufsen,	and	is	intended	to	aim	at	a	younger	

customer	segment.	This	aim	was	developed	in	order	to	meet	the	new	trends	in	the	consumer	

electronics	industry.	In	2014,	the	company	launched	a	new	pair	of	headphones	in	a	celebrity	branded	

campaign	with	DJ	Khaled.	

	

7.3.1	Brand	overview	

With	the	slogan	‘Make	Beautiful	Music’,	B&O	Play	promises	premium	sound	and	high	quality	

materials.	On	the	company	website	it	is,	almost	poetically,	described	that	the	company	is	not	only	in	

the	business	of	electronics,	but	the	industry	of	goosebumps.	With	themes	like	spirits,	creativity,	love	

and	life,	the	company	promises	to	fully	live	up	to	the	magic	of	music	by	‘making	beautiful	music’.		

	

The	brand’s	value	proposition	promises	”the	best	sound	and	acoustic	performance	in	our	class	of	

products.”.	They	emphasize	the	human	aspects	of	sound	electronics,	and	superior	craftsmanship	

(B&O	Play,	1:2018).	With	a	whole	page	on	the	website	dedicated	to	tales	about	sound	it	is	clear	that	

B&O	play,	more	than	anything	else,	focuses	on	a	high-quality	audio	experience.	(B&O	Play,	2:2018).	

	

7.3.2	TEARS	analysis	–	DJ	Khaled		

7.3.2.1	Trustworthiness		

Back	when	the	collaboration	between	DJ	Khaled	and	B&O	play	was	made,	he	was	not	yet	the	most	

trusted	Hip	Hop	producer	out	there.	The	audience	did	not	have	much	faith	in	him,	despite	producing	

some	of	the	biggest	hit	songs	the	past	years	(HIPHOPdx,	2014).	A	general	view	on	rappers,	which	is	

created	by	the	media,	is	that	they	only	want	to	make	fast	money	and	live	lavish.	That	is	why	when	DJ	

Khaled	enters	into	an	endorsement	deal,	it	is	perceived	as	if	he	only	wants	to	do	it	because	he	gains	



	 	 	 74	

something	from	it	(Appendix	4).	Another	point	is	that	around	2014,	when	the	collaboration	took	

place,	a	lot	of	other	rappers	like	50cent,	Ludacris,	Jay-Z	and	Dr.	Dre	went	into	endorsing	headphones	

or	making	their	own	(Greenburg,	2014).	This	could	potentially	make	people	think	that	DJ	Khaled	only	

did	it	because	the	most	successful	rappers	did	it.	

 

7.3.2.2	Expertise	

When	looking	at	DJ	Khaled’s	expertise	it	is	clear	that	he	is	an	excellent	music	producer.	His	expertise	

lies	in	the	production	of	music	and	the	consumer	might	see	him	as	an	expert	on	headphones	or	even	

sound	quality	in	general	(Appendix	4).	As	a	DJ	and	producer,	evaluating	sound	is	an	essential	part	of	

his	day	to	day	job,	arguably	making	his	perceived	expertise	very	high	in	relation	to	promoting	a	

headphone	brand.	However,	his	personality	might	overshadow	his	expertise,	as	he	as	a	musician	is	

mainly	known	for	screaming	his	name	at	the	beginning	of	songs	(Appendix	4).	

 

7.3.2.3	Physical	Attractiveness	

It	is	no	secret	that	DJ	Khaled	does	not	have	a	super	model	look	to	him,	an	indication	that	he	might	not	

be	viewed	as	physically	attractive.	While	no	official	sources	have	concluded	on	his	physical	

appearance,	it	is	hard	to	argue	against	the	fact	that	he	is	not	particularly	attractive	to	the	human	eye.	

However,	this	is	of	course	a	subjective	matter.	Had	he	been	a	physically	attractive	individual	it	could	

have	led	to	him	being	a	useful	face	in	commercials	and	as	a	face	of	the	brand. 

 

7.3.2.4	Respect	

What	he	lacks	in	physical	attractiveness,	he	to	some	extent	makes	up	for	in	respect,	as	he	produced	

and	featured	on	some	of	the	biggest	hits	during	the	time	of	the	endorsement	deal.	The	only	thing	that	

could	potentially	tarnish	the	respect	of	DJ	Khaled,	is	the	fact	that	he	can	be	perceived	as	a	bit	of	a	

gimmick	(Appendix	4).	This	stems	from	his	music	videos,	which	features	him	saying,	to	some,	

degrading	stuff	to	a	woman.	In	one	instance,	he	hands	her	cash	and	says:	“Go	buy	yourself	a	house,	

your	whole	family	houses,	put	this	in	your	savings…	come	back	and	ask	for	more”	(DJKhaledVEVO,	

2014)	(Appendix	4).	
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7.3.2.5	Similarity	

When	looking	at	similarity	between	the	target	audience	of	B&Oplay	and	DJ	Khaled,	it	is	evident	that	

they	do	not	share	a	lot	of	similarities.	B&Oplay’s	target	audience	is	declared	to	be	people	in	their	

twenties	with	good	jobs	in	the	upper	class,	that	have	yet	to	settle	down	(Gullew,	2012).	As	a	DJ	and	

producer	that	creates	rap	music,	Khaled	might	be	associated	with	a	more	urban	and	younger	

demographic	(Appendix	4).	Because	of	this,	there	does	not	seem	to	be	a	direct	fit	in	similarity	

between	the	targeted	audience	of	B&Oplay	and	DJ	Khaled’s	fans.	This	might	be	explained	by	how	the	

partnership	was	agreed.	The	partnership	was	based	on	an	arising	opportunity	that	seemed	too	good	

to	turn	down,	but	might	not	have	been	very	calculated	seen	in	the	lights	of	celebrity	branding	theory	

(Appendix	4).	

	

7.3.2.6	Indications	of	Brand	fit	

As	known	from	traditional	celebrity	branding,	it	is	important	that	there	is	a	fit	between	DJ	Khaled	and	

B&Oplay.	It	is	not	necessary	for	a	celebrity	to	have	all	attributes	at	once,	however,	in	DJ	Khaled’s	case	

he	is	lacking	in	almost	all	five	categories	when	it	comes	to	endorsing	a	brand	such	as	B&O	Play.	

Because	of	this,	the	perceived	brand	fit	in	relation	to	the	TEARS	framework	can	be	considered	‘low’. 

	

7.3.3	SMM	

In	the	interview	with	Victor	Thoft	several	indicative	findings	of	the	state	of	B&O’s	social	media	

marketing	can	be	found.	Thoft	was	an	employee	in	the	Global	Brand	and	Marketing	department	

during	the	DJ	Khaled	campaign	in	2014-2015,	and	has	since	changed	role.	The	interview	was	heavily	

focused	on	the	strategic	decisions	of	their	social	media	marketing,	as	well	as	looking	back	at	how	the	

DJ	Khaled	campaign	was	executed.	

	

7.3.3.1	Scope	&	Culture	

When	asked	about	whether	or	not	B&O	Play	were	willing	to	take	risks	with	their	social	media	

strategies,	he	responds	“that	it	is	where	I	become	colored	and	political.	Because	personally	I	think	that	
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they	were	not.	But	as	a	brand	they	thought	they	were,	and	it	also	depends	on	how	you	define	‘risk-

taking’…	They	had	a	high	budget,	but	it	was	executed	relatively	poorly…”	(Appendix	4).	Thoft	further	

explains	the	problems	he	saw	during	the	time	of	the	campaign:	My	personal	experience	was	that	they	

hired	a	guy	who	was	not	the	right	fit	for	the	job.	He	did	a	lot	of	vanity	metrics	which	is	to	getting	more	

and	more	likes,	but	the	engagement	from	your	audience	is	dropping.”	(Appendix	4).	

	

These	comments	are	indicative	of	many	factors	influencing	their	social	media	marketing.	First	of	all,	

there	seemed	to	be	a	conflicting	image	between	how	they	perceived	their	willingness	to	make	risk-

taking	content,	and	how	it	was	executed	in	practice.	By	applying	what	Thoft	refers	to	as	‘vanity	

metrics’,	B&O	Play	seemed	to	be	focused	on	amounts	of	likes	instead	of	engagement.	This	is	

something	that	could	be	easily	compared	to	evaluating	a	TV-campaign	based	on	its	reach	and	

exposure,	without	taking	increase	in	sales	or	brand	engagement	into	account.	As	the	parasocial	

relationship	theory	is	also	indicative	of,	engagement	is	one	of	the	key	factors	in	SMM,	and	at	the	time	

of	the	DJ	Khaled	campaign,	B&O	Play	did	not	possess	the	right	culture	for	incorporating	this	element	

into	their	strategy.	Basically,	what	can	be	learned	from	this	part	of	the	interview	is	that	B&O	Play	

perceived	their	social	media	marketing	as	modernist.	However,	when	analyzing	their	SMM	culture,	it	

appears	as	if	they	had	a	quite	conservative	approach.	Their	ability	to	seize	the	opportunity	of	getting	a	

partnership	DJ	Khaled	also	speaks	towards	an	Explorer	approach.	However,	their	lack	of	a	modernist	

approach	meant	that	they	had	trouble	generating	engagement	from	this,	which	is	also	looked	into	

later	on	in	the	analysis.	

	

7.3.3.2	Structure	&	Governance	

When	researching	the	B&O	Play	–	DJ	Khaled	case,	it	was	not	possible	to	find	any	content	from	the	

campaign	on	their	own	social	sites.	When	asking	Thoft	why	the	campaign	seemed	to	be	deleted	from	

the	company’s	channels,	he	made	several	remarks	which	were	indicative	of	their	structural	approach	

to	SMM.	
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“When	looking	at	the	collaboration	with	DJ	Khaled,	it	was	a	top-down	decision	from	some	vice	

presidents	who	had	met	a	musician	who	was	doing	a	start-up	in	which	he	branded	celebrities	with	

products…	What	happens	in	Bang	&	Olufsen	is	that	you	sort	of	have	two	brands	(red.	Bang	&	Olufsen	

and	B&O	Play)	and	the	decision	collaboration	with	DJ	Khaled	is	taken	on	a	CEO	level.	You	could	try	to	

challenge	it,	but	it	did	not	matter,	because	it	was	going	to	happen	whether	you	wanted	it	to	or	not.	I	

do	not	know	why	they	(red.	The	content)	were	taken	down,	but	both	DJ	Khaled	and	Pepsi	were	two	

giant	misses.”	(Appendix	4).	

	

Thoft	emphasizes	the	top-down	structure	of	B&O	Play	quite	heavily	in	the	interview.	It	seems	that	the	

strategic	elements	of	the	social	media	campaign	were	controlled	fully	from	top	level,	indicating	a	very	

hierarchical	approach	to	their	SMM.		

	

When	asked	about	who	was	in	control	of	their	social	media	channels,	Thoft	replied	“At	that	current	

time	it	was	(name	not	stated)	who	controlled	it.	His	title	back	then	was	Social	Media	Manager,	and	it	

is	pretty	typical	of	bigger	companies	to	have	a	single	person	who	has	the	big	picture.	He	was	the	one	

posting,	deleting	and	editing	content”	(Appendix	4).	This	part	of	the	interview	indicates	that	the	

company	operated	under	a	high	level	of	autocracy	in	their	social	media	marketing,	with	the	social	

media	manager	being	the	only	one	in	charge	of	their	channels.		

	

7.3.3.3	Indication	of	SMM	

When	applying	these	findings	to	digital	engagement	matrix,	this	would	classify	them	as	‘digital	

learners’.	While	B&O	Play	had	a	large	budget	and	perceived	social	media	as	a	marketing	media	with	a	

high	potential,	they	failed	to	fully	reach	this	potential	due	to	their	lack	of	SMM	scope	and	culture.	This	

would	perhaps	have	enabled	them	to	activate	DJ	Khaled	more	effectively.	To	conclude,	the	SMM	of	

B&Oplay	can	be	considered	‘low’.	
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7.3.4	Implications	of	parasocial	relationships	

From	the	findings	in	the	content	analysis,	it	is	clear	to	see	that	DJ	Khaled	is	really	good	at	giving	a	lot	

of	himself	through	social	media	profiles.	He	has	a	significantly	high	percentage	of	personal	posts	on	

his	three	social	medias	(Figure	17).	DJ	Khaled	keeps	his	followers	extremely	informed	about	his	career	

and	whom	he	endorses.	According	to	parasocial	theory,	an	open	window	into	his	life	and	thoughts	

would	create	a	high	level	of	parasocial	relationship	to	his	followers	as	he	gives	a	unique	way	of	

following	what	he	does	every	single	day.		

	

	

	

(Figure 17) 

	

When	looking	at	his	endorsement	post	of	his	partnership	with	B&Oplay	on	Twitter,	the	picture	is	

completely	different	as	he	only	has	a	0,000475%	follower	to	like	ratio,	which	is	extremely	low	and	is	

also	translated	into	only	seven	comments	and	thirteen	retweets	from	the	four	million	followers.	

(Appendix	1).	This	suggests	that	his	followers	do	not	have	a	strong	enough	personal	bond	with	him,	

that	would	make	them	want	to	take	the	time	to	react	to	his	post.	

	

One	thing	that	could	be	the	reason	of	the	low	engagement	from	his	followers	is	that	because	of	his	

many	posts	a	day.	This	could	create	a	tendency	of	many	posts	getting	overseen	when	consumers	

scroll	through	Twitter.	This	is	something	to	be	particular	aware	of	as	a	company	when	engaging	in	a	

celebrity	endorsement	deal	on	social	media.	This	is	due	to	the	fact	that	it	would	most	likely	be	of	no	

interest	to	have	the	endorsement	posts	drowned	in	a	sea	of	other	posts	from	the	celebrity	on	the	

same	day.	The	tendency	of	a	low	parasocial	relationship	is	also	shown	on	his	Instagram	post	as	his	

follower	to	like	ratio	is	0,05,	which	is	way	below	the	industry	standard.	The	low	amount	of	

engagement	is	also	evident	on	his	Instagram	post,	as	there	are	only	has	292	comments.	This	is	an	

indication	that	he	has	not	created	a	parasocial	relationship.	

	

DJ	Khalid	(Figure	6)	 		
Personal	Instagram	posts:	 32%	

Personal	Twitter	Posts:	 39%	

Personal	Facebook	Posts:	 25%	
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When	analyzing	how	he	posts	on	Facebook	it	is	clear	that	he	is	far	less	active	here	than	he	is	on	

Twitter.	But	again	he	falls	short	when	it	comes	the	engagement	of	his	followers,	though	he	is	above	

the	industry	standard	when	it	comes	to	the	follower	to	like	ratio,	as	he	has	0,323529412%	on	his	

endorsement	post	(Appendix	1).	It	unfortunately	only	transcended	into	comments	92	and	shares	148,	

which	again	shows	a	low	level	of	parasocial	relationship	with	his	fans.	

	

From	observations	regarding	his	Twitter	and	Facebook,	it	is	evident	that	his	followers	do	not	interact	

with	his	social	media.	Therefore,	there	is	an	almost	nonexistent	parasocial	relationship	between	him	

and	his	fans.	This	is	also	the	case	on	Instagram	as	his	endorsement	post	has	an	extremely	low	number	

of	likes	and	comments.	Even	though	he	has	9.8	million	followers	and	in	general	is	posting	more	

personal	posts	here	than	on	his	other	social	media,	it	does	not	transcend	into	engaging	his	fans.	From	

the	content	analysis	of	DJ	Khaled’s	social	media,	it	is	evident	that	he	has	not	formed	a	parasocial	

relationship	with	his	fans.	This	can	be	suggested	based	on	his	followers	which	are	not	engaging	with	

him	when	he	posts	on	any	of	the	given	media.	The	parasocial	relationship	in	this	case	can	therefore	

be	considered	‘low’.	

 
7.3.5	Implications	of	eclipsing	

When	analyzing	the	comments	on	DJ	Khaled’s	endorsement	posts	across	his	three	social	media	

platforms,	it	shows	that	there	is	an	almost	equal	amount	of	comments	about	DJ	Khaled	and	B&Oplay	

on	Instagram	and	Facebook.	There	cannot	be	given	any	indications	in	regards	to	eclipsing	on	Twitter	

as	there	are	almost	no	comments	on	his	tweet	about	his	endorsement	of	B&Oplay	(Figure	18).	When	

further	analyzing	the	comments	on	Instagram	and	Facebook,	it	shows	that	the	fans	in	general	are	

positive	towards	both	B&Oplay	and	DJ	Khaled	(Figure	18).	Also,	because	there	is	not	a	predominant	

number	of	comments	about	either	DJ	Khaled	or	B&Oplay,	it	is	considered	to	be	an	indication	that		

eclipsing	is	not	present	on	either	of	the	posts.	This	means	that	eclipsing	is	‘low’,	as	one	or	the	other	

have	not	evoked	a	stronger	attachment	to	the	fans.	
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(Figure 18) (Appendix 1)	

	

7.3.6	Sub-conclusion	-	B&O	Play	x	DJ	Khaled	–	H6	With	DJ	Khaled	

By	assessing	the	fit	between	B&Oplay	and	DJ	Khaled	through	a	traditional	TEARS	analysis,	a	low	fit	

was	concluded.	Through	the	SMM	Model	it	was	found	that	B&Oplay	has	a	conservative	approach	to	

SMM,	and	are	not	willing	to	take	risks.	Additionally,	all	decisions	were	made	top-down	from	the	

board,	and	executed	by	a	single	social	media	manager.	Furthermore,	according	to	the	digital	

engagement	matrix,	they	fall	into	the	category	of	digital	learners,	indicating	that	B&Oplay	still	has	

some	work	to	do	towards	having	a	developed	SMM.	Through	this	analysis,	it	can	be	concluded	that	

B&Oplay’s	SMM	can	be	considered	‘low’.	It	was	also	concluded	that	when	assessing	DJ	Khaleds	

parasocial	relationships,	he	had	a	‘low’	parasocial	relationship	on	all	of	the	three	social	media	

platforms.	Additionally,	it	was	concluded	that	a	‘low’	eclipsing	occurred	in	the	campaign	on	all	three	

social	media	platforms.	

 
 
7.4	Case	2	–	Rimmel	London	x	Rita	Ora	

With	almost	200	years	in	the	beauty	industry,	the	London-based	brand	Rimmel	London	has	long	been	

synonymous	with	cosmetics,	and	is	according	to	IRI	data	the	number	one	makeup	brand	(Rimmel,	

1:2018).	In	2017,	the	company	teamed	up	with	the	British	singer	Rita	Ora	to	promote	various	of	

products	in	their	many	product	categories.	

	

7.4.1	Brand	overview	

While	very	little	is	stated	on	the	company	website,	Rimmel	London	states	a	wish	for	customers	of	the	

company	to	be	able	to	express	themselves,	and	deliver	the	highest	possible	quality.	The	majority	of	

the	websites’	explanation	about	the	company	focuses	on	the	fight	against	animal	cruelty,	which	

DJ	Khaled	 Twitter	 Facebook	 Instagram	

Brand	positive:	 2	 25	 69	

Brand	negative:	 0	 1	 19	

Celebrity	positive:	 0	 19	 57	

Celebrity	negative:	 1	 2	 27	
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indicates	that	the	company	wants	to	portray	themselves	as	frontrunners	in	this	particular	aspect	of	

the	industry.	Furthermore,	the	company	focuses	on	innovation	and	individuality,	much	like	other	

companies	in	the	same	industry.	

	

7.4.2	–	TEARS	analysis	–	Rita	Ora	

7.4.2.1	Trustworthiness	

Rita	Ora	could	to	some	extent	be	perceived	as	trustworthy	by	the	target	audience	of	Rimmel	London.	

The	things	which	tarnishes	her	integrity	is	how	she	used	to	be	perceived	by	the	media	as	she	had	her	

breakthrough,	while	dating	Rob	Kardashian	(Sampson,	2013).	The	Kardashian	family	at	that	time	were	

not	as	“cool”	as	they	are	today	(Kirst,	2015).	However,	the	fit	between	Rimmel	London	and	a	London	

born	and	raised	girl	should	in	the	eyes	of	the	target	audience	make	sense.	Therefore,	there	should	not	

be	a	lot	of	questions	in	relation	to	the	authenticity	of	the	endorsement. 

 

7.4.2.2	Expertise	

When	looking	at	Rita	Ora’s	expertise	within	makeup,	it	is	necessarily	not	present,	as	she	is	not	an	

educated	makeup	artist.	But	from	the	target	audience’s	perspective,	she	might	be	the	biggest	expert	

when	it	comes	to	the	London	look,	as	she	is	from	London	and	live	the	London	look	every	day	(Winter,	

2015). 

 

7.4.2.3	Physical	attractiveness	

There	is	no	denial	that	Rita	Ora	is	an	attractive	woman	and	that	the	target	audience	would	find	her	

physically	attractive	as	well	(Brooke,	2014).	Because	the	nature	of	the	campaign	targets	the	‘London	

look’,	it	can	be	argued	that	the	target	audience	wants	to	have	the	same	look.	This	is	why	Rita	Ora	is	a	

perfect	example	in	the	advert,	as	she	is	all	about	the	London	look,	which	the	targeted	girls	want	to	

have	(Winter,	2015). 
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7.4.2.4	Respect	

In	regards	to	respect,	she	has	only	released	one	album	in	five	years,	and	a	handful	of	singles.	Other	

than	that	she	has	not	done	anything	worth	the	people’s	respect.	On	the	contrary,	people	question	

why	she	is	still	famous	and	casted	for	TV	shows	such	as	being	a	judge	on	the	X-factor	or	host	of	

America’s	next	top	model	(Lord,	2018).	

 

7.4.2.5	Similarity	

When	looking	at	similarity	between	Rita	Ora	and	the	target	audience	of	the	London	look,	there	should	

be	no	doubt	that	she	is	appealing	to	them.	She	is	from	London	and	have	that	London	look,	which	is	

what	the	ad	is	promoting	(Rita	Ora	1).	The	target	audience	is	quite	narrow,	which	explains	why	a	

celebrity	like	Rita	Ora	would	work,	as	she	fits	the	target	audience	with	a	London	look	(Winter,	2015).	

It	is	important	that	there	is	a	fit	between	Rita	Ora	and	Rimmel	London	in	regards	to	similarity.	

Consumers	have	very	different	opinions	when	it	comes	to	the	likes	of	makeup.	Thereby	choosing	Rita	

Ora,	who	is	similar	to	the	target	audience,	would	have	a	higher	chance	of	influencing	the	audience	

choice	(Shimp,	2007:306).	

 

7.4.2.6	Indications	of	brand	fit	

It	is	important	that	there	is	a	fit	between	Rita	Ora	and	Rimmel	London.	In	this	case	Rita	Ora	possess	

almost	all	the	traits	of	a	traditional	celebrity	endorser,	making	her	a	great	fit	for	Rimmel	London.	Even	

though	some	of	her	actions	could	harm	some	of	the	categories,	it	should	not	have	any	influence	in	

success	of	her	Rimmel	London	endorsement.	Because	of	this,	the	perceived	fit	in	relation	to	the	

TEARS	framework	is	high. 

	

7.4.3	SMM	

When	looking	at	Rimmel	London’s	social	media	efforts	it	is	clear	that	they	are	aware	of	their	social	

media	presence,	as	they	have	social	media	profiles	for	each	country.	Additionally,	the	accounts	are	

only	slightly	different	in	what	content	they	post.	Only	a	few	posts	in	between	are	a	celebrity	endorsed	

post,	or	a	product	post.	It	is	evident	by	looking	at	their	social	media	channels,	especially	their	
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Instagram,	that	there	goes	a	lot	of	thought	into	what	should	be	posted	(Rimmel	London,	2:2018).		

	

7.4.3.1	Scope	&	Culture	

When	looking	into	how	willing	Rimmel	London	is	to	take	risks	on	social	media,	it	is	fair	to	say	that	the	

company	plays	it	safe.	During	the	many	years	of	existence,	they	have	not	made	any	drastic	changes.	

They	changed	their	slogan	from	“get	the	London	look”	to	“live	the	London	look”	to	be	more	inclusive,	

but	their	posting	has	not	seen	change,	and	pretty	girls	are	still	used	to	wear	its	makeup	(Roderick,	

2017)	(Rimmel	London,	2:2018).	It	is	fair	to	assume	that	they	spend	a	lot	of	money	on	maintaining	

their	social	media	profiles.	This	can	be	seen	when	looking	at	their	massive	campaigns	with	Rita	Ora	in	

the	UK,	and	other	A-list	celebrities	in	other	countries.	Looking	into	their	profiles	it	is	evident	that	they	

are	using	more	of	a	traditional	approach,	as	it	is	all	most	only	pictures	of	a	pretty	girl	and	a	single	

product.	When	reading	about	what	Rimmel	London	says	about	themselves	it	shows	more	of	a	

modernist	side	to	them,	as	they	state	“Dare	to	experiment”	and	“Find	your	edge”	(Rimmel	London,	

1:2018).	However,	when	analyzing	their	SMM	culture,	it	appears	as	if	they	have	a	quite	conservative	

approach	to	social	media.	They	do	not	take	risks	as	they	do	not	utilize	all	of	Instagram's	features,	

instead,	they	are	almost	only	posting	pictures	(Rimmel	London,	2:2018).	Neither	was	there	much	to	

find	to	believe	that	an	Explorer	approach	was	applied,	as	the	content	posted	was	rather	one	

dimensional.	

	

7.4.3.2	Structure	&	Governance	

As	it	was	not	possible	to	directly	ask	Rimmel	London	about	their	structural	approach,	it	is	necessary	to	

look	into	how	they	use	social	media.	Rimmel	London	have	Instagram	accounts	for	each	country.	When	

logging	on	to	a	Danish	Facebook	account,	you	get	redirected	to	the	Danish	part	of	Rimmel	London’s	

Facebook	profile.	It	is	then	safe	to	assume	that	there	is	an	individual	person	who	is	in	charge	of	each	

profile,	as	they	are	targeted	to	different	countries	and	in	different	languages.	Because	of	the	different	

content	on	each	channel,	it	can	be	assumed	that	the	department	in	each	country	is	in	charge	of	their	

own	social	media,	but	most	likely	done	through	guidelines	from	the	headquarters.	
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It	is	lead	to	believe	that	there	is	some	kind	of	top-down	structure	in	Rimmel	London.	It	seems	that	the	

strategic	elements	of	the	social	media	posting	are	not	as	edgy	and	experimental	as	they	could	have	

been,	suggesting	there	are	some	control	from	top	level	management.	This	is	indicating	that	there	is	

some	hierarchical	approach	to	their	SMM.	It	is	then	safe	to	assume	that	a	company	with	the	size	of	

Rimmel	London	is	operating	under	a	high	level	of	autocracy	on	the	individual	social	media	channels.	

Additionally,	it	is	very	likely	that	a	social	media	manager	is	in	charge	of	each	country's	social	media	

channel.	

	

7.4.3.3	Indications	of	SMM	

When	taking	the	findings	and	applying	them	to	the	digital	engagement	matrix,	it	would	classify	

Rimmel	London	‘Digital	Learners’	but	moving	towards	“Digital	Users”.	Rimmel	London	must	have	a	

large	budget	for	social	media,	and	perceive	it	as	a	place	to	reach	the	targeted	audience	of	millennials.	

They	have	not	utilized	the	full	potential	of	their	social	media	yet,	as	their	engagement	is	not	as	high.	

This	is	also	shown	in	the	fact	that	they	do	not	live	up	to	their	own	statements	of	“Dare	to	experiment”	

and	“Find	your	edge”.	The	conclude,	the	overall	SMM	of	Rimmel	London	can	be	considered	‘low’.	

	

7.4.4	Implications	of	parasocial	relationships	

From	the	content	analysis	of	Rita	Ora,	it	was	found	that	she	has	her	three	social	media	profiles	linked	

to	one	another.	This	means	that	her	posts	across	all	three	social	media	platforms	are	almost	identical.	

This	is	why	there	is	almost	no	variation	in	her	posts,	except	from	two	posts	on	Twitter,	which	are	

personal	posts.	Throughout	her	social	media,	she	is	good	at	making	more	personal	posts	as	half	of	her	

posts	are	personal,	which	as	previously	stated	would	create	great	foundation	for	parasocial	

relationships.	

Rita	Ora	(Figure	7)	 		
Personal	Instagram	posts:	 50%	

Personal	Twitter	Posts:	 52%	

Personal	Facebook	Posts:	 50%	

(Figure 19) 
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When	analyzing	her	Facebook	post	about	‘The	London	Look’	with	Rimmel	London,	it	gives	a	clear	

indication	that	she	has	an	underwhelming	number	of	likes	on	the	post,	as	her	follower	to	like	ratio	is	

0,04655.	This	is	way	below	the	industry	standard.	This	also	translates	into	only	41	comments	and	53	

shares	(Appendix	1).	The	fact	that	almost	none	of	her	followers	are	engaging	with	her	Facebook	gives	

a	clear	indication	that	she	has	not	formed	a	parasocial	relationship	to	them.	This	is	the	case	even	

though	her	posts	are	predominantly	personal.	

	

As	previously	mentioned,	her	Facebook	and	Instagram	have	the	same	posts.	Because	of	this,	it	is	

interesting	to	see	if	she	has	managed	to	build	a	parasocial	relationship	with	her	fans	through	

Instagram.	From	the	content	analysis	it	is	shown	that	she	is	not	performing	to	industry	standard	when	

it	comes	to	the	follower	to	like	ratio,	which	is	0,50%.	The	low	ratio	does	not	transcend	into	comments	

either,	as	there	are	only	295	comments	on	the	post.	It	is	noticeable	that	the	engagement	is	slightly	

higher	on	Instagram	than	it	is	on	Facebook	even	though	she	posts	the	same	content	on	both	

platforms.	This	could	indicate	that	that	her	target	audience	is	much	more	active	on	Instagram	than	

they	are	on	Facebook.	

	

When	analyzing	Rita	Ora’s	Twitter	post,	it	is	evident	that	she	again	is	below	industry	standard	when	it	

comes	to	the	follower	to	like	ratio,	which	in	this	case	is	0,03%.	This	also	transcends	into	a	low	level	of	

engagement	when	it	comes	to	the	41	comments	and	286	retweets	(Appendix	1)	that	the	post	

generated.	Even	though	she	makes	more	personal	posts,	she	is	not	able	to	form	this	special	bond	with	

her	followers.	This	is	a	clear	indication	that	she	does	not	have	a	strong	parasocial	relationship	with	

her	fans	on	this	platform.		

	

Overall	it	can	be	argued	that	Rita	Ora	has	a	‘low’	parasocial	relationship	with	her	fans,	as	they	are	not	

engaged	enough	in	her	social	media	platforms	to	really	take	their	time	to	like,	comment	and	share	her	

posts.	
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7.4.5	Implications	of	eclipsing	

When	analyzing	how	the	fans	of	Rita	Ora	commented	on	her	posts,	it	shows	that	the	fans	on	

Facebook	and	Twitter	have	almost	exclusively	commented	about	her,	and	only	a	couple	of	people	

have	commented	on	the	brand	(Figure	20).	On	Instagram	the	comments	are	slightly	different,	as	

approximately	one	fifth	of	the	comments	are	about	the	company.	However,	that	is	still	not	a	lot	of	

comments	towards	the	company,	and	the	positive	comments	about	Rita	Ora	are	still	dominating	

(Figure	20).	Because	almost	all	of	the	comments	are	about	Rita	Ora,	it	can	be	argued	that	eclipsing	is	

occurring	on	all	of	the	posts.	This	further	means	that	the	eclipsing	can	be	considered	‘high’	on	all	of	

the	posts.	However,	it	is	more	obvious	on	Facebook	and	Twitter,	as	the	fans	have	a	stronger	

attachment	to	Rita	Ora	than	Rimmel	London.	

 
Rita	Ora		 Twitter	 Facebook	 Instagram	

Brand	positive:	 4	 3	 41	

Brand	negative:	 0	 0	 5	

Celebrity	positive:	 31	 30	 173	

Celebrity	negative:	 1	 0	 3	

(Figure 20) (Appendix 1) 

	

7.4.6	Sub-conclusion	-	Rimmel	London	x	Rita	Ora	

By	assessing	the	fit	between	Rimmel	London	and	Rita	Ora	through	a	traditional	TEARS	analysis,	a	high	

fit	was	concluded.	According	to	the	SMM	model	of	Rimmel	London	it	is	evident	that	they	are	not	

taking	risks	on	social	media	and	are	very	conservative,	as	they	only	post	beauty	pictures,	and	have	

only	used	one	celebrity	so	far.	Furthermore,	there	are	indications	of	a	top-down	structure,	which	

leads	to	them	not	living	up	to	their	own	vision.	These	findings	indicate	that	Rimmel	London	can	be	

considered	‘Digital	Learners’	moving	towards	being	‘Digital	Users’.	This	leaves	Rimmel	London	with	a	

’low’	developed	SMM.	It	was	also	concluded	that	when	assessing	Rita	Ora’s	parasocial	relationships,	

she	had	a	low	parasocial	relationship	on	all	of	the	three	social	media	platforms.	Additionally,	it	was	

concluded	that	a	‘high’	eclipsing	occurred	in	the	campaign	on	all	three	social	media	platforms. 
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7.5	Case	3	-	Calvin	Klein	x	Justin	Bieber	-	#Mycalvins	

Calvin	Klein	is	one	of	the	most	successful	fashion	brands	in	the	world,	owned	by	the	PVH	who	also	

houses	famous	fashion	brands	like	Van	Heusen	and	Tommy	Hilfiger.	According	to	the	company	

website,	the	brand	sold	for	8,4	billion	dollars	in	2016,	and	are	distributing	to	over	100	countries	

worldwide	(Calvin	Klein	1,	2018).	In	spring	2015,	the	company	teamed	up	with	world	star	Justin	Bieber	

in	the	celebrity	endorsed	campaign	#Mycalvins.	

 

7.5.1	Brand	overview	

Calvin	Klein	”offers	stylish	designs	interpreted	through	the	CALVIN	KLEIN	aesthetic,	for	a	modern,	

sophisticated	consumer.”	While	no	mission	and	vision	statement	is	provided	on	the	company	website,	

several	findings	indicate	the	brand	identity.	First	of	all,	Calvin	Klein	states	that	they	believe	in	

cultivating	discovery	and	brave	thinking,	embodying	authenticity	and	embracing	individuality.	In	

general,	they	refer	to	themselves	as	a	leading	and	innovative	factor	in	the	American	fashion	industry.	

The	company	is	also	keen	on	inspiring	its	customers	with	provocative	imagery	and	striking	design	that	

ignites	the	senses	(Calvin	Klein,	2:2018).	It	can	be	argued	that	the	target	audience,	at	least	for	the	

#MyCalvins	campaign,	were	young	people	who	are	engaged	in	social	media.	This	can	be	based	on	the	

fact	that	Calvin	Klein	used	a	wide	range	of	celebrities	such	as	Trey	Songz,	Kendal	Jenner	and	Fergie	

(Fumo,	2015).		

	

7.5.2	TEARS	analysis	–	Justin	Bieber	

7.5.2.1	Trustworthiness	

Justin	Bieber	has	a	massive	following	on	social	media	and	die-hard	fans	who	names	themselves	

“Beliebers”.	This	makes	it	hard	to	deny	that	the	audience	he	would	endorse	products	towards	would	

see	him	as	trustworthy	(Alvarez,	2017).	These	fans	of	Justin	Bieber	believe	that	he	cannot	do	anything	

wrong,	and	that	he	would	not	endorse	anything	just	because	of	financial	gain,	but	instead	because	he	

really	likes	the	product.	It	has	shown	time	and	time	again	that	his	fans	stand	together	to	support	him,	

even	though	Justin	Bieber	makes	it	to	the	headlines	with	his	scandals.	On	the	other	hand,	everyone	
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else	who	are	not	“Beliebers”	would	probably	not	see	him	as	a	trustworthy	person	because	of	all	his	

scandals	(USMagazine,	2013). 

	 

7.5.2.2	Expertise	

When	looking	at	Justin	Biebers	expertise	in	regards	to	underwear,	there	is	no	question	that	he	does	

not	need	that	much	expertise	in	the	field	of	male	underwear,	as	it	is	not	hard	to	pick	out	a	pair	of	

white	or	black	boxers.	One	thing	that	Justin	Bieber	is	seen	as	a	sort	of	expert	in	by	his	fans	and	

audience,	is	his	sense	for	fashion	(Frank,	2015).	Calvin	Klein	is	a	fashion	company	so	in	that	sense	

there	is	a	fit	between	Bieber’s	fashion	expertise	and	Calvin	Klein. 

 

7.5.2.3	Physical	attractiveness	

When	assessing	the	physical	appearance	of	Justin	Bieber,	it	can	be	argued	that	he	is	considered	good	

looking.	Young	girls	look	up	to	him	and	young	guys	want	to	be	him	(Skelley,	2015). He	is	very	versatile	

with	his	looks	as	he	is	a	young	white	male	in	his	twenties,	which	has	a	very	broad	appeal	and	landed	

him	on	the	front	page	of	magazine	like	GQ	(GQ,	2016). 

 

7.5.2.4	Respect	

Justin	Bieber	has	struggled	with	gaining	respect	for	his	music	career	throughout	the	years,	and	has	

had	several	headline	scandals	like	a	driving	under	influence	sentence,	and	throwing	eggs	at	his	

neighbor’s	house	(USMagazine,	2013). Justin	Bieber	went	through	a	transformation	in	the	beginning	

of	2015	name	(Berkowitz,	2015).	This	was	the	same	year	as	he	started	his	endorsement	campaign	

with	Calvin	Klein.	It	was	also	the	year	that	he	took	everyone	by	storm,	with	the	album	“Purpose”.	It	

was	not	only	young	kids	and	teenagers	who	were	listening	to	Justin	Bieber	it	was	everyone,	he	

basically	became	a	household	name	(Berkowitz,	2015).	Through	this	he	garnered	the	respect	from	the	

public	and	especially	the	targeted	audience	of	Calvin	Klein	(Davidson,	2015)	 
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7.5.2.5	Similarity	

Justin	Bieber	and	Calvin	Klein’s	#MyCalvin’s	target	audience	fits	perfectly	with	one	another,	as	these	

were	young	people	who	are	heavily	on	social	media.	Justin	Bieber	is	similar	to	the	target	audience	in	

the	sense	that	he	to	some	extent	targets	both	male	and	female	consumers	through	the	#MyCalvins	

campaign	(Alvarez,	2017).	This	fit	in	similarity	between	Justin	Bieber	and	the	target	audience	of	Calvin	

Klein	is	important	because	consumers	have	very	different	opinions	when	it	comes	to	the	likes	of	

underwear.	Therefore,	Justin	Bieber	who	are	similar	to	the	audience,	would	in	theory	have	a	higher	

chance	of	influencing	the	audience	choice	(Shimp,	2007:306). 

 

7.5.2.6	Indications	of	brand	fit	

It	is	important	that	there	is	a	fit	between	Justin	Bieber’s	attributes	and	the	brand	of	Calvin	Klein.	In	

this	case,	almost	all	the	attributes	of	a	traditional	celebrity	endorser	appear,	making	him	a	great	fit	for	

Calvin	Klein.	This	high	fit	can	be	considered	even	though	that	his	trustworthiness	will	not	be	the	

highest	when	looking	at	the	part	of	target	audience	who	are	not	‘Beliebers’.	This	should	not	be	a	huge	

problem	as	Justin	Bieber	through	his	newly	claimed	respect	can	work	on	his	trustworthiness,	making	

him	a	great	fit	for	Calvin	Klein.	Because	of	this,	the	perceived	brand	fit	in	relation	to	the	TEARS	model	

is	high. 

	

7.5.3	SMM	

When	looking	at	Calvin	Klein’s	social	media	channels,	social	media	seems	to	be	a	quite	big	focus	for	

the	company.	They	apply	a	wide	range	of	posts	and	are	very	active	on	all	three	of	the	social	media	

platforms,	which	were	researched	in	the	content	analysis.	

	

7.5.3.1	Scope	&	Culture	

When	looking	at	the	culture	of	their	SMM,	Calvin	Klein	seems	to	be	quite	modernist.	Like	already	

mentioned,	they	use	their	social	media	channels	in	various	ways,	using	a	wide	range	of	posts	

depending	on	the	media.	They	are	also	willing	to	take	chances	on	huge	campaigns	like	the	new	

Kardashian	campaign	(Eckardt,	2018)	and	Justin	Bieber,	a	character	who	has	been	linked	to	some	
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controversy	through	his	career	(USMagazine,	2013).	These	findings	can	be	seen	as	an	indication	of	

them	leaning	towards	being	modernist	as	well	as	explorers,	as	they	are	able	to	constantly	find	new	

ways	of	doing	social	media	communications	and	involving	different	stakeholders.	While	their	

Instagram	page	is	filled	with	celebrity	endorsed	content,	models	and	professional	photos	(Calvin	Klein,	

3:2018),	their	Twitter	profile	is	filled	with	small	interviews	with	endorsers,	relevant	artists,	articles	and	

public	relations	posts.	This	indicates	that	they	have	a	quite	wide	grasp	on	their	social	media	use	

(Calvin	Klein,	5:2018).		

	

When	looking	at	their	SMM	scope,	they	seem	to	be	quite	collaborative,	especially	on	Twitter	where	

many	posts	consist	of	sharing	stories	that	go	beyond	themselves,	but	could	strengthen	Calvin	Klein’s	

public	relations	(Calvin	Klein,	6:2018).	This	indicates	that	Calvin	Klein	views	collaboration	and	

engagement	of	various	stakeholders	as	a	key	part	of	their	SMM.	

	

7.5.3.2	Structure	&	Governance	

Although	there	is	no	clear	indication	as	to	how	Calvin	Klein’s	SMM	is	structured	and	governed,	several	

findings	create	a	good	idea	of	this.	First	of	all,	due	to	their	different	approaches	to	various	social	

media	platforms,	it	is	very	likely	that	they	have	different	people	managing	different	aspects	of	their	

social	media	channels.	As	mentioned,	some	of	the	Twitter	posts	are	closely	related	to	the	field	of	

public	relations,	while	others	are	ordinary	social	media	marketing.	Having	this	in	mind,	it	is	very	likely	

that	several	people	in	the	communication	and	marketing	team	have	the	authority	to	create	and	post	

content.	Because	of	this,	the	structure	is	leaning	towards	a	network	approach.	
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7.5.3.3	Indications	of	SMM	

When	Looking	at	their	social	media	usage,	it	appears	that	Calvin	Klein	spends	a	large	chunk	of	money	

on	the	social	media	efforts.	Not	only	did	Calvin	Klein	run	social	media	campaigns	with	Justin	Bieber,	

but	also	recently	the	whole	Kardashian	family.	This	indicates	a	big	social	media	budget	to	support	

their	branding	strategy.	Additionally,	it	was	seen	through	the	SMM	model	that	Calvin	Klein	are	willing	

to	take	high	risks,	and	uses	social	media	in	different	teams	to	generate	different	types	of	interaction	

on	the	social	media	platforms.	These	findings	place	Calvin	Klein	as	‘Interactive	Users’	in	the	digital	

engagement	matrix.	To	conclude,	the	level	of	SMM	within	Calvin	Klein	can	be	considered	‘high’,	as	

they	possess	most	of	the	required	qualities	of	the	SMM	framework.	

 

7.5.4	Implications	of	parasocial	relationships	

When	analyzing	Justin	Biebers	use	of	social	media	it	is	evident	that	he	gives	a	lot	of	himself	as	he	

makes	a	lot	of	personal	posts	on	all	three	of	his	social	media	platforms	(Appendix	1).	With	this	high	

percentage	of	his	posts	being	personal,	it	should	then	translate	into	a	parasocial	relationship	with	his	

fans,	as	he	gives	a	unique	way	of	following	what	he	does	during	the	day.		

Justin	Bieber	(Figure	8)	 		
Personal	Instagram	posts:	 43%	

Personal	Twitter	Posts:	 40%	

Personal	Facebook	Posts:	 33,30%	

(Figure 21) 

 

When	analyzing	the	post	on	Facebook,	it	is	the	only	post	on	Facebook	from	the	four	celebrities	that	

has	over	1%	follower	to	like	ratio,	which	shows	a	high	commitment	from	his	immense	number	of	

followers.	This	also	translates	into	comments	and	shares,	as	47.000	have	commented	and	32.500	

have	shared	the	post.	This	shows	that	he	has	created	a	parasocial	relationship	with	his	fans	as	they	

are	very	aware	of	his	posts,	and	take	their	time	to	like,	share	and	comment	on	them.	

	

When	analyzing	the	Twitter	post,	it	shows	that	he,	as	on	Facebook,	is	above	the	industry	standard.	

Here	he	has	a	0,194%	follower	to	like	ratio.	The	high	follower	to	like	ratio	translates	into	comments	
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and	retweets,	as	there	are	164.000	retweets	and	34.000	comments	on	the	post	(Appendix	1).	It	is	

then	possible	to	assume	that	he	also	has	formed	a	parasocial	relationship	to	his	fans	on	Twitter.	

	

When	analyzing	Justin	Biebers	endorsement	post	on	Instagram,	he	again	is	high	above	the	industry	

standard.	Here	he	has	a	follower	to	like	ratio	of	2,298%.	Furthermore,	it	is	also	translated	into	a	lot	

comments,	as	he	has	the	highest	amount	of	comments	out	of	all	of	the	celebrities	with	74.200	

comments	(Appendix	1).	The	level	of	engagement	becomes	even	more	clear	when	comparing	these	

numbers	with	Jennifer	Lopez’	numbers,	who	will	be	introduced	in	the	next	case	study.	While	Bieber	

and	Lopez	have	almost	the	same	number	of	followers	on	Instagram,	Lopez	only	managed	to	generate	

1869	comments	on	Instagram	in	comparison	to	Bieber’s	74,2000	comments	(Appendix	1).	Due	to	

these	numbers,	it	can	be	assumed	that	Justin	Bieber	has	created	a	strong	parasocial	relationship	with	

his	fans	on	Instagram	as	well.	

	

7.5.5	Implications	of	eclipsing	

When	analyzing	the	sample	size	of	comments	on	Justin	Bieber’s	posts	across	the	three	social	media	

platforms,	several	findings	were	made.	On	Facebook	and	Instagram	there	is	lot	more	comments	about	

Justin	Bieber	than	there	is	about	Calvin	Klein	(Figure	22).	On	Twitter	the	comments	are	slightly	

different,	as	approximately	one	fourth	of	the	comments	are	about	Calvin	Klein.	However,	that	is	still	

not	a	lot	of	comments	towards	the	company,	and	the	positive	comments	about	Justin	Bieber	are	still	

dominating	the	comment	section	(Figure	22).	Because	a	predominant	number	of	comments	on	all	of	

his	posts	are	about	Justin	Bieber,	it	is	considered	to	be	an	indication	of	eclipsing.	Therefore,	it	can	be	

argued	that	eclipsing	is	‘high’	on	all	of	his	posts,	as	the	fans	have	a	stronger	attachment	to	him	than	

they	have	to	Calvin	Klein.		

	

Justin	Bieber	 Twitter	 Facebook	 Instagram	

Brand	positive:	 41	 24	 15	

Brand	negative:	 3	 6	 2	

Celebrity	positive:	 92	 170	 161	

Celebrity	negative:	 26	 23	 21	

(Figure 22) (Appendix 1) 
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7.5.6	Sub-conclusion	-	Calvin	Klein	x	Justin	Bieber	-	#Mycalvins	

By	assessing	the	fit	between	Calvin	Klein	and	Justin	Bieber	through	a	traditional	TEARS	analysis,	a	high	

fit	was	concluded.	Through	the	SMM	model	it	was	found	that	Calvin	Klein	is	collaborative	in	their	

SMM	efforts,	and	are	willing	to	take	risks	in	order	to	explore	new	methods	on	social	media.	They	do	

this	while	engaging	several	stakeholder	groups	in	the	process.	It	was	also	found	that	the	company	

uses	a	network	approach,	meaning	that	several	departments	within	the	company	are	managing	the	

company’s	social	media	channels.	Additionally,	when	looking	at	Calvin	Klein	through	the	digital	

engagement	matrix,	the	company	can	be	considered	‘Interactive	Users’.	Due	to	these	findings,	in	can	

be	concluded	that	Calvin	Klein’s	SMM	development	is	‘high’.	It	was	also	concluded	that	when	

assessing	Justin	Bieber’s	parasocial	relationships,	he	had	built	a	high	parasocial	relationship	on	all	of	

the	three	social	media	platforms.	Additionally,	it	was	concluded	that	a	‘high’	eclipsing	occurred	in	the	

campaign	on	all	three	social	media	platforms.	

 
7.6	Case	4	–	L’Oréal	Paris	x	Jennifer	Lopez	

According	to	Forbes,	L’Oréal	is	one	of	the	world’s	biggest	beauty	brands	(Forbes	1,	2017),	while	they	

claim	to	the	biggest	on	their	own	brand	website.	The	company	prides	itself	on	its	wide	range	of	

beauty	products	including	hair	color,	hair	care,	skin	care	and	cosmetics.	

		

7.6.1	Brand	overview	

With	their	signature	slogan	‘Because	I’m	worth	it’,	L’Oréal’s	value	proposition	builds	on	high	quality	

products	that	will	help	a	woman’s	confidence	and	well-being	according	to	the	company	website.	“the	

essence	of	the	L'Oréal	Paris	brand	as	a	whole,	a	spirit	which	is	about	helping	every	woman	embrace	

her	unique	beauty	while	reinforcing	her	innate	sense	of	self-worth.”	(L’Oréal,	1:2018).	It	is	also	stated	

by	the	company	that	its	ethical	principles	are	based	on	integrity,	respect,	courage	and	transparency	

(L’Oréal,	2:2018).	This	is	a	clear	indication	that	the	brand	wants	to	present	themselves	as	both	

reliable,	high	quality	and	a	front	runner	in	the	beauty	industry.	The	company’s	mission	statement	is	

dedicated	to	one	thing	only:	The	business	of	beauty.	L’Oréal	has	their	goals	towards	enabling	

individuals	to	express	their	personalities	by	creating	innovating	beauty	products.	In	addition	to	this,	
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they	claim	to	be	dedicated	to	research,	while	also	supporting	local	communities,	as	well	as	getting	

inspired	by	promoting	diversity	in	the	world	(L’Oréal,	3:2018).	

	

7.6.2	Tears	Analysis	–	Jennifer	Lopez	

7.6.2.1	Trustworthiness	

With	her	massive	following	on	social	media,	and	die-hard	fans,	it	is	hard	to	deny	that	the	audience	of	

L’Oréal	Paris	would	see	her	as	trustworthy.	An	indication	of	this	can	also	be	through	her	winning	the	

People’s	Choice	Awards	in	2017	(Eonline,	2017).	Her	audience	would	believe	that	she	is	not	only	

endorsing	the	product	because	she	gains	something	from	it,	but	because	she	actually	believes	in	the	

product	she	is	talking	about.	Additionally,	she	has	earned	the	audience’s	trust	through	decades	of	

work	(Discogs,	2018).	Even	though	she	has	had	some	bad	publicity,	it	has	in	most	cases	not	been	her	

fault,	and	therefore	she	was	not	blamed	for	the	incidents.	The	media	even	held	their	hands	over	her,	

saying	they	felt	sorry	for	her	“poor	Jen”	(Haigh,	2016). 

 

7.6.2.2	Expertise	

Looking	at	Jennifer	Lopez	there	is	no	denial	that	her	makeup	is	always	flawless,	as	she	then	must	have	

some	expertise	in	applying	it,	and	big	a	knowledge	of	the	products	available	(Pai,	2016).	This	makes	

people	want	to	have	the	same	look	as	her,	and	therefore	be	seen	as	an	expert	in	the	consumer’s	eyes.	

This	makes	her	a	great	candidate	for	endorsing	the	products	she	has	made	with	L’Oréal	Paris.	

 

7.6.2.3	Physical	attractiveness	

There	is	no	doubt	that	Jennifer	Lopez	is	physically	attractive,	and	that	her	appearance	would	be	a	

great	face	of	a	company,	as	she	has	been	named	the	most	beautiful	woman	more	than	once	

(Billboard,	2011).	As	physical	attractiveness	varies	from	culture	to	culture,	some	may	view	it	

differently,	but	being	Latin	American,	she	appeals	to	the	whole	of	America,	and	to	the	Latin	countries.	 
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7.6.2.4	Respect	

Jennifer	Lopez	is	respected	not	only	for	her	singing	career,	but	also	for	acting	skills,	being	a	great	

mother	and	her	extensive	humanitarian	work	throughout	the	years	(LTTS,	2018).	This	makes	her	

highly	likable	and	valuable	for	a	company	like	L’Oréal	Paris.	 

 

7.6.2.5	Similarity	

When	looking	at	similarity	between	Jennifer	Lopez	and	the	target	audience	of	L’Oréal	Paris,	there	is	

no	doubt	that	she	has	a	mass	appeal.	She	is	Latin	American,	which	should	be	able	to	draw	similarities	

to	all	of	America	and	the	Latin	countries.	She	is	also	a	mother,	which	is	a	quite	common	appeal.	

Additionally,	she	is	the	girlfriend	of	the	arguably	best	baseball	player	of	all	time	Alex	Rodriquez,	which	

in	some	cases	will	recall	similarities	to	the	male	audience	(Perry,	2016).	

	

As	it	has	been	the	case	with	all	the	celebrities,	it	is	important	that	there	is	a	fit	between	Jennifer	Lopez	

and	L’Oréal	Paris	in	regards	to	similarity,	because	consumers	have	very	different	opinions	when	it	

comes	to	the	likes	of	makeup.	Therefore,	a	celebrity	who	is	similar	to	the	audience,	would	have	a	

higher	chance	of	influencing	the	audience	choice	(Shimp,	2007:306). 

 

7.6.2.6	Indications	of	brand	fit	

Jennifer	Lopez	possesses	most	attributes	when	it	comes	to	endorsing	L’Oréal	Paris.	She	is	highly	

respected	in	everything	she	does,	she	is	positively	viewed	by	the	media,	and	she	is	in	the	eyes	of	the	

target	audience	extremely	beautiful.	This	makes	her	an	ideal	candidate	for	endorsing	beauty	

products.	Because	of	this,	the	perceived	brand	fit	in	relation	to	the	TEARS	framework	is	high. 

	

7.6.3	SMM	

When	looking	at	the	company’s	social	media	efforts,	each	product	category	has	its	own	page	which	

utilizes	a	mix	between	product	content,	event	content	and	celebrity	endorsers.	The	company	seems	

to	be	very	aware	of	their	social	media	presence.	This	is	evident	judging	by	the	amount	of	content	that	

L’Oréal	has	posted,	as	well	as	the	very	structured	way	that	content	posts	are	made.	This	is	always	
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done	by	posting	three	pictures	at	a	time,	as	only	posting	one	picture	would	ruin	the	overall	aesthetic	

of	the	Instagram	page	(L’Oréal,	4:2018).		

	

7.6.3.1	Scope	&	Culture	

It	is	fair	to	say	that	L’Oréal	Paris	to	some	is	taking	social	media	risks.	When	looking	into	if	L’Oréal	Paris	

on	social	media,	they	used	the	international	women's	day	to	post	videos	of	celebrities	who	explained	

what	it	takes	to	be	a	woman	today.	Even	though	it	is	a	risk,	it	seems	like	a	very	calculated	one,	as	it	

plays	to	the	heritage	of	the	company,	and	to	their	slogan	of	women	doing	things	for	themselves	and	

not	others	(L’Oréal,	9:2018).	When	looking	into	how	they	otherwise	use	their	social	media	platforms	it	

can	be	noticed	that	the	content	consists	of	beauty	pictures.	This	draws	resemblance	to	the	case	of	

Rimmel	London.	However,	L’Oréal	Paris	are	utilizing	more	aspects,	as	they	are	posting	backstage	

videos	and	videos	about	the	professionals	using	their	products	(L’Oréal,	4:2018).	Based	on	this,	

L’Oréal	Paris	can	be	considered	to	having	an	explorer	approach.	

	

It	is	easy	to	assume	that	L’Oréal	Paris	spends	a	lot	of	money	on	maintaining	its	social	media	profiles.	

This	can	be	seen	by	looking	at	its	massive	campaigns	with	Jennifer	Lopez,	and	other	A-list	celebrities	

like	Ava	Longoria	and	Helen	Mirren	(L’Oréal,	6:2018)	(L’Oréal,	7:2018).	Looking	into	their	profiles	it	is	

evident	that	the	company	is	avoiding	a	bit	of	this	traditional	approach	as	the	pictures	and	videos	are	

more	adapted	to	the	platforms	(L’Oréal,	4:2018).	

	

When	looking	into	how	L’Oréal	Paris	describe	the	company,	they	are	very	bound	on	tradition,	heritage	

and	its	slogan	‘Because	I’m	worth	it’	(L’Oréal,	8:2018).	However,	when	analyzing	its	SMM	culture,	it	

appears	as	if	a	modernist	approach	to	social	media	is	applied.	The	company	does	take	some	risks	

when	engaging	the	audience	and	it	utilizes	more	of	Instagram's	features,	as	various	content	is	posted	

(L’Oréal,	4:2018).	
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7.6.3.2	Structure	&	Governance	

To	gain	some	knowledge	on	their	structural	approach	to	social	media	it	is	necessary	to	look	into	how	

it	is	used,	and	what	content	are	being	posted.	As	previously	stated	L’Oréal	Paris	has	Instagram	profiles	

for	each	product	category	whether	it	being	skincare,	makeup,	or	hair	(L’Oréal,	4:2018).	Furthermore,	

as	in	the	case	with	Rimmel	London,	L’Oréal	Paris’	Facebook	is	programmed	to	detect	where	in	the	

world	you	are	from.	This	means	that	if	you	are	from	Denmark,	it	will	redirect	you	to	a	L’Oréal	Paris	

Denmark	Facebook	Page	(L’Oréal,	5:2018).		

	

It	takes	a	lot	of	work	to	update	all	of	the	posts	in	each	language,	and	geo-target	it	to	the	right	country.	

Therefore,	it	is	safe	to	assume	that	there	is	an	individual	person	who	are	in	charge	of	each	

geographical	profile.	Because	of	the	different	content	on	each	channel,	it	can	be	assumed	that	each	

department	are	in	charge	of	their	own	social	media.	It	can	also	be	assumed	that	there	are	guidelines	

from	the	headquarter,	and	that	when	there	are	campaigns	to	be	posted,	then	it	comes	from	top	

management.	For	that	reason	It	can	be	believed	that	there	is	some	kind	of	top-down	structure	at	

L’Oréal	Paris.	Despite	L’Oréal	Paris	being	more	open	to	take	risks,	it	looks	like	it	is	very	calculated	and	

well	considered	ones.	This	is	indicating	that	there	is	some	hierarchical	approach	to	their	SMM	

presumably	through	social	media/marketing/branding	guidelines.	It	is	then	safe	to	assume	that	a	

company	with	the	size	of	L’Oréal	Paris	is	operating	under	a	high	level	of	autocracy	on	the	individual	

social	media	channels.	Additionally,	there	is	most	likely	a	social	media	manager	in	charge	of	posting,	

editing	and	deleting	posts	for	each	country.	

		

7.6.3.3	Indications	of	SMM	

With	all	of	these	findings,	it	is	possible	to	place	L’Oréal	Paris	in	the	digital	engagement	matrix.	L’Oréal	

Paris	can	be	classified	as	‘digital	learners’,	but	moving	towards	‘interactive	users’.	With	the	massive	

campaign	L’Oréal	Paris	is	making,	it	is	safe	to	assume	that	they	have	a	huge	budget	for	social	media,	

and	that	they	through	their	work	on	social	media	are	moving	towards	a	bigger	benefit	that	they	have	

had	before.	To	conclude,	L’Oréal	Paris’	level	of	SMM	can	be	considered	‘medium’.	
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7.6.4	Implications	of	parasocial	relationships	

It	is	evident	that	it	is	only	on	Instagram	that	Jennifer	Lopez	makes	a	lot	of	personal	posts	when	

analyzing	her	use	of	social	media.	This	in	theory	means	that	she	should	have	a	parasocial	relationship	

to	her	fans,	as	she	gives	a	lot	of	herself	here.	On	the	contrary,	on	Twitter	and	Facebook	she	only	

makes	a	few	personal	posts,	which	theoretically	should	not	lead	to	a	parasocial	relationship,	as	she	

there	makes	more	career	posts	and	endorsed	posts.		

	

	

	

 

(Figure 23) 

	

When	analyzing	Jennifer	Lopez’	endorsement	post	on	Twitter	it	is	shows	that	her	engagement	is	

under	the	industry	standard,	as	her	follower	to	like	ratio	is	0,009%.	This	also	transcend	into	only	213	

comments	and	1029	retweets.	This	is	not	a	lot	compared	to	how	many	people	who	actually	follow	

her.	This	means	that	she	has	not	managed	to	a	build	parasocial	relationship	to	her	fans	on	Twitter.	

	

When	analyzing	Jennifer	Lopez’	endorsement	post	on	Facebook,	it	shows	that	her	follower	to	like	

ratio	is	0,1%,	which	is	equal	to	the	industry	standard.	However,	it	does	not	translate	into	a	lot	of	

comments	and	shares,	as	she	only	has	712	comment	and	1900	shares,	which	is	low	compared	to	how	

many	followers	she	has	on	Facebook.	This	means	that	she	has	not	been	able	to	build	a	parasocial	

relationship	with	her	fans	on	Facebook.		

	

When	analyzing	Jennifer	Lopez’	post	on	Instagram	it	shows	that	her	engagement	is	far	better	on	

Instagram	than	it	is	on	Twitter	and	Facebook.	However,	it	is	not	enough	for	her	to	be	categorized	as	

having	a	parasocial	relationship	to	her	fans,	as	her	follower	to	like	ratio	is	at	0,3%.	This	is	below	the	

Jennifer	Lopez	(Figure	9)	 		
Personal	Instagram	posts:	 66%	

Personal	Twitter	Posts:	 1,50%	

Personal	Facebook	Posts:	 4,50%	
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industry	standard	and	there	are	only	1869	comments	from	her	73.6	million	followers	(Appendix	1).	

	

Through	her	Instagram,	Jennifer	Lopez	has	posted	significantly	different	content	than	on	her	other	

two	social	media	profiles.	She	is	doing	more	personal	posts	than	she	does	endorsement	posts	or	

celebrity	posts.	Her	engagement	is	far	better	on	Instagram	than	it	is	on	Twitter	and	Facebook.	

However,	it	is	not	enough	for	her	to	be	categorized	as	having	a	parasocial	relationship	to	her	fans	with	

only	1869	comments	produced	from	her	following	of	73.6	million	fans	(Appendix	1).	

 
7.6.5	Implications	of	eclipsing	

When	analyzing	the	sample	size	of	comments	on	Jennifer	Lopez	posts	across	the	three	social	media	

platforms,	it	gave	a	completely	different	picture	than	what	was	seen	in	the	previous	celebrities’	posts.	

This	is	because	her	post	on	Instagram	had	more	positive	comments	about	L’Oréal	Paris	than	

comments	about	her	(Figure	24).	This	stands	in	contrast	to	her	post	on	Facebook	and	Twitter,	which	

predominantly	had	positive	comments	about	her	(Figure	24).	Because	a	predominant	number	of	the	

comments	are	about	Jennifer	Lopez	on	Facebook	and	Twitter,	it	is	considered	as	an	indication	of	

eclipsing.	It	can	therefore	be	argued	that	eclipsing	is	‘high’	on	Facebook	and	Twitter	but	not	on	the	

Instagram	post,	as	eclipsing	is	not	present	there.	However,	the	overall	eclipsing	can	be	considered	as	

‘high’,	as	the	Facebook	and	Twitters	eclipsing	is	so	dominating.	

	

Jennifer	Lopez	 Twitter		 Facebook	 Instagram	

Brand	positive:	 22	 14	 168	

Brand	negative:	 0	 11	 12	

Celebrity	positive:	 129	 194	 2	

Celebrity	negative:	 0	 9	 0	

(Figure 24) (Appendix 1) 
 
7.6.6	Sub-conclusion	-	L’Oréal	Paris	x	Jennifer	Lopez	

By	assessing	the	fit	between	L’Oréal	Paris	and	Jennifer	Lopez	through	a	traditional	TEARS	analysis,	a	

high	fit	was	concluded.	According	to	the	SMM	model	L’Oréal	Paris	is	taking	some	risks	when	it	comes	

to	the	use	of	social	media,	but	company	is	mostly	very	conservative	when	it	comes	to	posting	content.	

L’Oréal	Paris	has	some	type	of	top-down	structure,	and	through	the	findings	of	the	SMM,	L’Oréal	Paris	
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can	be	considered	as	‘Digital	Learners’	with	a	massive	budget	for	social	media.	This	would	classify	

L’Oréal	Paris	as	having	a	‘medium’	developed	SMM.	It	was	also	concluded	when	assessing	Jennifer	

Lopez	parasocial	relationships,	that	she	had	a	low	parasocial	relationship	on	Twitter	and	Facebook	

and	that	she	had	a	medium	parasocial	relationship	with	her	fans	on	Instagram.	Additionally,	it	was	

concluded	that	a	‘high’	eclipsing	occurred	in	the	campaign	on	two	out	of	three	social	media	platforms.	

 

8.	Discussion	

The	following	section	will	firstly	be	discussing	the	plausibility	of	the	hypotheses,	seen	in	the	light	of	

the	four	case	analyses.	Secondly,	this	will	be	discussed	in	the	light	of	the	industry	interview	findings.	

Lastly,	a	proposed	change	in	the	meaning	transfer	model	will	be	formulated	based	on	the	discussion	

points.	As	mentioned	in	the	reflection	section,	this	section	will	be	looking	to	answer	sub-question	3	&	

4.	

 
8.1	Discussing	the	hypotheses	

As	stated	earlier,	the	hypotheses	were	formulated	based	on	the	theoretical	framework.	The	following	

paragraph	will	be	looking	at	the	findings	and	case	study	analyses	in	order	to	deem	the	hypotheses	

‘plausible’,	‘partially	plausible’	or	‘implausible’.	

	

8.1.1	H1:	Brand	fit	generates	a	higher	level	of	engagement	in	celebrity	endorsed	social	media	

campaigns.	–	Implausible	

		

Justin	Bieber	
x	Calvin	Klein	

DJ	Khaled	
x	
B&Oplay	

Jennifer	Lopez	x	
L'Oréal	Paris	

Rita	Ora	x	
Rimmel	London	

Brand	Fit	 High	 Low	 High	 High	

Brand	Social	media	marketing		 High	 Low	 Medium	 Low	

Overall	Engagement	 High	 Low	 Low	 Low	

(Figure 25) 
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In	the	analysis,	it	was	found	through	the	traditional	theory	of	celebrity	branding,	that	three	out	of	

four	cases	were	found	to	have	a	high	fit,	while	the	B&Oplay	x	DJ	Khaled	case	was	considered	to	have	

an	overall	low	fit.		

	

The	relation	between	engagement	and	fit	was	assessed	in	the	figure	above	(Figure	25),	in	order	to	

answer	the	hypothesis.	It	was	found	that	no	clear	pattern	could	be	drawn	from	the	relation	between	

engagement	and	brand	fit,	as	two	of	the	cases	proved	the	hypothesis	plausible,	while	the	two	others	

did	not.	This	means	that	the	answers	to	the	hypothesis	are	too	inconsistent	in	order	to	be	deemed	

plausible.	Because	of	this,	H1	is	considered	implausible.	

	

8.1.2	H2:	Brand	fit	facilitates	less	eclipsing	on	social	media.		

-	Implausible 
		 Justin	Bieber		 DJ	Khaled	 Jennifer	Lopez	 Rita	Ora	
Brand	Fit	 High	 Low	 High	 High	

Brand	Social	media	marketing		 High	 Low	 Medium	 Low	

Eclipsing	 High	 Low	 High	 High	

 (Figure 26)  
	

When	testing	the	effect	fit	has	on	eclipsing,	it	is	essential	to	pair	the	degree	of	eclipsing	to	the	degree	

of	fit	that	was	found	between	the	company	and	celebrity.	This	comparison	can	be	seen	in	the	figure	

above	(Figure	26).	Based	on	the	findings	of	the	analysis,	fit	is	high	in	all	cases	except	for	DJ	Khaled.	In	

order	for	the	hypothesis	to	be	plausible,	DJ	Khaled	then	should	have	had	a	high	level	of	eclipsing,	

whereas	Justin	Bieber,	Jennifer	Lopez	and	Rita	Ora	should	have	had	a	low	amount	of	eclipsing.	When	

comparing	the	fit	to	the	degree	of	eclipsing,	the	opposite	is	shown.	In	all	cases	of	a	high	fit	there	has	

been	a	high	degree	of	eclipsing,	with	one	anomaly	being	Jennifer	Lopez’	post	on	Instagram,	which	has	

a	low	degree	of	eclipsing.	This	deems	the	hypothesis	implausible,	and	shows	that	there	might	not	be	

any	relation	between	traditional	brand	fit	theory	and	eclipsing	when	doing	celebrity	endorsed	

campaigns	on	social	media.	
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8.1.3	H3:	Companies	with	less	developed	SMM	creates	less	engagement	on	social	media.		

-	Plausible	

		

Justin	Bieber	
x	Calvin	Klein	

DJ	Khaled	
x	
B&Oplay	

Jennifer	Lopez	x	
L'Oréal	Paris	

Rita	Ora	x	
Rimmel	London	

Brand	Fit	 High	 Low	 High	 High	

Brand	Social	media	marketing		 High	 Low	 Medium	 Low	

Overall	Engagement	 High	 Low	 Low	 Low	

(Figure 27) 

	

In	the	analysis	of	the	companies	of	the	cases,	it	was	considered	that	Calvin	Klein	was	the	only	brand	

with	a	well-developed	SMM.	Additionally,	L’Oréal	was	considered	medium,	while	B&Oplay	and	

Rimmel	London	were	considered	to	have	a	low	level	of	SMM.	

	

When	looking	at	the	figure	(Figure	27),	there	seems	to	be	a	quite	clear	connection	between	the	

company’s	level	of	SMM,	and	the	engagement	generated	from	the	case	content.	In	three	out	of	the	

four	cases,	the	test	of	the	hypothesis	indicates	a	connection	between	the	two,	while	the	Jennifer	

Lopez	x	L’Oréal	Paris	case	came	close	to	deeming	the	hypothesis	plausible.	While	H1	was	too	

inconsistent	to	deem	plausible,	H3	can	be	considered	to	be	plausible,	due	to	the	stability	in	the	

findings.	This	points	to	a	notion	that	SMM	can	be	perceived	to	have	a	much	higher	impact	on	the	

engagement	level	in	comparison	to	a	fit	between	the	company	and	celebrity,	in	a	traditional	celebrity	

branding	sense.	
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8.1.4	H4:	Celebrities	with	high	amounts	of	personal	posts,	have	a	high	level	of	parasocial	relationship.		

-	Implausible 

 (Figure 28) 

 
According	to	the	theory	behind	parasocial	relationships,	celebrities	who	make	a	large	amount	of	

content	about	their	personal	life	would	facilitate	a	sense	of	“friendship”	between	the	celebrity	and	

the	follower.	This	was	referred	to	as	a	parasocial	relationship.	Through	a	content	analysis	of	the	

celebrity’s	social	media	channels,	the	percentage	of	content	categorized	as	personal	posts	was	

assessed.	Based	on	the	theory,	the	higher	the	percentage	of	personal	posts,	the	better	the	parasocial	

relationship	should	be	between	the	celebrity	and	the	followers.	

	

However,	when	looking	at	the	results	(Figure	28),	there	seems	to	be	no	relationship	between	the	

celebrity’s	personal	post	percentage,	and	the	level	of	parasocial	relationships.	This	can	be	seen	when	

looking	at	the	response	generated	from	the	specific	campaign	post.	The	only	celebrity	who	has	had	a	

perceived	high	parasocial	relationship	on	the	campaign	post	was	Justin	Bieber,	who	had	less	

percentwise	personal	posts	than	e.g.	Rita	Ora	in	all	instances.	Because	of	these	findings,	there	is	not	a	

direct	relation	between	personal	posts	and	parasocial	relationship	to	be	found.	With	these	findings	in	

mind,	H4	can	be	considered	implausible.	

	

	(Figure	6,7,8,9)	 Justin	Bieber	 DJ	Khalid	 Jennifer	Lopez	 Rita	Ora	
Personal	Instagram	posts:	 43%	 32%	 66%	 50%	

Parasocial	Relation:	
Instagram	 High	 Low	 Medium	 Low	

	     
Personal	Twitter	Posts:	 40%	 39%	 1,50%	 52%	

Parasocial	Relation:	Twitter	 High	 Low	 Low	 Low	

	     
Personal	Facebook	Posts:	 33,30%	 25%	 4,50%	 50%	

Parasocial	Relation:	
Facebook	 High	 Low	 Low	 Low	
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8.1.5	H5:	The	higher	the	level	of	parasocial	relationship,	the	higher	the	amount	of	E-WoM	is	generated		

-	Plausible 
 
 

(Figure 29) (Appendix 1)  
 
 
When	testing	the	effect	engagement	has	on	E-WoM,	it	is	essential	to	pair	them	up	on	each	social	

media,	to	see	how	the	posts	has	performed.	This	comparison	can	be	seen	above	(Figure	29).	

According	to	influencer	marketing	theory,	an	engaged	audience	considers	the	celebrity	a	friend,	and	

therefore	a	more	credible	source	of	information	for	marketing	purposes.	Because	of	this,	the	thesis	

tested	if	a	higher	level	of	engagement	leads	to	a	higher	level	of	E-WoM.	

	

On	Instagram,	it	is	only	Justin	Bieber	who	has	a	high	engagement	from	his	fans,	which,	in	theory,	

should	place	him	as	the	celebrity	with	the	highest	E-WoM.	In	this	case,	the	findings	reflect	this	as	true,	

as	he	is	the	only	celebrity	who	performed	above	0.01%	E-WoM.	The	rest	of	the	celebrities	are	below	

this	number,	which	is	reflected	in	their	low	engagement.		

	

Again	on	Twitter,	only	Justin	Bieber	has	a	high	engagement,	meaning	he	should	be	generating	a	much	

higher	E-WoM	than	DJ	Khaled,	Jennifer	Lopez	and	Rita	Ora.	This	is	again	reflected	throughout	the	

E-WoM	Instagram	 Bieber	 DJ	Khalid	 Jennifer	Lopez	 Rita	Ora	
Engagement	
Instagram	 High	 Low	 Low	 Low	

Tags	%	 0,02084802	 0,0005918	 0,001169701	 0,00011364	

	     
E-WoM	Twitter	 Bieber	 DJ	Khalid	 Jennifer	Lopez	 Rita	Ora	
Engagement	Twitter	 High	 Low	 Low	 Low	

Tags	%	 0,00336792	 0	 0,0000066	 0	

Retweet	%	 0,15471698	 0,000325	 0,0022765	 0,004145	

	     
E-WoM	Facebook	 Bieber	 DJ	Khalid	 Jennifer	Lopez	 Rita	Ora	
Engagement	
Facebook	 High	 Medium	 Medium	 Low	

Tags	%	 0,00574	 0,000118	 0,000207127	 0,000069	

Share	%	 0,03306	 0,004353	 0,004318182	 0,000914	
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content	analysis,	as	his	rate	of	tags	are	at	0.003%,	followed	by	Jennifer	Lopez	at	0.0000066%	and	DJ	

Khaled	and	Rita	Ora	at	0%.	It	is	the	same	picture	when	looking	at	retweets,	as	Justin	Bieber	has	a	

much	higher	percentage	than	the	three	other	celebrities.	This	makes	his	high	level	of	E-WoM	

consistent	with	his	high	level	of	engagement.	

	

On	Facebook,	the	amount	of	engagement	has	changed	slightly	as	DJ	Khaled	and	Jennifer	Lopez	is	

considered	to	have	a	medium	amount	of	engagement.	Justin	Bieber	is	still	at	a	high	level	of	

engagement	and	Rita	Ora	is	still	at	a	low	level	of	engagement.	This	is	also	reflected	in	the	E-WoM	

findings,	as	Justin	Bieber	throughout	has	a	much	higher	E-WoM	than	DJ	Khaled	and	Jennifer	Lopez,	

while	Rita	Ora	has	the	lowest	E-WoM.	Due	to	these	findings	it	can	be	considered	that	the	hypothesis	

is	plausible,	as	the	celebrity	with	the	highest	engagement	generated	the	highest	E-WoM.	

	

8.2	Implications	of	celebrity	branding	on	social	media	–	changing	the	meaning	transfer	model	

From	the	analysis	of	the	cases	and	the	discussed	answers	to	the	hypotheses,	several	conclusions	can	

be	seen	through	the	industry	interviews	conducted.	Firstly,	it	should	be	discussed	why	fit	did	not	

seem	to	generate	a	higher	level	of	engagement	in	celebrity	endorsed	social	media	campaigns.	With	

the	entrance	of	web	2.0,	it	could	be	argued	that	it	is	essential	to	think	differently	about	fit	when	it	

comes	to	social	media.	Because	of	web	2.0	there	should	be	a	change	to	how	a	model	as	the	TEARS	

model	is	used.	It	is	still	at	great	tool	to	analyze	the	fit	between	the	celebrity	and	the	brand.	However,	

as	traditional	fit	did	not	seem	to	ensure	engagement	on	its	own,	the	TEARS	model	should	not	be	

considered	the	determining	factor	when	looking	at	fit	between	a	celebrity	and	a	company	for	

celebrity	endorsed	social	media	campaigns.	This	notion	was	also	apparent	in	the	interview	with	Emil	

Valnert.	Here	he	provides	the	smartphone	company	Huawei	as	an	example.	According	to	him,	Huawei	

tried	out	many	different	celebrities,	which	can	be	considered	a	sign	that	fit	was	not	the	determining	

factor	(Appendix	6).	It	could	be	argued	that	because	the	celebrity	is	now	posting	directly	to	the	

consumer,	the	company	must	now	fit	into	the	celebrities	“existing	story	and	process”,	which	was	

emphasized	in	the	interview	(Appendix	6).	If	it	does	not	fit	in	the	celebrity’s	social	media	strategy	or	

universe,	then	it	is	not	considered	a	good	fit.	
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When	taking	the	meaning	transfer	model	into	consideration,	it	can	be	argued	that	when	using	the	

model	on	social	media,	there	is	a	shift	in	the	flow	of	meaning	transfer.	This	shift	in	flow	was	first	

introduced	in	the	reflection	section.	The	flow	should	now	be	viewed	as	predominantly	going	from	the	

brand	to	the	celebrity,	and	then	to	the	consumer.	Furthermore,	as	Emil	and	Anne	stated,	companies	

should	fit	into	the	celebrity’s	story	and	process	(Appendix	6).	This	makes	a	change	to	how	the	

celebrity’s	role	should	be	viewed,	as	the	company’s	meaning	now	has	to	fit	the	celebrity’s	persona	on	

social	media.	

	

Also,	due	to	the	conclusion	that	the	traditional	brand	fit	theory	does	not	apply	to	a	social	media	

context,	the	development	of	SMM	seems	essential.	This	can	be	considered	due	to	the	findings	that	

there	is	a	direct	connection	between	the	level	of	SMM	and	the	level	of	engagement.	When	turning	to	

professionals	within	the	field,	it	was	found	that	using	celebrities	in	a	branding	context	on	social	media	

is	still	a	relatively	new	thing	for	many	companies,	but	is	increasing	in	demand	(Appendix	6).	The	

development	of	SMM	was	also	exemplified	with	the	mentioning	of	Huawei,	who	had	tried	celebrity	

endorsed	social	media	campaigns	in	various	ways,	facilitating	a	learning	curve.	This	learning	curve	

could	easily	be	perceived	as	them	climbing	the	digital	engagement	matrix.	Emil	concludes	that	they,	

due	to	these	experiences,	have	a	greater	grasp	on	what	to	focus	on	for	the	upcoming	Christopher	

campaign	on	social	media	(Appendix	6).		

	

These	results	combined	with	the	interview	findings	indicate	that	instead	of	thinking	solely	about	

brand	fit,	the	SMM	needs	to	be	considered	as	well.	This	is	a	process	some	companies	are	already	in.	

As	the	example	of	Huawei	showed,	they	tried	many	different	types	of	celebrities,	which	is	arguably	a	

sign	that	traditional	brand	fit	was	a	lesser	topic	for	their	selection	process	compared	to	developing	

and	managing	social	media	content	that	could	facilitate	a	good	engagement	from	the	consumer.	As	it	

was	mentioned,	traditional	brand	fit	has	to	an	extent	become	obsolete,	and	companies	now	need	to	

look	for	ways	to	fit	into	the	celebrity’s	current	agenda,	in	order	to	undergo	a	desired	meaning	

transfer.	Developing	SMM	could	help	companies	fitting	into	these	agendas,	as	it	allows	them	to	
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understand	and	build	on	top	of	a	social	media	foundation	that	is	already	present	on	the	celebrity’s	

social	media	channels.	It	can	then	be	argued	that	TEARS	and	SMM	can	be	added	to	the	meaning	

transfer	model.	The	TEARS	analysis	can	be	added	as	an	initial	stage	between	celebrity	and	brand,	and	

the	SMM	should	be	an	essential	part	of	the	brand	stage	in	the	model.	

	

When	building	on	the	notion	that	brand	fit	did	not	facilitate	less	eclipsing	on	social	media,	it	can	be	

argued	that	brand	fit	is	even	more	obsolete	than	before,	as	it	did	not	facilitate	less	eclipsing.		

As	stated	earlier,	theory	of	traditional	brand	fit	does	not	have	an	impact	on	the	performance	on	social	

media	in	terms	of	eclipsing.	In	a	social	media	context,	traditional	brand	fit	can	be	considered	in	the	

preliminary	stages,	but	does	not	have	an	impact	on	the	performance	on	social	media.	This	suggests	

that	eclipsing	happens	because	of	something	else,	and	that	a	brand	fit	on	social	media	is	dependent	

on	other	factors	as	well.	One	thing	that	might	be	a	solution	to	eclipsing	is	the	use	of	celebs	who	might	

not	have	a	traditional	brand	fit,	this	could	be	a	tool	to	create	a	buzz	around	the	company	and	the	odd	

pairing,	and	therefore	create	a	stronger	attachment	to	the	brand.	On	the	other	hand,	it	should	of	

course	not	be	too	far	from	the	brand’s	values	as	it	then	would	be	hard	to	fit	into	the	celebrity’s	story	

and	process.	Hence,	traditional	brand	fit	would	still	be	a	good	indicator	of	potential	candidates	for	a	

company	when	considering	a	celebrity	endorsed	social	media	strategy.	Furthermore,	it	is	a	challenge	

that	people	want	to	see	content	about	the	celebrity	and	not	the	company	as	it	is	the	celebrity’s	

channels,	as	suggested	by	the	new	meaning	transfer	framework.	Due	to	this	dynamic,	it	could	be	

argued	that	it	is	important	to	create	good	and	interesting	content,	and	the	willingness	to	take	risks	in	

the	process	of	doing	so.	This	notion	can	be	supported	by	the	relation	between	a	good	SMM	and	a	

good	engagement	result,	which	was	found	in	H3.	In	the	interview	with	Hedegaard,	she	speaks	to	this	

notion	as	well,	as	she	emphasized	the	creation	of	engaging	content	throughout	the	interview.	To	her,	

it	is	crucial	that	the	celebrity	is	part	of	the	whole	process,	in	order	for	his	or	hers	values	to	shine	

through.	This	is	one	of	the	main	concerns	in	ensuring	engaging	content.	Additionally,	she	points	out	

quality	comes	over	quantity,	and	that	there	should	be	an	emphasis	on	being	creative,	in	order	to	

create	new	and	exciting	content.	This	can	be	seen	as	a	clear	indication	of	the	importance	of	SMM	that	

the	suggested	new	meaning	transfer	model	emphasizes.	If	companies	develop	a	good	SMM,	they	are	
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able	to	incorporate	and	work	with	the	celebrities	in	their	social	media	content,	as	well	as	contribute	

to	a	creative	process	that	will	facilitate	a	higher	level	of	engagement	from	the	consumer	(Appendix	6).	

	

Additionally,	related	to	the	implausible	positive	relation	between	fit	and	engagement,	it	is	increasingly	

important	to	look	at	alternative	paths	to	achieving	this.	While	theoretically	it	would	be	possible	to	

create	a	parasocial	relationship	through	personal	posts,	it	seems	to	be	far	from	the	determining	

factor,	as	there	was	no	clear	relation	between	personal	posts	and	the	level	of	parasocial	relationship.	

By	looking	at	the	industry	interviews,	both	of	the	interviewees	emphasize	that	the	parasocial	

relationships	are	a	key	factor	in	reaching	engagement	from	consumers.	Both	interviewees	put	a	big	

emphasis	on	the	importance	of	building	a	‘community’	feeling	(Appendix	5).	This	is	exemplified	by	e.g.	

‘BoomBoomArmy’
3
	and	‘Stopher	Lovers’

4
.	(Appendix	6).	The	parasocial	relationships	are	created	

between	the	celebrity	and	consumer,	and	is	a	tool	to	build	these	communities	through	engaging	

posts.	

	

As	the	hypothesis	of	the	relation	between	personal	posts	and	parasocial	relationship	was	deemed	

implausible,	other	factors	need	to	be	researched	in	order	to	provide	an	answer	as	to	how	these	strong	

parasocial	relationships	are	achieved.	However,	as	mentioned	yet	again,	the	emphasis	on	quality	

content	that	excites	and	engages	the	consumer	could	provide	an	answer	to	this	question.	As	an	

extension	to	earlier	discussion	points,	it	can	be	argued	that	as	a	company	now	needs	to	fit	into	the	

celebrity’s	story	and	process,	it	is	also	crucial	to	understand	the	core	fan	groups	of	the	celebrity.	This	

needs	to	be	understood	in	order	to	develop	content	that	is	targeted	towards	the	fan	groups.	Even	

though	the	analysis	provided	no	clear	answer	as	to	why	Bieber	was	the	only	one	to	truly	form	strong	

parasocial	relationship,	the	interview	findings	might	offer	up	a	suggestion	as	to	why	this	might	be.	In	

both	interviews,	the	importance	of	a	community	and	loyal	fan-base	was	emphasized	as	mentioned	

earlier.	With	Bieber’s	community	of	‘Beliebers’,	this	can	provide	the	answer	as	to	why	Bieber	was	best	

at	generating	engagement	on	his	social	media	platforms.	This	is	due	to	this	fan-group	being	

                                                
3
	Fan	group	of	Danish	DJ	Morten	Breum	

4
	Fan	group	of	Danish	pop-star	Christopher	
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notoriously	known	for	their	unconditional	love	for	Bieber	no	matter	what	he	does	in	the	public	sphere	

(Alvarez,	2017).	

	

Lastly,	as	the	case	of	Justin	Bieber	illustrates,	the	ability	to	engage	followers	is	a	dominating	factor	

when	a	high	E-WoM	is	achieved.	As	previously	stated	it	is	argued	that	he	has	been	able	to	create	a	

community	and	this	community	are	highly	invested	in	him.	This	arguably	increases	the	engagement	

and	E-WoM,	as	consumers	share	and	tag	one	another	in	everything	Justin	Bieber	does.	It	can	

therefore	be	argued	that	a	parasocial	relationship	is	far	more	important	than	traditional	fit,	as	both	

Jennifer	Lopez	and	Rita	Ora	has	a	high	traditional	fit,	but	do	not	have	a	parasocial	relationship	to	their	

fans.	Additionally,	they	do	not	have	a	high	E-WoM,	even	when	scaling	the	results	to	their	number	of	

followers.		

	

Another	reason	for	the	high	E-WoM,	that	is	only	seen	in	the	case	of	Justin	Bieber,	could	be	explained	

by	Calvin	Klein	being	the	only	company	with	a	well-developed	SMM.	This	means	they	are	more	willing	

to	take	risks	on	social	media,	and	create	out	of	the	box	content,	which	is	more	likely	to	engage	people	

and	therefore	create	a	higher	E-WoM	(Appendix	5).	When	relating	the	role	of	E-WoM	to	the	meaning	

transfer	model,	this	process	would	take	place	inside	the	consumer	stage	of	the	model,	where	the	

community	exchanges	information	about	the	campaign.	
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8.2.1	Redefining	the	meaning	transfer	model	for	social	media	purposes	

By	looking	at	the	previously	discussed	points,	it	can	be	argued	that	there	is	ground	for	a	structural	

change	in	the	meaning	transfer	model,	as	well	as	potential	theoretical	additions	in	the	meaning	

transfer	process.	The	proposed	new	meaning	transfer	model	in	the	age	of	social	media	can	be	seen	

below:		

(Figure 30) 
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8.2.2	The	meaning	transfer	model	on	social	media	

The	following	section	will	explain	the	reasoning	behind	the	new	meaning	transfer	model,	which	was	

illustrated	above	(Figure	30).	

	

This	framework	reflects	how	social	media	has	created	new	direct	communication	channels	to	reach	

the	consumer.	This	erodes	the	original	linear	three	stage	process.	This	was	stated	in	the	reflections	

section	where	the	framework	was	first	presented.	As	mentioned,	the	reevaluated	meaning	transfer	

model	suggests	that	both	the	company	and	the	celebrity	is	now	communicating	the	celebrity	

endorsed	campaign.	This	means	that	the	dominant	flow	of	meaning	transfer	is	arguably	going	from	

brand	to	celebrity,	and	then	from	celebrity	to	consumer.	

	

When	using	the	suggested	redefined	meaning	transfer	model	on	social	media,	an	initial	process	

should	look	to	conduct	a	TEARS	analysis.	During	the	TEARS	analysis	it	should	be	considered	whether	

or	not	the	brand	fits	into	celebrity’s	story	and	process,	as	it	is	the	company’s	meaning	that	is	

transferred	to	the	celebrity	in	the	dominant	flow	of	meaning	transfer.	The	meaning	transfer	starts	at	

the	company/product.	Here	the	company	needs	to	have	a	highly	developed	SMM	before	even	

considering	using	endorsement	on	social	media,	as	well	as	being	able	to	successfully	tap	into	the	

artist’s	social	media	universe	in	an	effective	way.	Furthermore,	it	is	essential	that	the	celebrity	that	is	

being	used	has	been	building	a	parasocial	relationship	to	the	fans	through	building	an	active	and	

engaged	community.	The	importance	of	a	parasocial	relationship	to	the	fans	is	emphasized,	as	this	

leads	to	a	high	engagement.	Additionally,	this	should	facilitate	a	high	E-WoM	as	the	fans	tell	one	

another	about	the	campaign	on	the	celebrity’s	social	media	platforms.	This	further	means	that	the	

meaning	is	transferred	directly	from	the	celebrities’	channels	to	the	consumer.	The	last	step	when	

doing	celebrity	branding	on	social	media	is	to	consider	whether	or	not	there	is	base	for	eclipsing,	as	

well	as	how	it	can	be	prevented.	This	is	done	by	looking	at	how	strong	the	consumer’s	attachment	to	

the	celebrity	is	compared	to	the	attachment	to	the	company.	This	can	e.g.	be	analyzed	by	looking	into	

the	comments	on	the	campaign	posts.	However,	the	notion	of	eclipsing	still	needs	to	be	researched	in	

order	to	provide	answers	as	to	how	this	can	be	prevented.	
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9.	Conclusion	

The	goal	of	the	thesis	was	to	combine	social	media	theory	with	traditional	celebrity	branding	theory	in	

order	to	revisit	fundamental	celebrity	branding	literature,	and	look	at	how	social	media	might	have	

had	an	impact	on	celebrity	branding.	The	scope	limited	the	research	to	be	reflective	of	celebrity	

branding	in	the	music	business.	This	was	investigated	by	answering	the	problem	statement	“How	does	

social	media	have	an	impact	on	celebrity	branding	within	the	music	business?”	as	well	as	four	sub-

questions.	Through	a	primarily	theory	driven	and	deductive	approach,	the	thesis	first	applied	

traditional	celebrity	branding	as	well	as	social	media	theory	in	order	to	create	a	theoretical	

framework.	

	

Sub-question	1	was	answered	by	investigating	the	traditional	celebrity	branding	theory.	It	was	

concluded	that	the	terms	used	for	traditional	brand	fit	has	seen	change	throughout	the	years,	but	

that	there	is	a	mutual	agreement	amongst	scholars	that	there	must	be	a	fit	between	the	celebrity	and	

the	company.	Theoretically,	traditional	brand	fit	is	being	analyzed	by	the	TEARS	model,	which	is	an	

initial	analysis,	that	determine	the	level	of	fit.	A	high	fit	should	in	theory	lead	to	a	great	meaning	

transfer,	as	this	fit	transfers	the	attributes	of	the	celebrity	to	the	brand.	From	here,	the	brand	

transfers	this	meaning	on	to	the	consumer.	Furthermore,	it	was	concluded	that	a	disharmony	in	fit	

can	lead	to	eclipsing.	This	notion	explains	how	an	inequality	between	the	attachment	to	the	celebrity	

and	the	company	can	lead	to	people	only	paying	attention	to	the	celebrity,	which	undermines	the	

company	in	the	advertisement	process.	

	

Sub-question	2	was	answered	by	looking	into	various	social	media	theory,	which	was	considered	

possible	to	be	applied	to	a	celebrity	branding	context.	With	the	entrance	of	web	2.0,	it	can	be	

concluded	that	there	has	been	a	shift	in	power	between	company	and	consumer.	It	can	be	concluded	

that	there	has	been	shift	from	a	push	to	a	pull	society.	This	has	led	to	a	whole	new	media	landscape	

as	social	media	is	a	platform	for	companies	and	celebrities	to	have	direct	communication	with	the	

consumer.	This	also	means	that	celebrities	can	now	communicate	directly	to	their	fans	daily.	It	was	

also	found	that	the	credibility	of	friends	and	‘peers’	is	perceived	to	be	much	higher	on	social	media,	
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that	it	has	been	in	traditional	media.	Due	to	this,	influencer	marketing	has	grown	popular,	as	it	draws	

similarities	to	word	of	mouth	marketing.	In	some	regards,	celebrities	can	be	considered	a	social	media	

influencer	on	social	media,	due	to	their	huge	reach	and	fan	base,	as	well	as	their	status	in	pop	culture.	

Additionally,	when	looking	at	how	companies	can	conduct	effective	social	media	marketing,	it	was	

found	that	there	was	a	need	to	develop	social	media	marketing	in	relation	to	four	dimensions:	Scope,	

culture,	structure	and	governance.	Additionally,	a	digital	engagement	matrix	explained	a	way	to	map	

companies	depending	on	their	level	of	social	media	marketing.	Lastly,	the	notion	of	parasocial	

relationships	suggested	that	celebrities,	that	are	personal	in	their	social	media	communication,	should	

be	able	to	form	stronger	parasocial	relationships	than	the	ones	who	are	not.	

	

Through	reflections	on	the	theoretical	framework,	it	was	suggested	that	the	meaning	transfer	model,	

a	central	model	from	traditional	celebrity	branding	theory,	could	be	reevaluated	in	a	social	media	

context.	The	grounds	for	a	reevaluation	of	the	meaning	transfer	came	from	the	reflections	of	the	

theoretical	framework.	These	reflections	suggested	that	the	flow	of	meaning	transfer	now	goes	from	

celebrity	to	consumer,	instead	of	from	company	to	consumer,	which	was	originally	suggested	in	

traditional	celebrity	branding	theory.	The	change	in	the	flow	of	meaning	transfer	arose	due	to	the	

arrival	of	web	2.0	and	the	development	of	social	media,	which	has	allowed	for	consumers	and	

celebrities	to	have	a	much	more	intimate	and	frequent	relationship.	These	reflections	ended	with	the	

formulation	of	five	hypotheses	that	were	to	be	investigated	through	a	primary	data	collection.	It	is	

important	to	note,	that	due	to	the	application	of	the	social	constructivist	paradigm,	which	holds	no	

objective	truth,	these	hypotheses	were	not	to	be	deemed	‘true’	or	‘false’,	but	instead	the	plausibility	

of	the	hypotheses	were	to	be	determined.	

	

In	order	to	investigate	the	implications	of	a	reevaluated	meaning	transfer	model	through	the	

hypotheses,	data	was	collected	in	relation	to	the	theoretical	framework.	The	primary	data	collection	

was	a	netnographic	content	analysis	which,	through	a	coding	scheme,	was	utilized	in	order	to	

research	four	celebrity	endorsed	campaigns	on	social	media.	The	three	chosen	social	media	platforms	

were	Instagram,	Twitter	and	Facebook.	This	content	analysis	was	conducted	in	relation	to	the	
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problem	statement,	and	with	the	aim	of	creating	a	foundation	for	analysis	and	discussion	of	the	

findings.	The	content	analysis	was	leaning	on	the	social	constructivist	paradigm,	as	this	scientific	

philosophy	seeks	to	understand	and	decode	social	interaction	in	social	contexts.	In	this	thesis,	the	

research	was	investigating	online	communities.	Additionally,	two	industry	interviews	were	conducted	

with	professionals	working	with	celebrity	branding	in	the	music	business.	These	interviews	were	

conducted	by	applying	a	semi-structured	approach	in	line	with	the	hermeneutic	paradigm.	

	

Based	on	the	analysis	and	discussion	around	plausibility	of	the	hypotheses,	sub-question	3	&	4	were	

answered.	Here	it	was	suggested	that	there	were	several	implications	of	the	reevaluated	meaning	

transfer	model.	Firstly,	the	findings	suggested	that	there	are	no	indications	that	a	high	traditional	

brand	fit	creates	more	engagement	on	celebrity	endorsed	social	media	campaigns.	Secondly,	it	was	

suggested	that	a	fit	between	company	and	celebrity,	in	a	social	media	context,	is	not	exclusively	

dependent	on	sharing	mutual	attributes.	Instead,	a	focus	on	the	company’s	social	media	marketing	

needs	to	be	emphasized.	This	notion	was	based	on	the	suggested	change	of	the	dominating	flow	in	

the	meaning	transfer	process,	which	is	now	going	through	the	celebrity’s	social	media	channels.	This	

suggests	that	companies	now	need	to	find	a	way	to	fit	into	a	celebrity’s	social	media	story	and	

process,	in	contrast	to	traditional	celebrity	branding	theory,	which	suggested	the	opposite.	Findings	

also	suggested	that	a	way	to	fit	into	the	celebrity’s	story	and	process	might	be	to	have	a	well-

developed	social	media	marketing	strategy,	which	enables	the	company	to	tap	into	the	celebrity’s	

social	media	communities	and	universe	in	an	effective	manner.	Additionally,	in	relation	to	fit,	it	was	

argued	that	a	lack	of	traditional	brand	fit	on	social	media	might	not	cause	a	disharmony	in	the	

meaning	transfer,	which	in	traditional	celebrity	branding	theory	was	explained	by	a	celebrity	stealing	

the	focus	from	the	company	when	the	fit	is	low,	i.e.	eclipsing.	

	

In	relation	to	social	media	theory,	findings	suggested	that	there	might	not	be	a	relation	between	the	

amount	of	personal	posts	a	celebrity	posts,	and	a	strong	parasocial	relationship	in	a	celebrity	branding	

context.	Instead,	the	interview	findings	indicated	that	a	crucial	factor	in	the	development	of	

parasocial	relationships	rested	on	the	ability	to	create	strong	and	loyal	fan-communities.	Finally,	
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findings	suggested	that	there	could	be	a	positive	relation	between	a	good	parasocial	relationship	and	

the	amount	of	electronic	word	of	mouth	that	is	generated	in	a	celebrity	branding	context.	As	a	final	

contribution,	the	above	mentioned	implications	of	celebrity	branding	in	the	age	of	social	media	were	

demonstrated	in	the	reevaluated	meaning	transfer	model,	which	based	on	a	discussion	of	the	

findings.	This	model	summarizes	the	answer	to	how	social	media	has	an	impact	on	celebrity	branding	

within	the	music	business.	

	

9.1	Research	limitations	

As	already	pointed	out	in	the	methodology	section,	the	way	the	research	was	conducted	inherently	

causes	certain	limitations.	As	the	analysis	and	discussion	is	reflective	of,	the	answers	to	the	

hypotheses	reflected	that	more	research	needs	to	be	done	in	order	to	answer	the	hypotheses	fully.	In	

relation	to	this,	it	is	important	to	consider	the	quality	of	the	research	for	the	thesis.		

One	point	that	could	be	made	is	the	fact	that	the	quality	of	the	research	was	dependent	on	the	

amount	of	data	available	in	the	data	collection	phase.	Two	important	factors	can	be	seen	as	having	a	

negative	effect	on	the	research	quality.	Firstly,	some	important	data	points	were	simply	not	

retrievable,	as	this	required	administrative	rights,	which	could	have	given	additional	insights	into	the	

hypotheses.	Secondly,	due	to	the	lack	of	an	automated	approach	to	decoding	the	comment	sections,	

all	comments	had	to	be	manually	decoded	in	relation	to	the	coding	scheme.	However,	both	

researchers	had	to	agree	on	each	individual	coding,	which	increases	the	validity	substantially.	

Additionally,	the	interviews	were	conducted	with	colleagues	of	the	interviewer,	which	can	potentially	

create	a	less	natural	interview	situation.	However,	as	mentioned,	this	was	accounted	for	with	the	

attempt	of	creating	the	most	natural	and	unbiased	interview	situation	as	possible.	

Another	thing	to	look	into	is	how	this	research	strategy	potentially	affected	the	outcome	of	the	thesis.	

Through	the	content	analysis,	it	was	possible	to	understand	the	social	context	on	various	social	media	

platforms.	However,	this	approach	does	not	give	a	deeper	understanding	of	the	thought	process	

behind	the	interactions	that	happens	on	social	media.	In-depth	interviews	or	focus	groups	with	the	
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target	audience	could	here	have	been	used	to	get	a	deeper	understanding	of	the	consumer.	The	same	

could	be	done	through	a	questionnaire.	However,	as	the	main	paradigm	was	social	constructivism,	it	

made	sense	to	look	into	a	netnographic	approach,	which	the	content	analysis	was	based	on.	

A	last	point	that	needs	to	be	considered	a	limitation	is	the	theoretical	framework	developed	for	the	

purpose	of	answering	the	problem	statement.	The	choice	of	incorporating	mostly	celebrity	branding	

and	social	media	theory	again	leaves	out	perspectives	of	e.g.	consumer	behavior,	which	could	have	

added	another	dimension	to	the	framework	developed.	However,	this	would	likely	have	made	for	too	

broad	of	a	research	area,	which	in	turn	potentially	could	decreased	the	likelihood	of	answering	the	

hypotheses	adequately.	Because	of	the	scope	and	the	focus	on	combining	traditional	celebrity	

branding	and	social	media,	other	areas	that	could	be	used	to	provide	insights	into	the	subject	was	left	

out.	This	potentially	needs	examining	as	well.	Ideas	of	further	research	points	will	be	explained	in	the	

following	section.	

	

10.	Further	Research	

This	study	set	out	to	research	how	social	media	have	had	an	impact	on	celebrity	branding	within	the	

music	industry.	However,	further	research	into	the	subject	needs	to	be	made	in	order	to	fully	

understand	the	impact.	Firstly,	a	repetition	of	the	research	on	a	much	larger	scale	needs	to	be	done	

on	more	social	media	platforms	or	other	industries	and	cultures.	This	allows	for	further	research	into	

the	presented	framework	to	be	conducted.	Additionally,	further	research	into	the	celebrity,	label	and	

company’s	expectations	to	a	social	media	campaign	could	be	done.	

	

Another	thing	that	could	be	very	interesting	to	look	deeper	into	would	be	the	role	of	brand	fit	in	the	

age	of	social	media,	and	perhaps	propose	a	framework	similar	to	the	TEARS	analysis,	which	fully	

concentrated	on	the	factors	that	determines	a	fit	between	celebrity	and	brand	on	social	media.		

	

Investigation	of	the	label’s	interests	in	the	celebrity’s	social	media	strategy	poses	yet	another	research	

point.	The	label	first	and	foremost	wants	to	promote	the	celebrity	as	an	artist	and	avoid,	as	
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mentioned	in	the	thesis,	that	the	celebrity	is	seen	as	a	social	media	influencer	(Appendix	6).	In	

relation	to	the	difference	between	social	media	influencers	and	celebrities,	it	would	also	be	

interesting	to	look	at	how	the	two	differentiate	from	one	another.	Here,	research	could	be	looking	

into	what	impact	the	primary	career	of	the	celebrity	has	on	a	celebrity	branding	campaign	on	social	

media.	Additionally,	research	could	be	looking	at	which	qualities	social	media	influencers	have	in	

comparison	to,	as	well	as	the	implications	of	this.	

	

Further	research	into	the	company’s	process	of	selecting	a	celebrity	as	well	as	the	development	of	

content	between	the	three	parties	could	also	be	beneficial.	This	could	be	researched	with	a	focus	on	

how	to	avoid	eclipsing,	which	would	be	essential	when	creating	a	social	media	campaign.	Important,	

in	relation	to	this,	would	be	further	research	into	what	type	of	content	that	creates	the	highest	

engagement.	From	the	parasocial	relationship	findings,	further	research	could	go	into	how	E-WoM	

works	in	the	community	of	fans.	

	

Communities	have	been	mentioned	several	times	in	the	interviews,	as	it	has	been	a	common	variable	

in	parasocial	relationships	on	social	media,	engagement	and	E-WoM.	Therefore,	further	research	into	

the	creation	of	communities	would	be	a	valuable	contribution	to	the	research.		This	could	help	

understand	what	makes	people	connect	with	social	media	posts,	and	what	makes	them	interact	with	

the	content	and	the	celebrity.	
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12.	Appendix	

 
Appendix 1  
 
Jennifer	Lopez		 		 	 Rita	Ora			 		

Followers	Instagram:	(Jennifer Lopez 4, 2018)	 73.6	Mil	 	 Followers	Instagram:	(Rita Ora 4, 2018)	 13.2Mil	

Followers	Twitter:	(Jennifer Lopez 5, 2018)		 45.2	Mil	 	 Followers	Twitter:	(Rita Ora 5, 2018)	 6.9	Mil	

Followers	Facebook:	(Jennifer Lopez 6, 2018)	 44	Mil	 	 Followers	Facebook:	(Rita Ora 6, 2018)	 5.8	Mil	

		 		 	 		 		

Instagram:	Jlo	-	L'oreal	-	Paris:	Pink	obsession	
(Jennifer	Lopez	1,	2015)	 		 	

Instagram:	Rita	Ora	-	Rimmel	London	
(Rita	Ora	1,	2018)	 		

Likes:	 223.605	 	 Likes:	 66.913	

Comment	Quantity:		 1.869	 	 Comment	Quantity:	 295	

Sample	size:	 419	 	 Sample	size:	 295	

		 Counts	 	 		 Counts	

Brand	positive:	 168	 	 Brand	positive:	 41	

Brand	negative:	 12	 	 Brand	negative:	 5	

Celebrity	positive:	 12	 	 Celebrity	positive:	 173	

Celebrity	negative:	 0	 	 Celebrity	negative:	 3	

Tags:	 193	 	 Tags:	 15	

Conversations:	 6	 	 Conversations:	 4	

Not	Applicable:	 22	 	 Not	Applicable:	 18	

Spam:	 18	 	 Spam:	 36	

Facebook:	JLo	-	BrightReveal	L'oreal	Paris	
(Jennifer	Lopez	2,	2015)	 		 	

Facebook:	Rita	Ora	-	Rimmel	London	
(Rita	Ora	2,	2018)	 		

Likes:		 45.000	 	 Likes:	 2.700	

Shares:	 1.900	 	 Shares:	 53	

Comment	quantity:		 712	 	 Comment	quantity:	 41	

Sample	size:	 250	 	 Sample	Size:	 41	

		 Counts	 	 		 Counts	

Brand	positive:	 14	 	 Brand	positive:	 3	

Brand	negative:	 11	 	 Brand	negative:	 0	

Celebrity	positive:	 194	 	 Celebrity	positive:	 30	

Celebrity	negative:	 9	 	 Celebrity	negative:	 0	

Tags:	 32	 	 Tags:	 4	

Conversations:	 7	 	 Conversations:	 2	

Not	Applicable:	 7	 	 Not	Applicable:	 1	

Spam:	 12	 	 Spam:	 2	
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Twitter:	Jlo	-	L'oreal	Paris	All	I	Have		
(Jennifer	Lopez	3,	2015)	 		 	

Twitter:	Rita	Ora	-	Rimmel	London	
(Rita	Ora	3,	2018)	 		

Likes:		 4.082	 	 Likes:	 2.072	

Retweets:	 1.029	 	 Retweets:	 286	

Comment	quantity:	 213	 	 Comment	quantity:	 41	

Sample	size:	 213	 	 Sample	Size:		 41	

		 Counts	 	 		 Counts	

Brand	positive:	 22	 	 Brand	positive:	 4	

Brand	negative:	 0	 	 Brand	negative:	 0	

Celebrity	positive:	 129	 	 Celebrity	positive:	 31	

Celebrity	negative:	 0	 	 Celebrity	negative:	 1	

Tags:	 3	 	 Tags:	 0	

Conversations:	 0	 	 Conversations:	 0	

Not	Applicable:	 26	 	 Not	Applicable:	 1	

Spam:	 33	 	 Spam:	 4	

 
 
 
DJ	Khaled			 		 	 Justin	Bieber	 		

Followers	Instagram:	(DJ	Khaled	4,	2018)	 9.8	Mil	 	

Followers	Instagram:	(Justin	Bieber	4,	

2018)	 78.3	Mil	

Followers	Twitter:	(DJ	Khaled	5,	2018)	 4	Mil	 	 Followers	Twitter:	(Justin	Bieber	5,	2018)	 106	Mil	

Followers	Facebook:	(DJ	Khaled	6,	2018)	 3.4	Mil	 	

Followers	Facebook:	(Justin	Bieber	6,	

2018)	 98.3	Mil	

		 		 	 		 		

Instagram:	DJ	Khaled	-	B&Oplay	
(DJ	Khaled	1,	2014)	 		 	

Instagram:	Justin	Bieber	-	Calvin	Klein	
(Justin	Bieber	1,	2016)	 		

Likes:		 4.907	 	 Likes:	 1.8	Mil	

Comment	Quantity:	 292	 	 Comment	Quantity:	 74.200	

Sample	Size:	 292	 	 Sample	Size:	 300	

		 Counts	 	 		 Counts	

Brand	positive:	 69	 	 Brand	positive:	 15	

Brand	negative:	 19	 	 Brand	negative:	 2	

Celebrity	positive:	 57	 	 Celebrity	positive:	 161	

Celebrity	negative:	 27	 	 Celebrity	negative:	 21	

Tags:	 58	 	 Tags:	 66	

Conversations:	 13	 	 Conversations:	 7	

Not	Applicable:	 35	 	 Not	Applicable:	 8	

Spam:	 14	 	 Spam:	 52	

Facebook:	DJ	Khaled	-	B&Oplay	
(DJ	Khaled	2,	2014)	 		 	

Facebook:	Justin	Bieber	-	Calvin	Klein	
(Justin	Bieber	2,	2016)	 		
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Likes:	 11.000	 	 Likes:	 1.1	Mil	

Shares:	 148	 	 Shares:	 32.500	

Comment	quantity:		 92	 	 Comment	quantity:	 47.000	

Sample	Size:		 92	 	 Sample	Size:	 300	

		 Counts	 	 		 Counts	

Brand	positive:	 25	 	 Brand	positive:	 24	

Brand	negative:	 1	 	 Brand	negative:	 6	

Celebrity	positive:	 19	 	 Celebrity	positive:	 170	

Celebrity	negative:	 2	 	 Celebrity	negative:	 23	

Tags:	 4	 	 Tags:	 36	

Conversations:	 1	 	 Conversations:	 13	

Not	Applicable:	 17	 	 Not	Applicable:	 10	

Spam:	 23	 	 Spam:	 45	

Twitter:	DJ	Khaled	-	B&Oplay	
(DJ	Khaled	3,	2014)	 		 	

Twitter:	Justin	Bieber	-	Calvin	Klein	
(Justin	Bieber	3,	2016)	 		

Likes:		 19	 	 Likes:	 206.000	

Retweets:		 13	 	 Retweets:	 164.000	

Comment	quantity:	 7	 	 Comment	Quantity:	 34.000	

Sample	Size:	 7	 	 Sample	Size:	 200	

		 Counts	 	 		 Counts	

Brand	positive:	 2	 	 Brand	positive:	 41	

Brand	negative:	 0	 	 Brand	negative:	 3	

Celebrity	positive:	 0	 	 Celebrity	positive:	 92	

Celebrity	negative:	 1	 	 Celebrity	negative:	 26	

Tags:	 0	 	 Tags:	 21	

Conversations:	 0	 	 Conversations:	 22	

Not	Applicable:	 2	 	 Not	Applicable:	 6	

Spam:	 2	 	 Spam:	 11	
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Appendix 2  
 
Justin	Bieber	 		 	 Calvin	Klein	 		

Followers	Instagram:	(Justin	Bieber	4,	2018)	 78.3	Mil	 	

Followers	Instagram:	(Calvin	Klein	10,	

2018)	 12	Mil	

Followers	Twitter:	(Justin	Bieber	5,	2018)	 106	Mil	 	 Followers	Twitter:	(Calvin	Klein	5,	2018)	 3,65	Mil	

Followers	Facebook:	(Justin	Bieber	6,	2018)	 98.3	Mil	 	

Followers	Facebook:	(Calvin	Klein	11,	

2018)	 12,3	Mil	

	     
Rita	Ora			 		 	 Rimmel	London	 		

Followers	Instagram:	(Rita Ora 4, 2018)	 13.2Mil	 	

Followers	Instagram:	(Rimmel	London	2,	

2018)	 557.000	

Followers	Twitter:	(Rita Ora 5, 2018)	 6.9	Mil	 	

Followers	Twitter:	(Rimmel	London	4,	

2018)	 173.000	

Followers	Facebook:	(Rita Ora 6, 2018)	 5.8	Mil	 	

Followers	Facebook:	(Rimmel	London	3,	

2018)	 3.470.119	

	     
DJ	Khaled			 		 	 B&Oplay	 		

Followers	Instagram:	(DJ	Khaled	4,	2018)	 9.8	Mil	 	 Followers	Instagram:	(B&O	Play	4,	2018)	 116.000	

Followers	Twitter:	(DJ	Khaled	5,	2018)	 4	Mil	 	 Followers	Twitter:	(B&O	Play	3,	2018)	 53.900	

Followers	Facebook:	(DJ	Khaled	6,	2018)	 3.4	Mil	 	 Followers	Facebook:	(B&O	Play	5,	2018)	 1.001.920	

	     
Jennifer	Lopez		 		 	 L'Oréal	Paris	 		

Followers	Instagram:	(Jennifer Lopez 4, 2018)	 73.6	Mil	 	 Followers	Instagram:	(L’Oréal	4,	2018)	 4.7	Mil	

Followers	Twitter:		(Jennifer Lopez 5, 2018)	 45.2	Mil	 	 Followers	Twitter:	(L’Oréal	10,	2018)	 484.000	

Followers	Facebook:		(Jennifer Lopez 6, 2018)	 44	Mil	 	 Followers	Facebook:	(L’Oréal	5,	2018)	 34.610.469	
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Appendix 3 – Interview guides 
 
Appendix 3.1 - Interview guide, Victor Thoft 
 

 
Appendix 3.2 - Emil Valnert, Brand Partnership Manager 
	

Introduktion	 Hvor	mange	år	har	du	arbejdet	i	branchen?	

Og	du	har	næsten	udelukkende	arbejdet	med	større	

mainstream	artister,	korrekt?	

Kan	du	beskrive	hvad	dit	arbejde	går	ud	på?	

Indsigt	i	B&Oplays	brand	

	

Hvad	er	den	overordnede	vision	for	BEO	Play?	

	

Har	I	en	vision,	mission	statement.	Hvis	ja,	hvilken?	

	

Hvad	er	målgruppen	for	brandet?	

	
Social	media	marketing.		

- Scope	&	Culture	

- Structure	&	

Governance	

	

	

Hvor	villige	er	I	til	at	tage	chancer	med	jeres	SoMe	marketing?	

	

Har	I	en	dedikeret	afdeling	til	det.		

*Hvis	ja,	Er	det	kun	den	afdeling,	som	har	beføjelser	til	at	poste	

content	på	jeres	kanaler?	

*Hvis	nej,	hvor	mange	afdelinger	kan	poste	content?	Hvilke?	

	

Bruger	I	SoMe	til	at	ramme	en	meget	specifik	målgruppe?	

	

Kunne	I	finde	på	at	bruge	fx	collaborations	med	andre	kanaler	

for	at	nå	bredere	ud	til	flere	stakeholder	grupper?	

	

Har	I	meget	skrabbe	instruktser/regelsæt/fremgangsmetoder	til	

jeres	eksekvering	af	SoMe	content?	

	
	

Digitalt	engagement.		

	

Hvor	mange	ressourcer	bliver	der	brugt	på	det?	

	

Hvor	engageret	er	BEO	Play	i	SoMe	marketing?	

	

Hvordan	vurderer	I	værdien	af	det?	
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Endorsement	Deal	 Kan	du	tage	os	igennem	en	typisk	endorsement	deal?	

-				 Hvordan	fungerer	den?	

-				 Hvad	bliver	der	oftest	stillet	af	krav	til	post?	

-				 Hvor	meget	binder	de	sig	oftest	til?	

	

Hvad	er	den	perfekte	på	

sociale	medier	

	

Hvad	gør	en	artist	særligt	attraktiv	for	brands?	

- Udseende	

- Ekspertise	

- Ligner	målgruppen	

- Troværdig	

- Hvordan	ser	du	forbindelsen	mellem	troværdigheden	af	en	

artist	og	deres	succes	i	mainstream	popkulturen?	

	

- Respekt	

- Antal	følgere	

	
Social	Medie	udvikling.		

	

	

De	artister	du	laver	endorsement	deals	til,	hvor	ofte	ser	du	så	at	

brands	er	villige	til	at	tage	chancer.	

-				 Hvad	skulle	der	til	for	at	i	ville	sige	nej?	

-				 Hvor	meget	skal	de	kommentere	og	like	de	kommentarer	som	

kommer?	

-				 Er	det	kun	jeres	artister	der	poster	eller	er	der	en	der	sidder	

med	det?	

-					Hvordan	oplever	du	virksomhedernes	priotering	af	at	skabe	

engagement	hos	målgruppen	igennem	endorsement	aftalen?	

		

Kommenterer	følgerne	oftest	på	hvordan	artisten	ser	ud	eller	

kommentere	de	på	produktet?	

	

	

- Har	du	i	løbet	af	de	år	set	udvikling	i	det	virksomheder	

leder	efter	når	de	vil	lave	endorsement	deals?	

	

- Hvordan	har	det	udviklet	sig	i	forhold	til	deres	krav	på	

social	medier?	

	

	

	

- Hvilke	forskelle	ser	du	mellem	Influencers	og	kendte?	

- Ser	du,	at	der	kan	være	visse	faldgrupper	ved	brugen	af	

celebrities?	
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- 	

- Hvordan	oplever	du	forbindelsen	mellem	musisk	succes	og	

efterspørgsel	på	artisten	som	endorser?�
	

- Er	dette	pga.	Det	genererer	flere	følgere?	Offentlig	

opmærksomhed?	

	

- Hvordan	oplever	du	artistens	fremtræden	i	endorsement	

deals	på	sociale	medier?	Her	tænker	jeg	specielt	på	om	

artisten	tager	fokus	fra	brandet.	

	

- Bliver	det	kommunikeret	i	en	personlig	tone	fra	artisten?	

	

- Har	du	nogle	målsætninger	for	artisten	i	kampagner	på	

sociale	medier	i	forhold	til	generering	af	fx	flere	følgere	eller	

trafik	til	artisten?	

	

	

- Hvordan	ser	du	fremtiden	for	endorsment	deals,	der	

inkluderer	sociale	medier.	

	
	

	

 Appendix 3.3 - Interview guide, Anne Hedegaard, Digital Marketing Manager 
 
Introduktion  Fortæl	mig	lidt	om	dit	arbejde	

	

Hvor	mange	år	har	du	arbejdet	i	branchen?	

 
Personligheder	på	artisten.	

Hvilken	strategi?	

 

Hvilket	arbejde	går	der	forud	for	some	strategien	for	en	given	

artist?		

Tag	med	i	tanker	eller	dialoger	

Snak	evt	om	Chris	

 
Sociale medier 	

Hvor stor indflydelse har musikerne på deres sociale medier, er 
det mest dem selv som styrer, hvad der skal ligges op eller er der 
en stram strategi for, hvad der bliver postet? 
	

	

Kan	du	fortælle	mig	lidt	om	hvordan	du	ser	brugen	af	sociale	

medier	fra	musikfans	idag?	
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På	hvilke	måder	bliver	medierne	brugt	på	nu,	som	de	ikke	er	

blevet	brugt	på	tidligere?	

	

Har	du	oplevet	en	udvikling	i	arbejdet	med	sociale	medier	siden	

du	startede?	

	

Hvad er det der gør, at folk vil følge musikere på sociale medier?  
	

Hvordan	ser	du	på	forholdet	mellem	følger	og	artist?	

 
Parasocial Relation  Hvordan	ser	du	interaktionen	mellem	artist	og	fan?	

	

Ifølge	dig,	hvad	skal	der	til	for	at	kommunikation	eller	

interaktion	fremstår	troværdigt	på	sociale	medier?	

	

Hvad	gør	I	for	at	skabe	engagement	fra	jeres	artisters	fans?	

 
Socialt medie landskab Holder du dig opdateret på influencers? Hvilke forskelle ser du 

mellem en artist og en influencer på sociale medier? 
 
Ser du, at der kan være visse faldgrupper ved brugen af 
celebrities i branding sammenhæng? 
 
Hvordan ser du fremtiden for arbejdet med artister på sociale 
medier? 
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Appendix 4 - Victor Thoft Interview 

 

Hvad var din stilling tilbage i 2014-15?  

Der sad med global brand og marketing i det der hedder B&Oplay eller hed B&Oplay. Det hedder 

Bang & Olufsen nu, de har lige skiftet navn, så der er ikke noget der hedder B&Oplay mere. �

Men jeg sad med global brand og markedsføring og lavede primært det der er kendt som content 

marketing også lavede jeg en del product placement både i Europa og USA. �

�

Kan du fortælle os om hvad det overordnede mål og hvad vision var for B&Oplay da det kom?  

Altså den overordnede vision, nu skal jeg lige huske helt præcist, hvad den var i 15. Jeg mindes at 14 

og 15 var udvikle brandets salgskanaler, men det var den samme strategi som var lagt tilbage i 12 med 

Tue Mantoni. Der er kommet nogle andre folk til siden som, lige der i 2015 som mente tingede skulle 

gøres lidt anderledes. Men det hovedsagelige mål var jo generelt penge til Bang & Olufsen. �

�

For at få Bang & Olufsen til at overleve  

Det er aldrig blevet direkte sagt eller har været på skrift, men det kan man jo antage. �

Jeg tror at den besked man brugte var at B&Oplay var det støttende ben til storebror som haltede lidt. �

�

Omkring jeres sociale medie kanaler som i brugte dengang, mener du så at B&Oplay var villige 

til at tage chancer med SoMe Marketing?  

Det er jo så her jeg kommer til at blive lidt partisk og politisk.  

Fordi personligt mener, jeg nej det var var de ikke. Men som brand så mente de at det var de og det 

kommer jo også an på, hvordan du definere at tage chancer. Nu kan jeg jo ikke fortælle dig, hvad vi 

brugte eller bruger i kroner ører på sociale medier, men det var et ret højt budget der var til det og det 

der blev lavet var relativt dårligt ikke. Eller det var faktisk elendigt og det er det jeg sidder og laver for 

dem i dag. Eller prøver at overtage at lave. 

Det der ligesom var, som er min personlige erfaring var at du ligesom ansatte en fyr som dybest set 

ikke var den rigtige. Han sad og lavede en masse af det man kalder for vanity metrics og det vanity 

metrics er at du får flere og flere likes, men de engagement rate fra dit audience falder. Konklusionen 
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på det er at du køber likes igennem Facebook. Og det du kan se, hvis du går ind og kigger på 

B&Oplays Facebook profil det er at antallet af likes er steget fuldstendig voldsomt. �

Da jeg startede tilbage i 2013, der tror jeg vi havde 20.000 likes og et år efter havde vi 50.000 likes og 

et år efter det i, 2015 havde vi måske 80.000 likes og derfra gik der måske et par måneder så havde 

man 800.000 og det var fordi man begyndte at købe likes, det er jo ikke nogen hemmelighed. Det kan 

enhver idiot med forstand på sociale medier jo se. Det, det ligesom gjorde var at man havde en fyr, hvis 

mål var at skabe på papiret en større brand awareness. Jeg antager at han er blevet målt på det ud fra, 

hvor mange likes der var på facebook og instagram kontoen.�

 

Da vi gik tilbage og kiggede på jeres kanaler i 2015, lagde vi mærke til at stort set alt var blevet 

fjernet, f.eks. hele collabet med DJ Khaled og med Pepsi. 

Nu skal jeg huske at jeg har en NDA der gør at der er nogle ting jeg ikke må sige, så der kommer til at 

være nogle ting som jeg bliver nødt til at lade være op til din egen fortolkning.  

 

Lad mig omformulere, tror du at de har fjernet postsne fordi de ikke følte at det var noget folk 

skulle se, hvis man scrollede tilbage i billederne?  

Jamen det der faktisk er interessant ved DJ Khaled var at den kom et halvt år for tidligt. Det var nemlig 

der han blowede helt op. Hvis man kigger på samarbejdet med DJ Khaled, så var det en topstyret 

beslutning fra nogle VPs som havde mødt en musiker som havde gang i et startup, hvor han brandede 

celebrities med produkter. De mente så at det skulle ske det her. �

Man lavede så det her collab med DJ Khaled som kommercielt var en kæmpe succes, det blev udsolgt 

med det samme.  

Det der ligesom var i det var at jeg sad i branding og det der sker i Bang & Olufsen det er du ligesom 

har to forskellige brands og samarbejdet med DJ Khaled blev taget på CEO level, du kunne godt 

challenge det, men det var lidt ligegyldigt, for det kom til at ske om ville det eller ej. Jeg ved ikke, 

hvorfor det er blevet fjernet nu, men både DJ Khaled og Pepsi var jo to kæmpe misses. �

Det der ligesom også var i det var at DJ Khaled jo også lavede den der musikvideo tror den hed ”Hold 

You Down”.�

�

Yes, den med August Alsina og Chris Brown?  
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Præcis og hvis du tænker på, hvad B&Oplay har som billede – hvis du tænker på en graf, hvor du har 

kvalitet op af den ene akse og ud af den anden akse der har du fashion. Så har du Beats der er meget 

fashion, men ikke kvalitet og Sennheizer og Bose som er meget kvalitet, men ikke så fashion. Så vil 

B&Oplay gerne ligge i sweet spottet mellem de to. Det man ligesom prøvede med Khaled var at man 

troede man havde fået the golden egg. Igen produktet røg ud til en masse fede mennesker, det var bare 

ikke i forhold til alt det man ellers lavede, der var det bare ikke det rigtige move brandmæssigt at gøre. �

�

Han var måske ikke den mest troværdige til det?  

Det ord ved jeg nu ikke om jeg ville bruge, han er jo musiker. Han har en ret fed historie, det var mere 

konteksten som det blev indrammet i. Det endte jo som du kan se i musikvideoen med at være en lang 

product placement hele vejen igennem �

�

Så man mistede lidt respekt?  

Det kan man sagtens sige, men det var jo bare B&Oplays brandværdier som ikke stemte overens med, 

hvordan produktet ligesom blev promoveret. Hvorfor det er blevet fjernet? Det syntes jeg jo selv er en 

meget god indikation af, hvad B&Oplay selv syntes om samarbejdet.  

 

 - Kort Pause -  

 

Hvem havde beføjelse til at poste på Facebook og Instagram? Var der en der sad med det?  

På daværende tidspunkt så ja, der var det ”Navn udeladt” som sad med det. Hans daværende titel var 

social media manager og det er rimelig typisk at virksomheder af den størrelse har en person som står 

for at have det store overview. Det var ham som postede, slettede og redigere opslag på Facebook. �

�

Var det også ham som lavede target audience og targeted posts osv?  

Det jo spændende, for det er præcis det jeg sidder og arbejder med nu. Men nej, de kørte hverken target 

audience, look alike, eller target audience er jo noget du gør når laver adds og han jo ligesom bare 

siddet og kørt en masse organiske posts. Jeg tror at han på det tidspunkt ikke var bekendt med, hvad der 

var i de her ting. �
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Altså af Facebook og Instagram tools?  

Ja præcis, jeg tror han bare lavede et post og trykkede send.  Men kan jo ikke svare på mandens vegne, 

men det virkede meget sådan.  

 

For at vende tilbage til DJ Khaled, hvordan så du så ham som person i 2014-15?  

Det der jo er med DJ Khaled det er at selvfølgelig var han en celebrity, men han begyndte først at være 

en som alle kendte efter at han begyndte på sit snapchat shit. Ellers var han jo bare ham som skreg sit 

navn på de her sange med alle de andre rappere. Hvis man kender DJ Khaled og hans historie så har 

han jo lavet nogle ret vilde ting. Hvis man kigger på det musikalske aspekt, så 100% så syntes jeg da at 

han var fantastisk og det rent geografisk, hvor produktet udkom, gav mening. Det var USA, de solgte 

igennem, de seedede til radiostationerne, men det var ikke noget B&Oplay havde noget at gøre med. 

Det var et firma der hed HeadsAudio som stod for det her, det var et projekt som de kørte. Hvis jeg 

husker rigtigt så tror jeg at man annoncerede partnerskabet, at nu havde man lavet de her høretelefoner, 

men jeg tror ikke det var noget som man sådan fulgte op på. Jeg kan fortælle dig den interne oplevelse, 

for der var rigtig mange internt i rigtig mange forskellige afdelinger, der havde meget svært ved at se, 

hvordan det her hang sammen med noget af de vi lavede på daværende tidspunkt. Det var en 

oppotunity som kom, som nogle mente man skulle tage og det var noget som bare skete. Det var ikke 

rigtigt velovervejet og inkorporeret i en strategi. Det var mere bare sådan en bombe som kom.  

 

Var det et problem at det kom i kølvandet på at så mange andre rappere kom med høretelefoner 

på samme tid?  

Altså 50 cents sms gik jo konkurs, men valget på at lave det her havde intet med dem at gøre. Det var 

udelukkende fordi HeadsAudio præsenterede en mulighed for at lave det her. Det syntes nogle folk 

højere oppe var en rigtig rigtig god mulighed og så gjorde man det jo ligesom bare og det var det. �

HeadsAudio ville bare lave noget bedre og de partnerede op med B&Oplay for at lave den her H6er. Så 

det virker som om at det eneste HeadsAudio har lavet er den her deal. Medmindre de har nogle at 

mindre forskellige afdelinger.�Men altså der var nogle der mente at det kunne da være fedt. Det var 

nogle som bare havde de her metrics i hovedet og ”uhh likes og uhh DJ Khaled, kæmpe stor bum bum 

bum” det var det eneste der drev det og andet var der ikke i det. Det var fascinationen i at kunne få lov 

til at lege med en stor amerikansk rapper.  
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Appendix 4 - Anne Hedegaard Interview 
 

Start med at fortælle mig lidt om dit arbejde generelt 

Ja, jamen jeg sidder jo og er digital marketing manager hedder det, her hos Warner Music Danmark, og 

sidder med ansvaret, det overordnede ansvar for alle vores artisters sociale kanaler og Warners egne 

platforme. Derudover sidder jeg jo og laver en masse content marketing og så laver jeg alle kampagner 

på alle vores artister, både internationale og lokale. Og i og med vi lever i en nærmest 100% digital 

verden, så laver jeg nærmest alle de kampagner, der overhovedet bliver sat op. På både internationale 

og lokale artister, og det er jo både sådan noget plain pre-roll kampagner, altså video kampagner fx på 

Facebook, YouTube, Instagram osv. Det kan være influencer kampagner sidder jeg også og laver. Jeg 

laver lidt større samarbejdsaftaler med SPLAY, eller med andre agencies.  

 

Okay, dvs. partnerskab delen, den corporate partnerskabsdel den hører så stadig hos Emil (red. 

Head of Brand Partnership), det er ikke dig der sidder med det? Du sidder ikke og holder øje 

med, at der bliver postet de ting der skal på kanalerne? 

Jo 

 
Okay, det er du også med indre over. 

Ja, det gør jeg 

 

Okay, hvor mange år har du arbejdet i branchen? 

Det har jeg i 12-13 år vil jeg sige. 

 

Og i den stilling du sidder i nu? 

Præcis den stilling? 5 år tror jeg det er 

 

Okay, fortæl mig lidt om det arbejde som går forud for når I ligger strategier for en artist, hvis 

du bare tager et eksempel, du behøver ikke sætte nogle navne se på. 
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Det jo en lille smule forskelligt, for det kommer jo an på om det er en ny artist eller om det er en 

etableret artist. 

 

Lad os sige en etableret artist. 

Så kender vi jo vedkommende i forvejen kan man sige. Så har vi jo altid, vi arbejder jo altid meget 

holdorienteret, så vi har et opstartsmøde med en produktmanager (red. Projektlederen for den 

pågældende artist), som ligesom fremlægger det nye track eller et nyt forløb. Og der sidder alle med. 

Der sidder Radio med, der sidder den digitale afdeling med, som arbejder med Spotify og sådan mere 

streaming salg delen af den. Så sidder A&R (red. Artist & Repetoire) der står for den musiske retning 

og signing af artister), typisk også med, og så sidder jeg med, så hele holdet er ligesom med. Og så 

præsenterer product manageren visionerne for det her projekt, og ambitionerne, og så taler hver enkelt 

faggruppe om hvad går vi så efter på radio, hvad går vi så går efter på digital. 

 

Hvad går digital efter. Hvis man kigger mere på det sociale medie brand. 

Jamen det kommer jo helt vildt meget an på hvad vi skal opnå i de forskellige afdelinger. For hvis vi 

skal opnå at gå på Voice, på P4 (red. Danske radio kanaler)  eller hvad det nu end er, så har det jo så 

indflydelse på hvilken type indhold vi skal lave fordi  af det hænger jo rigtig meget sammen med 

målgruppe analyse osv, hvis Radio føler at det her track taler udelukkende til P4, og Jakob (red. Digital 

manager) siger det snakker udelukkende til YouSee musik, så er det klart, så skal vi ikke lave noget 

helt vildt ungt og fresh indhold, fordi det vil ikke ramme den målgruppe som lytter til hhv. YouSee og 

P4. 

 

Nu tænker jeg på selv artistens kanaler. Jeg ved at I sidder og styrer nogle af dem. Vi havde en 

samtale den anden dag om der skulle være emojis eller ikke skulle være emojis osv. De 

overvejelser på selve artistens kanaler, hvordan han kommunikerer eller hun kommunikerer 

hvordan arbejder i med det. 

Jamen det gør vi jo i det øjeblik vi har besluttet os for en fælles strategi, hvor radio og streaming og 

product også er inde over, så sætter vi os ned og siger okay, vi har at gøre med denne målgruppe her, 

vores ambitioner er at vi skal gå direkte ind i Top 10 på streaming eller et eller andet, og så laver vi 

brandingen efterfølgende. 
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Så det er baseret, altså det er benhårdt skåret efter den musiske retning. 

Ja 

 

Okay. Hvor stor indfyldelse har artisterne selv på deres sociale medie kanaler.  Der er nogen af 

dem, der styrer dem selv, er det korrekt? 

Ja, altså så vidt muligt vil vi gerne have de styrer dem selv i virkeligheden. Vi vil jo gerne have at de er 

rimelige ægte og autentiske. At det er dem, som ligesom kommer til udtryk, og så giver vi gode råd. Og 

så skal vi i den optimale verden være et add-on. Sådan så de allerede ligesom har en tone, de allerede 

har et udtryk, og så tilføjer vi bare ekstra sukker til det. 

 

Så hvordan ser du… Du siger autentisk. Hvordan ser du som kommunikation som autentisk, 

hvornår er det autentisk? 

Det er det når det meget tydeligt er en artist, der står bag sine opslag, så det er når det er en artist, der.. 

Og det kan jo sagtens være hvor vi er 100% inde over det, at vi ligesom giver nogle gode råd, for det er 

jo meget forskelligt fra artist til artist om vedkommende overhovedet kan lide, at være på de sociale 

medier. Men vi havde fx et forløb med Ida Red (red. Ny dansk gruppe bestående af fire unge kvinder), 

hvor vi i lancerede den første single i starten af året. Og der var helt sikkert ikke en konsensus hele 

vejen rundt hvad der var forventninger, og hvem de var og det var slet ikke nået frem til os tror jeg inde 

hos os, hvem de var. Så vi lavede nogle guidelines til dem, og lavede et ret stort stykke arbejde, og 

lavede en hel visuel profil til dem. Vi lavede alle mulige ting. Vi sådan sagde ”sådan skal I gøre” og 

”sådan skal I være til stede” osv.. Og resultatet var at de nærmest overhovedet ikke var tilstede. Så 

havde vi et nyt møde med dem inden vi gik i gang med en ny single, som kommer på fredag, hvor jeg 

sådan følte mig lidt frem, og sagde ”okay jeg tror måske vi har givet jer for stramme kår og det er 

blevet alt for forceret det I skal lave, jeg tror slet ikke det er sådan I er”, hvor man kunne mærke at de 

åndede lettede op. Og så efterfølgende er de begyndt at poste meget mere, de har fået frie tøjler og det, 

der kommer ud, outputtet, er meget bedre. Og så kan vi ligesom adde-on til det. Og det er bare sådan.. 

Det skal ligesom være fra artisten selv, og hvis vi ikke forstår hvad artisten kommer fra, så bliver 

indholdet ekstremt dårligt. 

 



	 	 	143	

Okay, så meget at det ligesom er deres egen personlighed. Så de ser sig selv i deres musiske 

brand, og det ikke bare er en facade. 

Ja. 

 

Okay, kan du fortælle mig lidt om hvordan du ser brugen af sociale medier i dag, altså måden 

musikfans konsumerer sociale medier i dag. 

Ja, altså jeg synes jo, hvis jeg skal være helt ærlig, så føler jeg at man bør kigge på hvordan en artist 

performer på sociale medier ligesom man kigger på hvordan en artist performer på live-delen i A&R 

processen, altså når man signer artisten. Fordi det er så vigtigt at folk de kan agere der, fordi at 

publikum er lige så meget.. Altså i hvert fald det publikum, det jo forskelligt fra publikum til publikum. 

Men det publikum, som er vildt vigtigt for os, fordi det også er dem, som streamer og generelt sådan er 

optaget af musik er et ungt publikum og de orienterer sig mod sociale medier hele tiden. Så hvis du 

ikke er tilstede og har en identitet der, som ligesom er din identitet, så kan du ikke noget. Eller så bliver 

du ikke taget seriøst som en ægte artist. 

 

Du siger du er blevet meget sådan nu, hvordan ser du at brugen af sociale medier er skiftet i 

løbet af de sidste 5-10 år, hvor der har været en stor udvikling i det. 

Jeg tror i virkeligheden ikke sådan den der generelle opfattelse af hvordan du bliver optaget ændrer sig 

specielt meget. Jeg tror bare det er ekstremt vigtigt som artist og label forstår, at det er så vigtig en del. 

Altså jeg tror ikke.. Jeg tror for 10-15 år siden, der var det ligesom bare på nogle andre kanaler. Så der 

var det vigtigt, at når du optrådte i Go’ Morgen Danmark, eller når du havde et stort interview i 

Politiken, som ligesom var der du fangede publikum på det tidspunkt, at så skulle det være dig, som 

skulle ned igennem. Og det samme er det så nu, bare tilstede på sociale medier. 

 

Så du ser sociale medier har taget et overtag fra tradionelle medier. 

Ja, helt klart. Og så den store forskel er så bare, at det er dine egne kanaler du går ud igennem, og ikke i 

ligeså høj grad en tredjepart. 

 

Så du ser måske en større, uden at lægge ord i munden på dig, men du ser måske en større grad 

af kontrol, eller du har større indflydelse på dit eget brand? 
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Ja. Du har meget større indflydelse på dit eget brand, men faren er også lidt at det er sværere at få 

eksterne, altså få en tredjepart til at endorse dig. Fordi jeg tror som bruger lægger man lidt mere værdi i 

det, når det er en anden, der endorser dig, end når det er dig selv, der siger for syvende gang ”lyt til min 

nye single”. Det har man nok, hvis du er core-fan, så har du nok allerede gjort det. Hvis du er sådan fan 

i næste led, så har du brug for nogle andre også siger det. 

 

Lidt et sidespørgsmål til det, i den sociale medie verden, der kigger man meget på engagementet i 

fan gruppen, og en måde man kan endorse andre på ville jo være fx at ens ven havde tagget en i 

et opslag, og på den måde er der ligesom blevet sagt ”god for” en artist. Hvordan arbejder i for 

at skabe det her engagement i jeres målgruppe, som netop kan skabe det her. 

Altså det arbejder vi ret meget med, og det er noget vi snakker rigtig meget om især lige nu især, fordi 

vi er ved at have så stor en roster lokalt set, så der er flere, der ligesom har samme målgruppe. Så vi vil 

rigtig gerne have at vi laver lidt en netværkstankegang, så Skinz kan hjælpe SunCity, hvis det var det vi 

ville. Eller hele Probation (red. Underlabel til Warner Music Danmark), at de ligesom endorser 

hinanden. At Christopher giver et shoutout til Nicklas Sahl, eller hvem det nu måtte være. På et eller 

andet tidspunkt. Og det tror jeg er en proces, som kommer til at tage lang tid fordi der skal man skabe 

et eller andet ægte fællesskab igen. Men det er noget der ville kunne hjælpe vores artister rigtig meget 

på tværs. 

 

Ja, og hvad med fx målgruppen. Altså de folk, der ser og følger artisterne. Hvad gør I for at 

engagere dem og for måske at skabe noget hype der, eller engagere dem nok til at de gider at 

introducere deres venner for det via tags eller.. 

Altså det gør vi jo ved at skabe interessant indhold. Så det er ved at lave noget udover det sædvanlige, 

og det er noget vi burde bruge mange flere kræfter på. Fordi det er ikke nok bare at have et cover og en 

pæn artist, vi skal også have noget indhold, der er interessant nok til at dele. Og det synes jeg vi 

lykkedes med nogle gange, fx der er lige blevet lavet en masse giffer med Soleima. Det er interessant 

nok til at publikum gider at dele det. Vi har lavet sådan nogle små video snippets til story (red. 

Instagram, snapchat story) med ”Ubesvaret Opkald fra din ex” (red. Ny Skinz single), hvor man 

ligesom kan sætte et eller andet billede ind, og så kan man selv dele det her videre. Og det prøver vi jo 
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at lave hele tiden, men det er sådan noget, der er ekstremt ressourcekrævende. Men det er det, som skal 

til. 

 

Okay, hvordan ser du på forholdet mellem artisten og så de fans, der følger dem. Hvordan ser du 

den relation? 

Som god. ej men det synes jeg jo er en man skal oparbejde, igen det er jo vildt svært at generalisere 

noget fordi der er nogen artister, der har hardcore fans, og så er der nogle artister, hvor man ikke rigtigt 

kan pinpointe at det er ham, eller ham eller ham, der er superfan. Så er der nogle artister hvor det er 

fuldstændig ligegyldigt hvad de udgiver bare fordi de er pæne. Altså sådan en som Benjamin Rihan fik 

jo 10.000 følgere på Instagram over en sommer uden at han overhovedet havde udgivet noget som 

helst. Så der er musikken underordnet i virkeligheden ikke. Men altså, fansne er helt vildt vigtige og det 

vigtigt at artisten i en eller anden grad interagerer med dem, også på sociale medier, men det er også 

vigtigt at holde en eller anden form for afstand eller tilbageholdenhed, sådan så man ikke giver alt. 

Fordi så bliver de fanget i et spind af nogle superfans, som man ikke kan styre. 

 

Okay, sådan en artist som Morten Breum fx, som så vidt jeg ved selv svarer på næsten alt hvad 

der bliver skrevet til ham. Er det for dig et super eksempel på en artist i social media afdelingen, 

eller er der en anden måde man skal gøre tingene på ifølge dig? 

Jeg synes det er en rigtig fin ting at gøre. Jeg synes jo man skal gøre det. Jeg tror Breum han gør det 

rigtig tit i direct messages, man får mere ud af at gøre det i det åbne forum faktisk. Der har vi Skinz 

som et rigtig fint eksempel, går ind og kommenterer på alle de posts, der bliver lagt op. Og gør det på 

en sjov måde. Og det gør at man, at man kan være en del af et stort fællesskab, hvor med Morten 

Breum bliver det sådan lidt. ”Dig og mig sammen”. Og det kan være godt nogle gange, men det ikke 

altid helt vildt fordrende for sådan at lave den der store fællesskabsting. 

 

Vi snakkede også lidt om det tidligere. Du siger han gør det på en sjov måde, Skinz, hvor han går 

ned og besvarer. Er der nogle generelle tendenser du ser, eller opfordrer artister til at gøre i 

deres kommunikation, for at deres interaktion med deres fans virker autentisk, altså så det ikke 

virker som om de bare gør det fordi de har fået det at vide. 
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Altså humor virker jo altid. Så det kan vi godt lide, men generelt er det jo i virkeligheden at man 

ligesom ser hvad der kommer ind, og forholder sig til det og svarer på de præmisser, men altså vi 

opfordrer altid til humor for så kan man også hurtigere komme ud af den igen. Så involverer man sig 

ikke på et personligt plan. 

 

 

Holder du dig opdateret med influencers også? 

Ja 

 

Hvordan ser du på forskellen mellem en artist og den måde de bruger sociale medier kontra en 

influencer? 

Jamen man kan jo gå hen og blive en influencer. Det kommer lidt an på hvordan artisten i øvrigt har 

lyst til sådan at opføre sig på sociale medier. Hvor personligt de har lyst til at være.  Jeg tror sådan 

nogle som Ida Red godt kunne blive influencers, det kræver at de får mange flere følgere, men fordi de 

gerne vil være personlige. De gerne vil tage et, nu siger jeg politisk standpunkt, men det behøver det jo 

overhovedet ikke at være. Men de har lyst til at tage sådan et standpunkt udover deres musik, men som 

samtidigt hænger sammen med musik, fordi det er sådan noget som ”Girl Power” osv. 

 

Ja okay ”Kvinder i musikbranchen” osv. 

Ja præcis. Og et internationalt eksempel kunne også være Anne Marie, der er sådan taler rigtig meget 

for sådan noget ’Kropspositivisme’, altså sådan nogle ting, som også tapper ind i en influencer-debat i 

øvrigt. Og så er der andre artister hvor det ligesom ikke lægger dem på sinde, og der synes jeg typisk 

det bliver en lille smule påklistret. Og det gælder jo så også når de begynder at lave brandsamarbejder i 

virkeligheden. At så bliver det meget meget tydeligt at det bliver en påklistret ting. Det synes jeg man 

skal være varsom med fordi man i sidste ende kan ødelægge en artists brand. 

 

Du siger der er nogle farer ved det. Ser du andre faldgrupper ved at bruge celebrities i en 

branding sammenhæng. 

Altså sådan så vi køber celebrities eller sådan så artister bliver celebrities. 
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Altså hvis der fx kommer en virksomhed og gerne vil bruge Christopher til en kampagne. Hvilke 

faldgrupper ser du, der kan være der. Både fra celebritiens synspunkt og brandets synspunkt. 

Altså jeg ser jo bare helst ikke at nogen af vores artister bliver celebrities mere end de bliver artster. 

Fordi så vil man..  Altså grunden til at vi fx tog Christopher af de sociale medier var jo fordi han var 

blevet en celebrity mere end en artist. Folk var interesseret i ham som person og kendis, mere end at 

lytte til hans musik. For det kunne vi jo bl.a. se ved at hans engagement var stadigvæk stigende. Der 

var kæmpe stor opmærksomhed, alle medierne ville have fat i ham, men hans seneste to singler vi 

udgav floppede jo. Og det er jo bare en kæmpe stor fare. 

 

Så som du ser det så er der i virkeligheden en konflikt eller et dismatch mellem at kunne være 

virkelig stor i branding sammenhænge eller brand partnerskabssammenhænge i forhold ti.. 

Nej det synes jeg nødvendigvis ikke. Det brandsamarbejder skal ligesom kunne tappe ind i en historie, 

der i forvejen kører. Det kan man jo også gøre. Fx det der ”Huawei, make the impossible possible” kan 

man jo godt i en eller anden grad få skrevet ind i en historie om Christopher hvis det var det, man ville. 

Det bliver lidt forceret men man kan godt. Og jeg synes det er det, det ligesom handler om. Det handler 

om, at man kan bygge videre på en historie, som allerede er i gang, for så tror jeg det fungerer. Og jeg 

ved godt nu har der været rigtig mange som ikke har været særligt glade for Aquador samarbejdet men 

det der fungerede i det var, at deres tagline som var ”naturligt overskud”. Og alt hvad Christopher 

havde lavet indtil da var kæmpe stort naturligt overskud. Og derfor fungerede det. Og så kan det godt 

være at der i løbet af kampagnen blev lavet alle mulige billeder på flasker og sådan noget. Whatever, 

men det, der fungerede essentielt var det. Og det der ja.. Og det synes jeg, hvis man gør det, så kan 

sådan et brandsamarbejde sagtens fungere, jeg tror ikke man skal være bange for det i forhold til 

publikum fordi de er total vant til at se ”sponseret stories” og der er ingen analyser, der siger, at det 

ikke kan fungere. Jeg synes bare det er så vigtigt at man fortæller videre på en eksisterende historie. 

 

Okay. Hvordan ser du fremtiden, det måske et lidt stort spørgsmål, men hvordan ser du 

fremtiden for arbejdet med artister på sociale medier. Hvad for en retning tror du det går lige 

nu. 

Jeg tror at det vi skal være super opmærksomme på er ikke at stirre os blinde på, at alt ligesom skal 

foregå på sociale medier. Jeg synes det er farligt når vi ikke har det der mix, marketing mix længere. 



	 	 	148	

Og lige nu er det som om alt vores marketing kører via deres egne sociale kanaler. Og vi har brug for at 

nogen eller noget ligesom også fortæller den gode historie om vores artister. Og det har vi ikke lige nu. 

Og det kan være at, jeg har overhovedet ikke den gyldne vej til det, men jeg tror vi skal være super 

opmærksomme på, at vi ikke kun ligesom har et outlet. Det kan være vi skal have et mix med et eller 

andet fysisk igen. At det skal være i gadebilledet, ikke at det er noget jeg tror vi skal, men det kan være 

vi skal lave posterbilleder igen. Whatever, sådan strategisk velplaceret, eller et eller andet. Men det er 

jo nok noget helt tredje, og det skal vi stadig finde ud af hvad er. Og jeg tror bare vi skal finde ud af at 

have andre outlets end deres egne kanaler. Samtidig med at sociale medier jo vil være et kæmpe stort 

fokus, men i lige så høj grad som at publikum vil blive ved med at foretage aktive offline valg, så vi 

også nødt til at være til stede i den offline verden de så bevæger sig ud i. 

 

Fortæl mig lidt til slut her omkring engagement af de målgrupper jeres artister kommunikerer 

til. En ting er jo at man kan have et stort reach, en anden ting er hvor meget man egentlig får 

kommunikeret. Der er mange analyser osv. som peger på, at jo større en fanbase du har, jo 

mindre procentdel engagement har du. Hvad gør du for at ligesom at bibeholde et engagement til 

trods en stor fanbase som fx Christopher har. 

Altså vi prøver virkelig at lave godt indhold. Og varierende indhold. Og så prøver vi måske lige med 

ham med, at han ikke kommer til at være så aktiv som han har været tidligere. 

 

Så sådan en ”kvalitet frem for kvantitet” 

Ja. At det der så kommer ud skal være rigtig godt. Og sådan så vi måske bibeholder lidt af den hungren 

og lidt af den sult efter ham, som har været tilstede det sidste halve år. At hvis man kan bibeholde det 

samtidig med at han selvfølgelig er tilbage, men så lave lidt færre opslag og lidt færre bare maver. Men 

når den bare mave så kommer, så er den virkelig flot altså. 

 

Så er den virkelig bar. 

Haha, ja. 

 

Okay, ser du at man kan overføre den logik på fx brandpartnerskaber også. Handler det også 

mere om kvalitet end kvantitet? 
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Det synes jeg helt sikkert. Altså jeg synes med nogle af de kampagner vi har, hvor vi har fx 12 posts i 

en meget kort periode, der vil noget af det nødvendigvis drukne lidt i mængden tror jeg. Der tror jeg 

sagtens på sigt man ville kunne måske også komme med meget mere data til en potentiel partner og 

sige. Det vi tidligere har haft helt vildt gode erfaringer med, det er at lave 3 til gengæld vildt gode 

opslag, hvor vi opnår det samme reach men et større engagement. Det synes jeg ville være oplagt, at 

man kiggede på det. 
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Appendix 5 - Emil Valnert Interview  
 

Hvor mange år har du arbejdet i branchen? 

I fem år. 

 

Godt, og har udelukkende været med sådan, større, mainstream artister, den mere poppede del? 

I to år har jeg arbejdet som head of Brand Partnership hos Warner Music hvor jeg arbejder med alle 

vores danske artister, som jo vores større danske artister er Christopher, Morten Breum, og Ida Corr og 

Jesper Binzer og lignende. Og før det arbejdede jeg tre år på et bureau, der hedder Step it Up, hvor jeg 

arbejdede med større danske artister som Lukas Graham, og Suspekt og.. udenlandske artister så som 

Delesse, Aura, Kylie Minogue. 

 

Alright, kan du beskrive sådan meget kort, lidt blødt hvordan, hvad dit arbejde går ud på. Hvis 

du skal sige det? 

Jamen helt basalt går mit arbejde ud på og understøtte vores artisters karriere med nogle nye 

muligheder for eksponering og i virkeligheden også for at understøtte dem på en ny økonomisk måde. 

Helt basalt så bliver partnerskaber en stor del af mange pladeselskaber efter at man tabte hele det 

fysiske ben af musikbranchen og var nødt til at kigge digitalt og digitalt dækkede ikke en ret stor del af 

det, af det tabte så mange kiggede efter nye forretningsudviklinger eller nye forretningsområder, hvoraf 

partnerskaber er blevet en stor del af det, og er en klart voksende del af det… Af indtægterne, men også 

er blevet en meget strategisk måde at brande sin artister, og særligt henvende sig til andre målgrupper. 

 

Kan du tage os igennem en typisk, eller tage mig igennem en typisk endorsement deal. Hvordan 

den gængse ville se ud for dig. Hvad den mest normale model. 

Hvordan den er struktureret? 

 

Ja og hvordan er processen.. Er det.. hvem kommer til hvem og hvad bliver der sagt i den 

indgående dialog. 

I, i den helt klassiske så går vi jo til en kunde. Altså vi har jo. Så vil vi typisk have et indledende møde 

med en artist, hvor vi beslutter os for en retning vi gerne vil gå for artistens karriere, og hvilke brands, 
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der kan være med til at understøtte det. Og som er naturlige for artisten personligt, og som kan 

understøtte artistens look og musik og retning og de brands går vi så til med en præsentation af artisten. 

øØh og med nogle tanker om de samarbejdersmuligheder vi kunne se for os. Og så er der jo ofte en 

dialog frem og tilbage og hvad vil vi gerne og hvad kan vi finde en måde hvor vi kan finde en value 

sharing, altså hvor vi begge to deler nogle værdier og hvor vi begge to deler styrker og i partnerskabet 

og når man når frem til det, så bliver der underskrevet nogle kontrakter og så starter partnerskabet. 

 

Hvor meget binder man sig til ofte? 

Vi binder os oftest til et år af gangen. Uden optioner. Men det jo lidt forskelligt fordi ambassadørskaber 

er altid for et år af gangen næsten og især mediekampagner er tidsbaseret og er ofte sådan noget tre 

måneder eller seks måneder som vi fx lavede med Morten Breum. Alle de ting vi laver med 

Christopher er næsten ambassadørskaber altså rene ambassadørprogrammer hvor man kigger et helt 

finansår af gangen.  

 

Ja, og med de ambassadører er det typisk noget kampagne, men det er så også på sociale medier?  

Ja de typiske ambassadøraftaler er bygget op omkring at der er noget kampagne materiale, som altid er 

noget kampagne video, noget billedmateriale, som de kan bruge på tværs af deres kanaler, de kan bruge 

det online og de kan bruge det instore og i print hvis de kører det ikke, og så er der jo også altid sociale 

medie aktivering, konkurrenceelementer og engagerende elementer. 

 

Det er altid en del af det, social medier? 

Det er altid en del af det ja. Oftest en større og større del af det. Og som sagt før er det også nogle 

gange kun en del af det ikke? Rene kampagner. SoMe kampagner er jo noget vi kører i højere og højere 

grad. 

 

Du snakkede før omkring artisten og den vær, de værdier som skulle deles mellem virksomheden 

og brandet. Hvad ser du som… Hvad er det, der gør en artist særligt attraktiv for virksomheder 

at arbejde med? 

Artister er særligt attraktive fordi de har en meget veldefineret målgruppe oftest… Som du meget let 

kan finde frem til på sociale medier med de analytiske redskaber, der er. De har en meget loyal 
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målgruppe oftest, der er meget engageret. Det vil sige at de reagerer meget hurtigt på det, og hvis en 

artist tager et brand ind så er der ret stor sådan… engagement i det brand, og de tager meget hurtigt det 

brand til sig. og det tror jeg egentligt basalt bunder i at der er sådan en meget.. Det jo emotionel 

marketing.. Musik ikke? I højeste grad. Det derfor artisterne er også og deres fans sådan.. Meget tæt 

knyttet. Og det budskab artisten.. Hvis det er sådan, hvis det er reelt. Så tager de det meget let til sig. 

 

Hvordan. Mere specifikt. Er der nogle ting omkring deres udseende eller deres.. deres 

troværdighed.. Fx kunne der være en forbindelse mellem troværdigheden mellem .. Altså for en 

artist og deres senest albumforløb og hvordan det er gået fx. Oplever du at der er en veksel i 

efterspørgsel efter hvor aktuelle de er og..? 

 Altså i virkeligheden, så er det ikke sådan… I virkeligheden er så er det to brands du kombinerer ikke.. 

Hvor stærkt står dit brand.. Og det er jo ikke en del af aktualiteten men.. Det ikke sådan noget, der 

vægter vanvittigt højt. Det ikke… Christopher er ikke mindre aktuel i morgen for mig hvis hans nye 

single flopper helt vildt. Der vil han selvfølgelig være en fiasko mange steder i huset men ikke i brand 

partnership afdelingen. Derfor vil man i virkeligheden også se at sådan nogle som Burhan G stadig er 

aktuel, L.O.C er aktuel, Medina er aktuel. Der er ikke nogen af dem, der hitter mere, og måske ikke kan 

hitte mere. Så det er brands du bygger dig og de brands du bygger dig er jo også, når man taler sociale 

medier, så er det jo også.. hvor langt du kan komme ud på de sociale medier… Og artister som jeg 

nævnte før, som har et kæmpe reach og.. selv artister, der hitter nu.. Urban artister en som Skinz der er 

10.000 fans på sociale medier, og det kan også være at de sådan er forholdsvis engagerede men.. Det er 

ikke noget, der er ret mange penge værd. Og dele.. Men en artist som Medina der ikke hitter.. det ved 

jeg ikke..400.000  eller sådan noget.. Og når bredt ud. Så der er altid en meget større efterspørgsel på 

det.. Og selvom du har så mange fans så er det stadig en meget veldefineret målgruppe stadig, både for 

Medina og på Christopher og Morten og L.O.C. 

 

De artister som du har lavet endorsement deals med, hvor ofte ser du at der måske ikke er et.. 

Eller lad mig omformulere det lidt. Hvor tit ser du, at der bliver taget chancer fra virksomhedens 

side. Altså at de går lidt udover deres vante markedsføringsformer, og prøver noget nyt. Er det 

noget altså. 
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Altså vores største formål er at tage brandet ind i artistens univers hvor det altid bliver lidt en chance 

for artisten, og modsat hvis vi tager artisten ud af sit univers og smider ind i brandets univers så er det 

meget lidt på artistens præmisser. Så vi forsøger altid, og så igen vil det jo så betyde at vi tager lidt en 

chance med artistens brand, og det er jo der det så kan gå galt og man tænker ”hold da kæft han sælger 

ud agtigt ikke? Hvis du er for brandet og man ikke rigtig kan relatere til det. Det er også den chance 

brandet tager på en eller anden form. Vi går jo oftest kun til brands vi føler passer rigtig godt til det. 

Det tager selvfølgelig kun chancen år.. det jo en velovervejet chance ikke? Men du ved. Man kan jo 

altid.. Det folk er virkelig meget bange for ved at lave noget med artister det er at de fucker op ikke? 

Altså hvis de bliver taget med alkohol og coke i blodet mens du kører i bil som Medina ikke? Så er alle 

de penge du har investeret i negativ værdi. 

 

 Ser du udover det, at der er nogle reelle faldgrupper i forhold til det at arbejde med en artist 

specielt. Der er jo nogle skandaler man ser i medierne engang i mellem ikke. Og der er jo øget 

fokus på dem. 

Neej ikke hvis du har et godt hold omkring. Vi har jo et godt hold omkring og vores artister er meget 

professionelle omkring det. Der er selvfølgelig nogle faldgrupper hvis du arbejder med nye artister, 

hvis du arbejder direkte med management, der måske ikke har nogen særlig stor forståelse for 

kontrakter og for måske kommercielle partnerskaber. Og hvilke værdier der ligesom… Hvad der skal 

leveres. Og hvis man ikke holder artisten til det. Altså hvis du har et helt års partnerskab og artisten kun 

synes det er sjovt at poste i starten. 

 

Ja, hvor meget frihed får artisterne. Nu siger du at du skal holde dem op på at lavet et x antal 

posts.  Jeg der selvfølgelig nogle gange også er nogle teams, som står bag noget af det. Har de et 

råderum til at skrive mere eller mindre hvad de vil indenfor nogle givne rammer eller? 

Nej. De velkommen til at komme med formuleringer på det.  

 

Okay, så der er i virkeligheden en review process før det bliver sendt afsted? 

Ja. Eksempelvis hvis Christopher nu skal fortælle at han er ambassadør for Huawei på mandag, som 

kommer til at ske, så skal han jo fortælle han er ambassadør, så han kan kun fortælle det i en positiv 

vending ikke. Han kan fortælle det på hans måde. Så han er jo fri til at fortælle at han er glad for at han 
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er ambassadør for Huawei på hans måde. Men han er jo ikke fri til at sige at han bare har fået en 

Huawei telefon og ikke er glad for den eller. Er ligeglad med det eller synes bare den er fed. Der er 

nogle rimeligt klare linjer for hvad der ligesom skal ud af det, og så kan artisten være med til at 

formulere det og artisten skal ligesom altid kunne stå inde for det. Som sådan er der jo ligesom frihed 

for dem om at give det deres personlige touch. Så bliver vi alle sammen enige om hvad der ligesom 

skal formuleres ikke. Nogle artister er også bedre end andre til det. Men det kender man jo bare ikke. 

Nogle artister er bare mere vant til at få mere hjælp end andre til formulering og nogle har bare vildt 

gode kreative ideer ikke. Og hvis de har det bliver der bare lyttet på det mere. Og nogle artister synes 

også det er federe at gøre end andre. Måske kan du have nogle artister, der har vildt travlt ikke. Som 

ikke lige kan sætte sig ned og tænke ”det koncept kunne være virkelig fedt” og så er det sådan nogen 

som pladeselskabet som prøver at hjælpe dem. 

 

Hvor meget engagerer de sig i dialogen der er hvis Christopher skriver et post om hans nye 

samarbejde med… Aquador eller hvad det kunne være.  Er der også krav til at han går ned og 

svare hans fans. Hvor meget gør han sig i det. Hvad er processen i det? 

Uuh det er meget forskelligt fra artist til artist. Sådan en artist som Morten skriver altid selv. 

Christopher han svarer jo.. Det tror jeg vi svarer herinde fra. 

 

Det er Digital, der kommer den? 

Ja det mener jeg er Anne der svarer den. 

 

Er det kun for Christopher specifikt eller gør hun det for flere artister? 

Jeg tror det er en vurdering fra artist til artist. Men det er også en vurdering fra om Christopher er i 

luften og flyver og når Christopher er i Beijing og ikke kan tilgå Facebook eller et eller andet, så svarer 

vi herinde fra.  Og oftest er det jo ikke sådan… Ofte er kommentarerne til Christopher sådan noget ”jeg 

elsker dig” du ved.. ”First like” eller sådan… Der skriver vi jo ikke sådan.. Der skriver Christopher jo 

ikke ”elsker også dig” eller.. ”heldigt du fik det første like”.. Men Morten svarer jo faktisk alle hans 

fans ikke. Så der er en helt særlig strategi bag det, særligt på Instagram. Der tror jeg faktisk han 

kommenterer på alting, og det er faktisk ham selv der svarer, som oftest gør det. Jeg tror Nima (red. 

Mortens Manager) hjælper lidt til. 
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Jeg ved ikke om brands er opmærksomme på det, men tror du det har en effekt på hvor villige 

brands er til at arbejde med ham på sociale medier fordi han er så engageret i Snapchat, 

Instagram osv.  

Ja det tror jeg helt sikkert. Ja. Alle brands vil jo gerne have noget, altså tappe ind i en målgruppe der er 

vildt engageret og som de ligesom kan udnytte det engagement. For jo mere engageret målgruppen er, 

jo mere smitter det jo også af på den værdi de får ud af partnerskabet. Og jo mere artisten selv er på, 

selvfølgelig giver det også bedre og bedre mening for brandet at bruge at koble sig på det. Jeg tror også 

det smitter meget af det der med Morten at han ligesom har fået lavet så fast det der med isbjørnen og 

boomboomarmy ikke, det er det folk skriver. Bruger altid de samme emojis ikke. Isen og bjørnen og 

det tager folk ligesom meget imod. Selvfølgelig det samme med Christopher, men så er det sådan noget 

som first like og Christopher lovers og sådan noget. Når du har de der sådan.. vildt engagerede 

fangrupper, der sådan er boomboomarmy eller Christopher lovers, så har du noget helt unikt. 

 

Helt klart. Jeg ved ikke om du er meget inde i processerne som virksomhederne har når de 

kører, eller ligesom manager de her kampagner. Hvor meget prioriterer de tror du, ud fra hvad 

du har erfaret, det at skabe engagement kontra exposure fx eller få et antal likes på baggrund af 

dealen. 

Jeg tror de måler bare på hvor meget reach de får med det ikke? Det jo så igen en afspejlning af hvor 

mange der kommenterer og hvor mange der deler, liker og share der. Og så at det er positiv feed back 

ikke. Altså jeg er helt sikker på, at alle dem vi samarbejder med de både kigger kommentarerne 

igennem og vi leverer jo hvor stort reach der er på det og hvor stor organisk reach der er på det. Og 

evaluerer jo løbende på altså nogle forskellige post-typer. Er produktet for synligt, for langt fra artistens 

univers, er det derfor der ikke sker noget.. Er det.. Er det ikke spændende nok det materiale vi har eller.. 

Hvad kan vi gøre for at få mere engagement ikke.. Og hvad virker bedst.. Konkurrencer virker jo altid 

godt. Og så løbende laver man sådan nogle evalueringer. Altså løbende, skal vi have en konkurrence 

mere, og hvad gør vi for at optimere det hele tiden. Men ja, de får altid reach, jeg tror altid de tjekker 

igennem ikke? De er i hvert fald meget opmærksomme på om der er negativ feedback på noget af det. 

Hvis det sådan er blevet lidt for..  Man prøver lidt for meget.. 
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At det bliver lidt for påtaget? 

Ja. 

 

Har du i løbet af de år hvor du har arbejdet i branchen oplevet en ændring eller en udvikling i 

den, eller de ting som virksomhederne leder efter når de vil lave en endorsement deal? 

Jaaa…  Jeg tror virksomheder er blevet mere modtagelige overfor det. Og investerer jo mange flere 

penge i influencer marketing. Og særligt på sociale medier nu. Det er jo skiftet meget fra at være en 

ting, der helt måske for fem år siden måske bare var musikvideoer og TVC (red. television campaign) 

reklamer du købte dig ind på. Og nu er det meget mere drevet af deres fangrupper ikke. Nu er det ikke 

så meget TVC. Folk går jo væk fra at bruge penge på TV og lægger jo alle deres penge i influencers og 

sociale medier ikke.. Og det er jo den måde de ligesom kan få en mere mærkbar effekt og kan få en 

mere veldokumenteret effekt og øøh.. For rigtig mange virksomheder, så er det at lave sociale kanaler 

jo også at… Eller lave influencer kampagner i hvert fald at ramme en ung målgruppe.. Rigtig mange 

artister har en meget specifik ung målgruppe. 

 

Har deres krav specifikt til sociale medier som en del af den process. Er deres krav til interaktion 

på sociale medier også blevet ændret siden du startede med at lave den slags deals og så til nu? 

Jeg tror man kan sige at der har været en fokus på det nu, og det har der ikke været før overhovedet. 

Ellers så har det været drevet af os. Ellers har der måske været et post om en ny musikvideo, eller en 

konkurrence de kunne dele. 

 

Så som du ser det er det stadig… 

Men der er meget større fokus på at lave en kampagne nu, som kun er social medie kampagne. Det er jo 

ikke uset overhovedet. Det jo faktisk mere normalt, og det har man ikke set for fire år siden. Så det har 

tidligere været et add-on, og nu er det jo bare en ren kampagne. 

 

Så du ser i virkeligheden samarbejdet med artisten og endorsement deals på sociale medier er et 

meget lidt udviklet stadie fordi det er så nyt for virksomheder at arbejde på den måde? 

Jaaa arrr,  de har jo arbejdet med sociale medier i mange år, men det er jo klart at de er ligesom de 

sidste to-tre år, måske to år hvor det sådan rigtig har gået stærkt ikke…  Igen så er det også meget 
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forskelligt ikke. Der er jo nogen, der har ligesom gjort sig erfaringerne. Et godt eksempel var Huawei, 

der aldrig har gjort det, og får sig virkelig mange erfaringer indenfor et halvt år. Altså signede jo fem 

artister på SoMe deals, hvor de skød i hver deres retning. Og signer nu kun Christopher for at få det 

mere fokuseret ikke.. Så.. Alle skal gøre sig erfaringerne, men det gør jo så også at man bruger det på 

godt og ondt, tror jeg. Men det gør jo også at man som artist kan samarbejde med flere og flere brands. 

Fordi du koble dem ind i det her univers og jo mere dine fans bliver vant til at se brands, der på en 

naturlig måde, jo mere naturligt er det også at de er der. Fx Morten ikke. Han har også mange brands 

der bare er sådan noget Joe & The Juice, fordi han lige synes det er fedt. Eller du ved.. Whatever. Det 

jo bare fordi hans synes det er lækkert. Så hvis du er vant til at se brands, så er det også meget sådan.. 

Så virker det meget mindre sponsoreret. Mange artister har det bare lettere med det. 

 

Du snakkede også lidt om influencers før, hvad ser du som den store forskel på 

levebrødsinfluencers, altså folk der har skabt en karriere på at være influencers, kontra artister, 

som er influencers pga. Deres store mediebevågenhed? 

Uuuh. Jeg vil sige du har måske en større troværdighed ikke.  

 

Som artist? 

Ja…. Den store forskel er jo at det ikke er deres første karriere. Og den store forskel er også at du 

kommer ud på mange andre områder med artister ikke. Om det er.. Du ved.. Om du er influencer eller 

du er alt muligt andet, så er artister bare en af de områder hvor du ryger bredest ud fordi de både kan 

spille koncerter og er i TV og er i din radio og.. er på dine sociale medier ikke.. De er på så mange 

platforme og.. Med musikken og med det artisterne gør så kommunikerer man bare på en emotionel 

måde, det er meget mere emotionel marketing end noget andet er.. Selvfølgelig ved jeg godt at sådan 

noget som influencers det er.. noget der også er vildt højt engagement i, men primært kun hos en ung 

målgruppe ikke. 

 

Så i virkeligheden ser du flere aktiveringsmuligheder for en artist? 

Ja, og også muligheden for.. Igen så tror jeg at næsten influencers der er derude er bare kun en ung 

målgruppe de henvender sig til. Du har ikke mulighed for at ramme bredt. 
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Har du oplevet i forhold til nogle af de kampagner du har lavet sammen med virksomheder og 

artister, at virksomheden.. At der har været en tendens til at artisten har stjålet spotlightet for 

meget. Er det noget man er opmærksom på hvis man tager måske en stor artist som Christopher 

og et mindre brand, og det mindre brand  ligesom forsvinder? 

Jeg har ikke oplevet det.. Ikke endnu. Men igen så skal man også være opmærksom på, at det er næsten 

kun store brands, der har råd til at arbejde med Christopher. Du er jo oppe i.. I en eller anden liga. 

 

Hvad hvis man kigger på det engagement, ville virksomheden stadig være glad. Du siger de 

kigger meget på negativ feedback på kampagnen, men hvis meget af feedbacken i virkeligheden 

handler om at.. At Christopher er lækker, eller et eller andet, og der er ikke rigtig bliver italesat 

det produkt, som så også er, eller det brand som er med. 

Ja det jo ikke særlig fedt for dem, men.. 

 

Er det noget du har oplevet? 

Det har jeg ikke oplevet i særlig høj grad nej. 

 

Nej, okay.  Det er i hvert fald ikke noget du har fået noget dårlig feedback fra en virksomhed 

omkring? 

Nej fordi hvis man tænker sådan nogle eksempler, det sidste vi har lavet med Christopher, der var rigtig 

stort var jo Reebok. Og der er det jo oftest bare, så ser vi den feedback, der kommer er jo sådan noget 

”Du ser godt ud i tøjet, hold kæft du ser godt ud”. Og det er de jo glade for så… Men den feedback du 

kan få på Huawei var at.. at det var ”en grim telefon” eller… ”Hvorfor er du skiftet” eller.. Det har jeg 

heller ikke oplevet på Morten rigtigt. Der er da mange sådan ”Nå hvorfor er du skiftet” men ikke på 

sådan en..  Måske mere undrende, ikke negativt, men der er igen sådan et fokus på produktet ikke.. At 

de godt er klar over at der er et nyt produkt og.. i hvert fald gjort sig nogle overvejelser omkring det. 

Det er jo ikke som sådan negativt. Jeg tror heller ikke rigtig jeg sådan har oplevet at det helt har 

outshinet det. Men jeg tror også. Det er jo igen også vores opgave i brand partnership, at være med til 

at sikre at brandet får den synlighed. Så de får den værdi ud af det, at de også har lyst til at forlænge 

partnerskabet igen.  
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Hvordan ser du fremtiden for endorsment deals? Som vel helt indiskutabelt kommer til at 

inkludere sociale medier.. Hvordan ser du den udvikling og retning det går i? 

Jeg ser.. Måske det mest mærkbare er at det nok er flere brands, der kobler sig på det ikke.. Det bliver 

mere normalt, det betyder at det bliver et større spænd af det. Du kan se flere brands involverer sig i det 

i højere grad på kanaler ikke.. Jo flere, der bruger penge, jo større bliver det bare. Og i og med rigtig 

mange får gjort sig nogle første erfaringer på det, området. Du ser rigtig mange af dine konkurrenter 

gøre det… Så på et eller andet tidspunkt vil de også følge med. Og det går stærkt nu ikke.. Både 

hvordan folk bruger influencers som vores artister, men også hvordan de bruger YouTubers som 

Influencers. Det er jo bare en måde.. Der er så mange produkter, der virker ens og de vil gerne skille sig 

ud, og den hurtigste måde at gøre det på, det er med artister, særligt ser du rigtig mange 

produktlanceringer til specifikke målgrupper. Det er bare måden at tappe direkte ind i dem ikke. I en 

målgruppe. Så bare mere af det ikke.. Jeg tror du ser en voldsomt vækst. Men det tror jeg allerede man 

ville kunne se nu også.  

  
 


