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Abstract
The main objective of this paper is to understand the different 
tactics and platforms used by independent artists successfully 
to promote themselves as a brand and garner attention to their 
music, building a fan base. The platforms include social media 
and other platforms and also understand the most favorable 
platform for promoting oneself as an artist. This paper also 
deals with the different strategies they use to promote them-
selves. The first part of the paper includes the evolution of the 
music industry, the rise of streaming services, and independent 
artists. The revenue models of famous streaming platforms and 
how much they earn through streaming. The second part deals 
with the definition of personal branding, the different subsec-
tions involved in branding, and the strategies in general used 
by independent music artists on different social media plat-
forms. Organizations’ expenditure on online promotional activ-
ities is constantly and dynamically increasing in tandem with the 
increasing level of digital media consumption. Simultaneously, 
with increasing expenditures on digital promotion, it is clear 
that the effectiveness of activities carried out in the electronic 
space in its current form is decreasing. As a result, when pro-
moting products and services has never been more difficult in 
the new market situation, organizations have begun to seek 
alternative methods of influencing consumers.
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1. Introduction
The music industry has witnessed extreme meta-

morphosis in the past century. The music is heard, 
produced, distributed, and reviewed; all the aspects are 
different from before. People normally assume com-
mercialization of music occurred only during the rebel 
punk-rock era when Beatle mania spread throughout 
the world, and all people needed was love [1].

But the actual revolution occurred when Thomas 
Edison invented the phonograph during the 1800s to 
improve the quality of telephonic communication. The 
invention was still crucial since it helped in recording 
sounds. This invention paved the way for Emile Berlin-
er to produce recorded discs for music artists to record 
their music. The sheet music era slowly diminished 
since artists could record their classics in a circular disc, 
which was a disruptive innovation that eventually led to 
the rise of recording studios whose predecessor was the 
New York Phonograph Company [2].

With advancements in technology, magnetic re-
cording discs came into existence, paving a path for 
audio engineers to edit and mix tracks. Other dis-
ruptive innovations like microphones, amplifiers and 
audio interfaces enhanced the recording experience 
for both the artists and sound engineers. From music 
experience being restricted to live concerts and pur-
chasing sheet music to recording music, the journey 
was mesmerizing, but it did not end just there. In the 
1920s, another great disruptive innovation took place, 
the radio. Through radio broadcasting, music like 
opera restricted to the rich and privileged class was 
available for the poor and middle class due to the fre-
quent broadcasting, [3] which opened doors to tons 
of record labels. During initial times, some of the no-
table record labels include Columbia Records, Decca 
Records, Edison Bell, Gramophone Company, Victor 
Talking Machine Company, and many others. Out of 
these, many did not survive and became a fad. We are 
not particularly going to delve into that. Out of these 
record labels, the iconic six stood tall like a phoenix 
from the ashes [4]. They were called the big six, in-
cluding EMI, CBS, PolyGram, MCA, BMG, and MCA. 
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They were the major enterprises of the music indus-
try that contributed to the profitability of this sector. 
Later, mergers and acquisitions came to play a role, 
and the big six shrank to the big 3. Sony bought CBS 
records to become Sony music. MCA and PolyGram 
merged to become UMG, what we call today as Uni-
versal Music Group. EMI became a subsidiary of Sony 
music. Currently, the top 3 that dominate the sector 
are Sony, UMG, and Warner Music Group. 

The number of famous music artists whose sales 
went through the roof under these labels has created 
history and left behind a legacy for other music artists 
and companies to follow. Pink Floyd, The KISS, AC/
DC, Run DMC, Tupac, and many others left a positive 
imprint that can never be replaced. If it were not for 
the Big 3, the world would not have witnessed such 
greatness. But something changed in the mid-90s that 
opened doors for many independent artists and re-
cord labels in the future, the internet boom [5]. The 
music industry’s revenue stood at $14 billion, but at 
the end of the 90s before it started to decline. The In-
ternet alone was not responsible; of course, it was the 
catalyst, but another incredible invention called the 
MP3 developed by Karlheinz Brandenburg disrupted 
the industry by easily facilitating the illegal sharing of 
songs and albums. This invention which compressed 
large audio files into a sizable format was one of the 
motivating factors for file sharing. The consequence 
was piracy [6].

Everybody shared music by burning content into 
CDs or online using Napster, an online platform for il-
legal sharing & downloading of music, which was later 
taken down due to copyright issues. Fast forward a de-
cade; the music industry adapted to the digital era. We 
have streaming platforms like Spotify, Jiosaavn, Tid-
al, and many more for streaming music. Major labels 
earn revenue depending on the number of streams in-
stead of depending solely on CD sales [7]. These tech-
nological changes transferred the power from major 
labels to the consumers who decide which artists suc-
ceed based on the appeal they produce for the masses 
through their music that helps them stand out from 
the rest of the crowd [8].

The technological advancement made music distri-
bution much simpler where digital distribution chan-
nels like Amuse, CD Baby, AWAL, etc., help distrib-
uting songs for artists on various streaming platforms 
for a reasonable price, which led to the rise of more 
independent artists in various music genres. With a 

decent mic and pro-tools, anybody can create, distrib-
ute, and promote music in this era. Artists no longer 
consider signing to a major music label as a success 
and want to attract a loyal fan base. Social media has 
brought artists much closer to their fan base by giving 
the fans a glimpse of their personal life through per-
sonal interactions quite frequently. Popular artists do 
not need to interact constantly and be active on social 
media because they’re already popular [9].

But independent artists with no major label sup-
port for any marketing or promotional activities have 
to brand their image and music themselves. Therefore, 
they have to be active and update what they are work-
ing on to their fans. Juggling the two most challenging 
things can get difficult. Despite this challenge, many 
independent artists still create content and come out 
successfully without any major backing from the big 
fishes. This research is focused on the definitions and 
categories of personal branding, its strategies, and 
techniques independent artists use for content cre-
ation & personal branding on various platforms to at-
tract and appeal to their fan base [10].

2. Review of literature: Independent artists 
and Personal Branding Strategies

An average user spends about 118 minutes on so-
cial media, which provides a window of opportunity 
for content creators trying to monetize their content. 
With easy access to the Internet, there’s a consequen-
tial increase in social media users. More users in the 
platform gravitate towards sharing their day-to-day 
activities, opinions on different topics, like, share & 
comment on their favorite posts, which led to the in-
cumbent behavior of branding oneself. 

Branding is a term that has different definitions 
in various shades of contexts. It originates from when 
men used to mark their livestock, and the word brand 
originates from a Norse word, Brandr, which means 
‘to burn.’ In today’s world, a brand is determined by 
the connection it develops with the customers [11]. 
A bond developed due to emotional reasons rather 
than rational ones. According to Philip Kotler, a brand 
can be a name, phrase, logo, or a combination of all 
of the said parameters. A brand is also defined as a 
combination of tangible and intangible attributes that 
reflect the product’s benefits to its customers. Brand 
helps identify a niche, which helps connect with the 
thoughts, ideas, and feelings of the consumers belong-
ing to that niche through which a bond is built. Due to 



Issue 23. August 2022 | Cardiometry | 511

this particular reason, an image of a brand cannot be 
distinguished from the product. 

There is a sharp contrast between brand and brand-
ing. While a brand is a marketing tool, branding refers 
to the action. Branding is an activity performed by a 
company’s employees to develop an image attained by 
customer satisfaction and loyalty. Branding can also 
be perceived as building a desired image in the cus-
tomer’s eyes, but this limits the definition to an action 
that is performed to mold and maintain the firm’s im-
age. According to some experts, branding is a way of 
personification, including adding human elements to 
a product to project it as a live entity to develop deeper 
connections with the customers. Currently, marketers 
are adapting to this trend, especially for FMCG and 
personal care products [12].

The concept of personal branding is fairly new. 
The origins can be traced back to an article published 
on Fast Company in 1997 by Tom Peters titled “The 
Brand Called You.” He stressed the importance of 
branding/marketing oneself to stay ahead of the job 
market curve. Arruda and Dixon, writers of Career 
distinction, added that Self-branding could be the tool 
to explore your career growth and development capa-
bilities rather than being a me-too employee. Branded 
products act as a differentiator compared to a regular 
commodity in invoking an emotional response, which 
is the same for personal branding since it evokes re-
sponses favorable to you from your co-workers, boss-
es, etc., of course, customers. An activity that was once 
restricted to celebrities, politicians, and famous per-
sonalities is available to all on the Internet and social 
media. In short, the concept of personal branding is 
the power of being his/her brand. According to re-
searchers, personal branding undergoes three stages. 
The first stage involves self-introspection, where the 
person looks into themselves to identify their strengths 
or a unique selling point (USP) that makes them stand 
out from the crowd. In the second stage, they develop 
a brand statement around their USP. The third stage 
involves creating and implementing a strategy to gain 
visibility [13].

Every concept has its fair share of issues, so does 
branding for humans. Branding for products is not the 
same as branding for a fellow human being. In product 
branding, marketers imbibe a personality to the brand 
and fixate a personality to the brand. Being consistent 
with it is not a challenge if one is consistent with the 
message. When it comes to branding for live person-

alities, being consistent is a huge challenge because a 
human being consists of different personalities. There 
are numerous incidents of celebrities or politicians 
who should not have delved into giving controversial 
comments on topics. One of the best examples is the 
Tiger Woods’ extramarital affairs incident. When the 
news broke, brands like Gillette, General Motors, and 
AT&T, who were affiliated with Tiger, immediately 
cut off their sponsorship deals to ensure they are not 
part of the values or character Tiger Woods presents. 
Therefore, personal branding requires consistency and 
vigilance to prevent things from going sideways [14].

Despite this downside, self-branding is a popular 
concept not just among famous personalities with 
huge followers but especially among people who are 
not that well-established and looking for a way to attain 
fame. The reasons behind the growing popularity of 
personal branding include online platforms like blogs 
and social media provide an opportunity for ordinary 
users to attain that micro-celebrity status, and being a 
popular Figure through consistent personal branding 
provides monetizable rewards. Self-branding brings 
out a unique personality that promotes individuality 
and supports standing apart from the crowd. There-
fore, it becomes a process of impression management 
where the users’ perceptions are consciously or sub-
consciously influenced using the said practice through 
the controlled exchange in online platforms. 

2.1. Consumer-Brand Relationship
The concept of the consumer-brand relationship 

is built on the assumption that a consumer transfers 
a brand’s personification into their human trait that 
adds value to their life. Brand personality in this con-
text refers to the anthropomorphizing of the brands. 
According to a study (Aaker, 1997), a brand can be 
perceived in five different personality types: sincerity, 
excitement, sophistication, competence, and rugged-
ness. Consumer-brand relationships vary according to 
each personality type. Through further research, Aak-
er found that strong consumer-brand relationships are 
built with brands containing friendly characteristics. 
A short-lived relationship is experienced with excit-
ing brands. There is another form of consumer-brand 
relationship that is trending in the digital realm. The 
communities in the digital world are customer-cen-
tric, and these communities have created their cultur-
al ecosystem. New research found that consumers are 
satisfied with brands that bring in the sense of com-
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mitment and belonging. Another important element 
to notice is the fact that these online communities 
break the barrier of one-sided information [15]. With 
the rise of digital platforms and online listening tools, 
there is a dialogue between consumers and brands to 
understand their needs and expectations. Platforms 
like YouTube, Instagram, Facebook, and many others 
help break such barriers and build a strong consum-
er-brand relationship due to such interactions. 

2.2. New Media
With the advancement of technology and an in-

crease in the average household income, personal 
computers, tablets, and smartphones have moved 
from early adopters to the mass adopters’ stage. Tra-
ditional media does not provide many options for the 
users to explore, while new media, on the other hand, 
is extremely user-centric. Users tend to control the 
kind of information they like to consume and avoid 
unwanted content. There is an option for the user 
to traverse through the information in the new me-
dia compared to the traditional media. The user can 
choose his/her next set of steps after going through the 
information. In other words, interactive marketing is 
the prime theme of the new media era. The two-way 
communication helps in aligning the interests of both 
the consumer and the marketer. 

For the past decade, the online platforms for us-
er-generated content are considered social media. Ari-
el, Y., Avidar, R., which consists of Facebook, Linke-
dIn, Wikipedia, YouTube, Instagram, and many more. 
This interactive platform that promotes user-generat-
ed content and provides a stunning user experience is 
termed Web 2.0. O’Reilly media popularized the term 
during late 2004. According to Christian Fuchs’ book 
Social media: A critical introduction, the term ‘Social’ 
was coined not because of its technological aspect but 
due to 4 primary reasons: Excess of information, in-
teractive communication between two or more users, 
the formation of strong, close-knit communities, and 
generating content through collaborations.

Social media provides the accessibility to connect 
with peers globally. It is a platform that provides a 
voice for the consumer. A voice to put out opinions 
or reviews regarding a particular content posted on-
line. This voice transforms into word-of-mouth, an 
effortless marketing strategy. This strategy is just the 
consequence of the frequent socialization between in-
dividuals and communities. 

Socialization between peer groups leads to shar-
ing skills, attitude- transfer, and more awareness of 
the existing communities. Communication tools like 
Whatsapp ease the socialization process. Research-
ers have found that even new social media members 
quickly learn about the latest trends and popular 
content creators because of socialization. Since these 
peer groups on social media constantly post or update 
their opinions, likes, and dislikes, and even share their 
favorite content with their groups or communities. 
Thus, peer groups and communities strongly influ-
ence the types of content users to consume on social 
media. Recurrent communication with peer groups 
regarding content consumption influences the type of 
content an individual consumes. 

Due to socialization and consumer-centrism, indi-
viduals tend to seek more information in the surplus 
of content on social media, which leads to personal 
branding. With the bombardment of content, every 
individual seeks to have the edge over other content 
creators online. In other words, the attention econo-
my is what every individual strives for, and personal 
branding autonomously becomes the tool to seek that 
attention in a unique way to stay ahead of the com-
petitive market in online platforms (Khamis, Ang, 
Welling, 2016). Personal branding enables users to 
create a strong identity that maximizes their recogni-
tion to reach a level of fame by attracting followers. 
The self-branding process started in the early 2000s 
not limited to celebrities and notable personalities but 
also for normal individuals. They started developing 
an online identity through the help of blogs and web-
sites since they understood the possibility of brand-
ing oneself with rising convergent technologies. In 
the later stages with the development of various on-
line platforms like Facebook, Instagram, Twitter, and 
YouTube, personal branding created an impact equiv-
alent to that of a brand with a strong narrative through 
advertisements produced. A strong narrative with a 
compelling story is all that is required for garnering 
attention from a normal user, and the narratives that 
claim this distinctiveness to gain attention is a sto-
ry that is consistent, unique, and perfectly relatable. 
From music artists to meme-creators, all content cre-
ators strive to create content that draws maximum at-
tention from individuals to gain micro-celebrity status 
on social media. The term micro-celebrity was coined 
by the researcher Theresa M. Senft in 2001 while she 
was researching how cam girls use online tools to 
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brand themselves and exalt their image using blogs, 
vlogs, and websites to gain popularity. The success of 
content creators depends on certain metrics that in-
clude likes, comments, shares, and followers, which 
help them, become a strong brand. 

2.3. Independent Artists 
and Personal Branding

The music industry is part of the creative indus-
tries. Creative industries are part of the new economy. 
Major countries have part of their GDP contribution 
from the music industry. According to the British Re-
corded Music Industry’s report of the year 2010, the 
sales of singles alone were just 157 million. The out-
puts of the music industry are known as cultural prod-
ucts since the music industry is part of the cultural 
industry. The term ‘cultural industry’ was formulated 
by Theodor Adorno and Max Horkheimer to refer to 
the mass culture. Since they saw cultural products pro-
duced by creative industries like the music industry, 
they reflect the industries’ interests. Now let us under-
stand the difference between record labels, companies, 
and corporations. A recording company is the heart 
of the music industry since they independently deal 
with the whole recording and mastering process un-
der the scope of a record label. Corporations are those 
who own the major shareholder of the record label. 
There are three corporations commonly referred to as 
the ‘Big Three,’ which include Sony Music Entertain-
ment, Universal Music Group, and the Warner Music 
Group. Major artists are signed in record labels that 
are under these three corporations. Independent re-
cord labels are those which these three companies do 
not own, and independent artists are the music artists 
not signed under the contract of any major record la-
bel. Attaining fame for artists before the internet era 
was challenging, but currently, music artists from var-
ious genres get recognition despite not being signed 
to a major label. The transition to this heyday has 
been a journey of many ups and downs. The journey 
is a transition from music artists solely relying on CD 
sales to generating revenues through music streaming 
platforms with liberal music distribution policies free 
from the constraints of major record labels. The dis-
ruptive innovations of the gramophone, nickelodeon, 
and phonograph led to the possibility of selling vinyl 
records. Before this innovation, musical performers 
generated revenue by selling sheet music and per-
forming in music halls and streets. The phonograph 

and vinyl record became a profitable, dynamic duo 
for the music industry. After the birth of rock n’ roll, 
the music industry made significant profits between 
the 1950s and 1990s. Then the birth of the Internet 
led to the invention of Napster, which promoted illegal 
downloads that led to losses for music artists and the 
industry in millions. According to the British Record-
ing Music Industry’s report of the year 2009, around 
1.2 billion music tracks were illegally downloaded, 
equivalent to 120 million physical CDs, between the 
years 1999 and 2006 music industry witnessed a sales 
decline of 26 %. Ever since the rise of digital music 
streaming platforms like Spotify, artists no longer rely 
on single revenue generation systems like the sales of 
physical CDs. Online streaming platforms eliminated 
the need for record labels since artists can directly dis-
tribute their music through digital distributors who 
no longer are regulated by the corporations. However, 
there is a debate on the revenue distribution between 
the music distributors, labels, and music artists. These 
disruptive changes in the industry have shifted the 
power from the industry to the music artists and con-
sumers. Having the power transformed in the hands of 
the music artists, they need to stand out from the com-
petition, and what better way than self-branding/per-
sonal branding. When it comes to artists signed un-
der major labels, they have the privilege to outsource 
their branding and marketing strategies to a team of 
experts, but it is not the same for independent artists. 
Some researchers argue that personal brands are creat-
ed through authenticity, so artists need to know them-
selves since relying only on vanity than authenticity 
will make the artists look self-centered. Authentic per-
sonal stories draw a lot of attention from the public 
since they love to know the artists personally. Popular 
independent artists like Chance the Rapper frequently 
update their followers regarding even the projects he is 
working on sometimes, his daily activities, and where-
abouts. Now one begs the question of how frequent-
ly an independent artist has to keep his social media 
up-to-date. According to research by Gouitcheche, 
if artists are not proactive on social media, then the 
public moves on to other pages that publish similar 
content. Since more than 50% of the impressions are 
drawn through physical attributes, only 7% are drawn 
through content. Now that artists know that constant 
physical appearances are one way to attain visibility 
but how and where do they promote themselves and 
their content to maximize their visibility is a question 
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to ponder upon since independent artists rely not 
just on the creative process but also face the brunt of 
ideating and implementing branding strategies. One 
research suggests promoting content to other content 
creators. Social media comprises two types of users, 
the content creators and the surfers/lurkers who just 
skim through the content. The content creators are 
the ones that add value to social media by publishing 
content, liking, sharing, and commenting on posts to 
enhance user experience. There were other findings 
on content creators of how they resist consuming or 
promoting pirated content and tend to be more loy-
al towards their favorite artists and advocate the pro-
motion of content creators. Other popular strategies 
of independent artists to promote content include 
co-creational marketing, where artists collaborate 
with other artists or content creators, colleagues, and 
even fans to produce content. All the artists need to do 
is reach out to one of their networks or fan followers 
for collaborations. The strategies are not limited to the 
ones mentioned above, and the possibilities are lim-
itless. This research wants to understand the psyche 
and approach behind these strategies of independent 
artists and how successful they are in their approach. 

3. Research methodology

3.1. Study Approach
This section is about the approach taken to find a 

relation between the paper and the findings. A qual-
itative study was conducted through five E-mail in-
terviews of the artists and questionnaires created and 
sent to regular music consumers to understand the 
user demands on independent artists and their views 
on social media strategy. The reason for this is to un-
derstand both the artist’s and the music fanatics’ per-
spective of supply and expectations. The information 
gathered is not numeric. For this research, a set of 
questions was sent to 5 artists who responded accord-
ing to their understanding of brand identity, personal 
branding, and other strategies commonly used to pro-
mote their music. The artists chosen are independent 
and are not currently signed under any major record 
label, including the big 3 as mentioned in this paper 
before. The artists chosen are music producers cum 
artists, and their genres are Hip-Hop, rock, and elec-
tronic. This understanding of genres is taken from an-
alyzing the style of music these artists have published 
till now. The interviewees are chosen through random 

sampling but who fit the set criteria for this particular 
research. The criteria set for choosing these artists in-
clude having published an EP and have a maximum of 
5000 followers on social media. An EP is known as an 
Extended Play, and it contains more than just a single 
but fewer songs than an album. An EP, at best, consists 
of about four to six songs. The reason for choosing 
artists who have launched at least an EP gives an idea 
of how they promote each song from their EP, which 
provides insight into their promotional strategy. This 
study is not restricted to one specific country, but I 
have chosen artists from India. These artists produce 
music predominantly in English and Hindi. Also, since 
the study is on social media strategies, it automatically 
makes the artists and their music boundary less and 
opens to all nationalities.

3.2. Data Collection and Analysis
For this research, five structured e-mail interviews 

were conducted. The researcher approached these 
artists on Instagram since this is the platform where 
artists are active. According to the interviewees, Ins-
tagram is the most popular and preferred platform for 
artists to release and promote their music. According 
to the parameters set, a list of 15 artists was prepared 
and approached, out of which 9 responded and 5 ac-
cepted to be a part of this research. The reason for 
E-mail interviews was because of the time limitation 
and hectic schedule of the artists. Also, they were more 
comfortable with typing their responses rather than 
taking up an hour-long semi-structured interview. 
The responses were typed in English and not any other 
native language to avoid misinterpretations. The data 
is analyzed in a thematic way to understand any re-
curring patterns. Deductive analysis is used to narrow 
down the focus of research. Along with these e-mail 
interviews, questionnaires were created and circulated 
to a particular sample group drawn towards indepen-
dent music to understand the consumer perspective. 
Understanding consumers and artists help in bridging 
the gap between what is provided by the artists and 
what is expected of an artist, which also helps in un-
derstanding a common pattern on which is the most 
successful strategy to draw a consumer towards an art-
ist on social media [16].

3.3. Interviewees
Table 1 lists the interviewed artists and their infor-

mation gathered through their social media platforms. 
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The spotlight in focus here is Instagram since most 
artists, as per the interviews, prefer Instagram over any 
other platforms because “it is more memey,” as quoted 
by one of the artists.

3.3.1. Moreno
Prajyot Meshram, a.k.a., Moreno is a solo art-

ist from Mumbai, India. Well-known for producing 
mind-bending electronic music, currently explor-
ing blues and Hip-Hop, currently Moreno has 6,495 
monthly listeners on Spotify alone. Moreno posts on 
Instagram whenever he is promoting his new music, 
mostly through teasers in stories or as posts; he col-
laborates with the artists he is tagging. He is known 
for using Wingdings in his album art while promoting 
his music. 

3.3.2. Banrap Lyngdoh
Banrap Lyngdoh, an artist from Shillong, is known 

for representing the North-East and being part of the 
Khasi Bloodz, which has 32k subscribers on YouTube. 
Known for his lyricism and flow, he is quite active on 
Instagram, uploads posts of his live shows, his record-
ing sessions, his opinions on his favorite artists, and 
events conducted in the Northeast. 

3.3.3. Moksh
Moksh is a multi-lingual artist representing 

Shillong, the tourism hub of northeast India. He is 
well known for being the founder of the indepen-
dent label Movement of Expression, a.k.a., MOX. 
He has recently launched his predominantly po-
litical mixtape Blackout. He is known for launch-
ing CONVERGE, an Instagram live session where 
MOX collaborates with experts from various fields, 
from artists to event managers, to provide an in-
depth perspective on the music and entertainment 
industry to the audience. 

3.3.4. Shank jay
Shank jay, another artist from the North-East who 

is quite frequent in updating his upcoming singles or 
EPs on social media, the artist is more active on Insta-
gram. He promotes his songs through silhouette-style 
album art, which reflects the emotions behind that 
particular music. 

3.3.5. Smokey the Ghost
Smokey the Ghost is a Bangalore-based socio-con-

scious Indian rapper/songwriter popularly known for 
finding the group Machas with Attitude (MWA). He 
has contributed a couple of popular Bollywood proj-
ects, namely Chennai Express and Detective Byomkesh 
Bakshi. He is also the first rapper to feature on The 
Magnetic Fields Festival in late 2017. Smokey is also 
known for promoting his singles/albums with unique 
illustrations, primarily with bright pastel colors. 

4. Analysis and Results

4.1. Perception and Brand Identity
An artist needs to identify oneself and project one-

self on social media since those actions create a sense 
of perception on social media among the consumers’ 
minds. Therefore, the process of identifying oneself 
becomes crucial. No successful artist jumps right in to 
promote his music without identifying his character, 
personality, and attitude, which will reflect his music. 
Artists like Smokey say it is a long process of change, 
and it is important to understand expectations as an 
artist and that of an audience. He quotes:

“Well, there is no standard way to know such 
things. You drift to where you are taken and see what 
you can do with what you have. I understood here that 
there is a huge difference between my expectations 
and theirs; on occasion, I am presented with a choice 
between the 2... I choose my expectations and leave 

Table 1
Through social media, interviewed artists with their information

Artists Genre Songs released Platform’s artists have their profile Number of follow-
ers on Instagram

Moreno Electronic 4 (1 EP) Instagram, YouTube, Spotify, 523
Banrap Lyngdoh Hip-Hop 18 YouTube, Instagram, Facebook, Sound Cloud 1925
Moksh R&B 5 (1 EP) Instagram, YouTube, Facebook 230
Shankjay Rock 6 Instagram, YouTube 944
Smokey the Ghost Folk, Hip-Hop 10 (2 EPs) Instagram, YouTube, Spotify 4317

Artists Overview
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the audience to theirs that is why my music is about 
novelty and uniqueness.”

The method of finding oneself is unique for every 
artist. For some artists, it can even be self-introspec-
tion. Artists like Moksh think the most effective way 
is to be transparent with one’s views and opinions. 
Understanding who an artist is in a saturated market 
is important to stand apart, which involves an artist’s 
attitude and personality and finding the right voice/
sound and style of music. Moreno agrees to this as he 
quotes:

“Understanding ‘who you are’ is very important 
because, in an industry that is so saturated, you need 
to stand out and develop your sound.”

The source of the brand identity of an artist comes 
from his unique, never heard before, a sound that does 
not mimic any well-known artist. From clothing to 
music, every bit of an essence an artist emits must be 
of his own. One of the best examples quoted that suits 
this was of Prateek Kuhad. 

“Apart from music, I have also observed how the 
clothes you wear speak about you as an individual. For 
example, look at Prateek Kuhad. His clothes resem-
ble the music he makes. Very low-key - plain t-shirts 
/shirts or moderate flannel shirts, nothing fancy”, 
Moreno quotes.

4.2. Importance of Album Art
While asked about the importance of album art 

to the interviewees and the consumers through ques-
tionnaires, both agreed upon it as an essential tool to 
promote their music is shown in Figure 1. While art-
ists find album art as a reflection of their music, per-

sonality, and emotions, 54% of consumers from a sam-
ple size of 46 have agreed that they were drawn to new 
music, which had impressive album art while asking 
about its role in promoting in social media, Smokey 
quoted:

“Instagram would probably do way better on artsy 
covers, whereas FB would do better for memey ones. Al-
bum art is more of a call to action today rather than a 
piece of art, which it was years ago when vinyl was sold.”

Artists are pretty self-conscious about the type of 
album art they release since it expresses what they 
want to communicate about the song. Moreno quotes:

“Album art is very crucial and plays an important 
role in social media. Being an artist, I know what al-
bum art I have in mind and what emotions I would 
want to express. I tend to use Wingdings because they 
look very cryptic and cool [17].” 

4.3. Other Social Media Strategies
For independent artists, finding unique ways to 

draw attention towards them in social media is crucial 
since it provides them the much-needed appreciation 
and can help them go commercial without any major 
label backing them. Interviewees and samples of con-
sumers both have another common ground here since 
they both say one of the common ways of reaching 
and finding new artists on social media is through ads. 
Other common ways that both artists and consum-
ers agree upon other than impressive album arts are 
unique style and good catchy relatable music. Music 
videos were also some of the recurring themes from 
questionnaires and interviews. Here is a quote from 
Ban rap where he speaks about music videos:

Figure 1: Importance of album
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“Well, there are various ways, from creating music 
videos with dope visuals to creating controversies and 
a lotta drama to get the attention.”

Another important factor for bringing more reach 
to one’s music is to share content with content creators 
since they understand the nuances of content creation. 
They are more passionate about contributing to var-
ious communities on social media. The researcher 
found this interesting pattern through the responses 
received from the questionnaires. Here out of 46 re-
spondents, 37% (17) were content creators. Out of 
these 17 content creators, 13 of them share content on 
social media at regular intervals. The rest of the surf-
ers/dwellers do not share content until they are spe-
cifically asked to do so. So as an independent artist, 
if one has to achieve more reach, it is better to share 
content with other content creators since they bring 
more reach. 

5. Conclusion
Irrespective of certain downsides, personal brand-

ing is not limited to celebrities and famous personalities 
ever since the dawn of social media. With an average 
user spending more than 118 minutes per day, users/
content creators trying to establish themselves as a 
brand have an opportunity to explore. Content creators, 
music artists, and many others are trying to monetize 
this opportunity. With the advent of streaming services 
and social media platforms, success is no longer limited 
to just artists signed in to major record labels. 

Although the results arrived through this research 
are limited due to time constraints, the consistency re-
mains. With more interviewees, a unique understand-
ing of the strategies might be released. Nevertheless, 
interesting information has been extracted from the 
data provided by both the music artists and the con-
sumers. Several common grounds were found, such 
as the importance of album arts and its promotional 
aspect of how it draws consumers towards unknown 
artists. Another discovery from the respondents dis-
plays that consumers are drawn to some of the pop-
ular genres. According to the responses, some of the 
popular genres of music are Rock, Hip-Hop, Metal, 
and Melody. Creating captivating music around these 
genres opens doors for more exposure. Another inter-
esting fact is out of the respondents of questionnaires, 
65% of them search for indie artists in their favorite 
genres. According to the data collected and present-
ed, sound, voice, lyrics, relatability, and integrity are 

recurring patterns for finding an artist interesting. 
Another common pattern found between the artists 
and the consumers of the sample is the importance 
of advertising on social media. Artists agreed to the 
fact that it is better to reach new audiences through 
ads. Likewise, consumers discover artists in many 
ways, like word-of-mouth and music festivals, out of 
which ads are recurring. Some of the best ways other 
than spending costs on advertising are sharing content 
with content creators. Data gathered from the research 
proofs the same. Content creators are more likely to 
share the content of other creators than surfers who 
just skim through the content on social media. 

Strategies presented here indicate how one could 
brand themselves in social media to garner the needed 
attention. Possibilities are limitless. Co-creational ac-
tivities are the other strategies a few independent art-
ists like Chance the Rapper used to maintain user en-
gagement, create content, and build a sense of loyalty 
and trust among their users. Not just Chance, even the 
interviewees of this research have collaborated with 
other artists to gain significant reach. Moreno collab-
orated with another rapper Alfazi to launch a new sin-
gle, Ginza, which gained significant traction and has 
more than 13000 streams on Spotify. 
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