
Running Head: DEVELOPING AN ONLINE BRAND PERSONA 

 

 

1 

 

 

 

 

SOCIAL MEDIA MARKETING PLAN:  

DEVELOPING AN ONLINE BRAND PERSONA 

 

A CREATIVE PROJECT 

SUBMITTED TO THE GRADUATE SCHOOL 

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS  

FOR THE DEGREE  

MASTER OF ARTS  

 

BY  

RISHELL CHAMBERS  

DR. ROBIN BLOM – ADVISOR  

 

 

 

BALL STATE UNIVERSITY  

MUNCIE, INDIANA  

 

DECEMBER 2021 

 



Running Head: DEVELOPING AN ONLINE BRAND PERSONA 

 

 

2 

Literature Review 

 

I. Introduction 

While the average user may view social media as merely a casual pastime or recreational 

activity, for a number of online media influencers, it is a full time job. Furthermore, brands are 

continuing to find and invest in the value of social media, enlisting influencers on Instagram, 

YouTube, and other popular platforms to promote their products and services. In order to make 

best use of these partnerships between brands and influencers, marketing analysts can use data 

and analytics to better understand a brand’s target audience, which in turn helps brands improve 

upon their products and marketing strategies. This paper is a review of the literature on how 

brands and marketers can better understand media audiences through the use of social media 

analytics, for the purposes of creating more effective content marketing strategies as it relates to 

social media influencer marketing.  

II. Influencer Marketing  

Social media influencers may not be the obvious choice when it comes to brand and 

product promotion, however, the longstanding branding and marketing concepts from which 

influencer marketing borrow prove its viability. Influencer marketing, still a fairly new strategy, 

is a tactic largely used by companies to promote their products via social media. According to 

authors Haenlein et al.’s (2020) article Navigating the new era of influencer marketing: How to 

be successful on Instagram, marketers’ understanding of social media’s impact on 

communication and information sharing is still growing (Haenlein et al., p. 5). Influencer 

marketing, however, is reminiscent of a well-established marketing strategy, which employs the 

use of familiar and popular celebrities to sell products or services, known as celebrity 
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endorsement. Celebrity endorsement has a history dating back to the 1800s (Erdogan, p. 292). By 

the 1950s, the emergence of radio, movies, and television had created a whole new pathway for 

communication and advertising, paving the way for the celebrity endorsement campaigns that are 

familiar to us today. In 2021, celebrities are routinely paid thousands of dollars to sign onto 

brand endorsement deals, and social media influencers are not far behind (Lisa, p. 1). 

Influencer marketing is in many ways the logical next step in brand and product 

advertising and an answer to some of the limitations that are associated with celebrity 

endorsements. For one, celebrities are incredibly expensive to hire. Beyonce, Charlize Theron, 

and Serena Williams have each reportedly made upwards of 50K on their endorsements with 

Pepsi, Dior, and Nike respectively (Lisa, p. 1). Production costs for television advertising is 

costly, and many smaller companies and brands who do not have the connections or funding to 

access a celebrity endorsement for their product are now looking to social media influencers for 

an effective alternative.  

It has also been found that consumers tend to trust endorsements made by the social 

media influencers that they know and follow more than communications coming straight from 

the brand itself (Guoquan et al., p. 160). Authors Guoquan et al. (2021) of The value of 

influencer marketing for business frame influencer marketing in the following terms: “Given 

their potential to reach large audiences, influencers incite companies to include them as a 

relatively new marketing communication tool, referred to as influencer marketing …Influencer 

marketing specifically refers to the involvement of these influential users who have the 

credibility, following, and motivation to spread positive word of mouth in their blogs and on 

social media” (Guoquan et al., p. 161). The inherent trust and favor that social media influencers 
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curry with their audiences is a great benefit to brands and businesses hoping to leverage these 

audiences for their own marketing strategies.  

III. Social Media Analytics 

The study of social media analytics is incredibly important in today’s media focused 

society, as the ability for marketers to gain access to data and information on their target 

audience’s interactions with their content has forever influenced the scope of digital media 

marketing. As authors Wendy Moe and David Schweidel (2017) suggested in their article 

Opportunities for innovation in social media analytics, the direct insight to consumers’ interests, 

likes and dislikes, and responses to marketing campaigns enables businesses to leverage and 

translate this information it into new and improved product developments and marketing insights 

(Moe and Schweidel, p. 697).   

In their article entitled Generating business intelligence through social media analytics, 

Hu et al. (2019) discussed how social media analytics can also be used to provide insight into 

how the public is responding to a brand’s personality. “The term brand personality, first 

introduced by Martineau in 1958, refers to a set of human characteristics associated with a 

brand,” (Hu et al., p. 897). The importance of cultivating a brand personality is directly 

associated with consumers’ tendency to craft their own identity, at least in part, around the 

brands that they interact with most. Importantly, social media analysts can support these efforts 

and gain a better understanding of human behavior through data and analytics (Hu et al., p. 901).  

As the authors noted, research on subtopics such as brand personality is limited, largely 

due to difficulties associated with translating the large volume of data collected by social media 

platforms and websites into useful information on cultivating a brand persona. While the 

importance of social media analytics is well understood, the challenges associated with 
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collecting information on users are also a consideration. Researchers Wendy Moe and David 

Schweidel (2017) suggested the following steps for successfully collecting useful social media 

analytical data: (1) Collect the relevant social media data; (2) Collect the unstructured data to 

structured data; (3) Analyze the data using statistical methods to answer managerially relevant 

questions (Moe and Schweidel, p. 699). When conducting a social media analysis for a brand or 

other media entity, there will be a great deal of data that is not relevant to the goals and key 

performance indicators that have been established, which is why a strategy such as this one is 

important to make use of.  

Use Cases 

 According to Gary Angel (2016), in his book entitled Measuring the digital world: Using 

digital analytics to drive better digital experiences, in addition to understanding how to collect 

and analyze the data that is most relevant to one’s goals, it is necessary for businesses to have a 

grasp on why users are visiting their media platform and what they are trying to accomplish 

(Angel, Use Cases and Visit Intent section, Para 1-3). Raw analytical data can only provide the 

numbers, such as page views, likes, comments, or shares. It is up to media analysts to convert 

this data into useful information for the business or organization that can eventually be translated 

to increased sales or innovative product improvements.  

Angel also outlined the process of building use cases, for the purposes of classifying and 

identifying user intent when visiting a website or online platform. He suggested that use cases be 

defined first by brainstorming all of the possible reasons someone may visit a particular website, 

and then creating a map of sorts, denoting the user behaviors associated with the use case. “Use 

cases help us understand success rates, target personalization, and drive subsequent analysis,” 

(Angel, Developing Initial Use Cases section, para. 6). One must understand that use cases can 
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never be completely comprehensive, as analysts are relying on user behavior to inform the use 

cases, which will always come with a variety of contingencies and variables, however, use cases 

are an important tool to use especially as audience segmentation comes into play.  

IV. Uses and Users  

As previously mentioned, understanding the users of a particular platform, as well as all 

of the potential uses that the platform offers, is critical for translating raw data on media use into 

tangible information on how to meet critical analytics goals. The importance of identifying and 

creating use cases for the purposes of segmenting an audience having been highlighted above, 

extensive research and literature has also been conducted on the users themselves who are 

driving the data. Authors Junior and Filgueiras (2005), in their article User modeling with 

personas, discuss one tool that is widely used to gain a better understanding of users’ goals and 

motivations when interacting with a particular platform – User personas. Personas are fictional 

archetypes crafted to represent a brand or business’ target customer or audience, typically 

consisting of demographic information as well as identification of potential user behaviors, 

interests, and motivations in using the platform. “Knowing the user is the most relevant factor so 

that a product usability or service can be achieved” (Junior and Filgueiras, p. 277). Personas help 

to acquire this knowledge of the user through establishing the user’s role in relation to the 

product or platform they are interacting with (Junior and Filgueiras, p. 277). Creating user 

personas help digital designers and content creators think on a deeper level about their target 

audience and identifying these critical points and characteristics about the audience helps them to 

create interactive systems that support and appeal to the goals of the user (Junior and Filgueiras, 

p. 278) 
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Segmentation 

The creation of an ideal customer persona is one example of audience segmentation, 

which is defined by authors Heo and Cho (2009) in their article entitled A new approach to 

target segmentation  as “identifying homogeneous groups or customer segments in the market 

place that will respond in a consistent, predictable way to variations in the marketing mix” (Heo 

and Cho, p. 148). Through a study conducted on media usage patterns, the researchers found that 

though studies abound on various new and creative ways to segment audiences, understanding 

how to use that information to create a varied approach and marketing strategy to those different 

segments is key (Heo and Cho, 2009). 

User Gratification  

 In Can “liking” behavior lead to usage intention on Facebook, authors Hossain et al. 

(2019) define users gratification theory as an idea that seeks to understand users’ interaction with 

and motivations behind their uses of particular media over others, as well as links the use of 

media to gratification of specific needs for the user (Hossain et al., p. 3). Research on this topic 

abounds, especially in relation to social media. When seeking to understand users’ motivations in 

interacting with a content platform or website, it is important to understand how users may be 

otherwise gratified by the interaction aside from the more easily identifiable motivations, such as 

the desire to purchase a product. The article analyzes the Facebook “like” feature for further 

indicators on user behavior, and that it potentially holds more information than it may seem. For 

instance, a “like” can indicate emotion toward the subject, but on the other hand, excessive 

“liking” may indicate desensitization to what is being viewed (Hossain et al., p. 2). 

The authors Dolan et al. (2016) of the article entitled Social media engagement behaviour 

provide a 7-prong model for understanding the theory and motivations behind engagement 
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behavior (Dolan et al., p. 266). They identify the following behaviors as making up their Social 

Media Engagement Behaviors construct: Co-creation, positive contribution, consumption, 

dormancy, detachment, negative contribution, and co-destruction (Dolan et al., p. 266). From 

positive to negative forms of engagement respectively, these seven potential behaviors provide 

an important lens for content creators to view their audience through, helping them to further 

identify and segment the various groups that their following includes. 

V. Conclusion 

Social media analytics provide media analysts with direct insight into the motivations of 

users and visitors to a website or media platform. This information, when properly sourced, 

gathered and analyzed, can help brands and businesses to successfully translate large swaths of 

data into increased sales and traffic toward their online platform.  

With the rising adaptation of social media influencers in the mainstream branding and 

marketing space, it is important to understand the uses associated with an online social media 

platform, as well as the motivations and connection that users have with the brand. With 

influencer marketing positioning social media influencers as the primary marketing tool for a 

given product or service, it is necessary to be able to convert likes, comments, and post shares 

into useful information that can help support the monetary and business goals of a brand. As I 

work to build a content marketing plan for my client, audience segmentation as well as 

understanding the motivations and behaviors of the users who frequent the platform will be key 

in creating a successful social media influencer marketing strategy that serves to adequately meet 

the goals and key performance indicators of the client’s platform.  
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