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Abstract 

 Changes in technology have impacted the way that the music industry thrives. Music 

sales have transitioned from physical sales to digital sales, as online album downloads have 

begun to skyrocket. The New York Times, claims that the music industry has seen a turnaround 

due to subscription-based music sites, such as Spotify and Rhapsody (Pfanner, 2013). With new 

social technology has come an increased need to use social networking. The rise of social 

media’s popularity has been the biggest change of all. Social media platforms such as Facebook, 

Twitter, and Instagram, have become a new channel of marketing for businesses big and small. 

Musicians must understand how to utilize these new platforms as a way to market their music 

and make a profit. Using Goffman’s theory of Dramaturgic Metaphor, this project researches 

how a musician can most effectively communicate on social media platforms. This proposal 

includes research on the music industry, Goffman’s Dramaturgic Metaphor, social media 

marketing, and the rise of the “artist brand.” 

 Keywords: musician, music, band, strategic communication plan, branding, social media 
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Introduction 

Musicians, like any business or organization, must sell their product to customers in order 

to yield a profit. However, the music industry has undergone a large transformation in the past 

ten years, as a result of changes in technology. This change in the music industry began over a 

decade ago, and still continues today. The Federation of Phonographic Industry (IFPI) stated that 

music sales began a steep decline in 1999. By 2008, the music industry saw it’s largest drop in 

sales to date (2008 Year-End Shipment Statistic). This decrease in physical sales influenced 

record companies and music retailers to seek new ways to sell their product. The solution to the 

music industry’s problem came in the form of digital music sales, sparking the “digital 

revolution.” 

According to The New York Times, global sales in the music industry finally saw an 

increase in 2013, as a result of online album purchases. The turnaround was an immediate result 

of  subscription-based offerings, such as Spotify, Rhapsody and Muve Music (Pfanner, 2013). As 

the popularity in online music purchasing grew, so did the number of music purchasing 

platforms. New digital streaming platforms now allow listeners to feel connected to the music 

that they purchase, through social networking. This connectivity also builds brand loyalty among 

consumers, potentially influencing them to purchase music online (Franklin, 2013). 

 Social media has not only impacted music sales in the industry, it has also impacted how 

artists market themselves to their potential audience. Social media platforms, such as Facebook 

and Twitter, allow musicians to reach out to a larger audience online. Bands can now create and 

build their brand through personal interaction, constant updates, and listener feedback, without 

having to pay a fee. The sales and marketing journal Brandwatch argues that these new social 
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media platforms have forever changed the way that musicians make a profit. The article states, 

"Social media presents an interesting opportunity. As music fans, most of us turn to Twitter or 

Facebook to keep updated about our favorite bands, whilst new tracks or videos will 99% of the 

time get their launch on social channels. Furthermore, social media is where music audiences 

naturally congregate, forming their own communities and sharing their experiences of bands and 

artists" (Franklin, 2013, para. 4). 

Together, social music streaming technology and social media have revolutionized the 

music industry as a whole. However, this connectivity presents new challenges for artists. In 

addition to creating and producing music, artists must now understand how to utilize new 

methods of online marketing. Bands, both national and local, must rely on social media not only 

to grow, but also to stay relevant in a competitive industry. With the increasing traffic on music 

streaming platforms, bands must also figure out how to stand out to listeners who are saturated 

with music options. This project is intended for emerging artists, as a way to build their 

understanding of social media marketing, as well as how to utilize social media platforms in 

order to increase their success in the music industry. For this reason, it is important that artists 

have a strong strategic communication plan to use as a guide for creating and maintaining their 

brand. 

The following paper will present a strategic communication plan for the band The New 

Familiars. The New Familiars is an emerging band from Charlotte, North Carolina that 

combines multiple genres of music to create a unique and intriguing sound. The band’s 

biography reads, “Drawing from the vast influences collected throughout their careers, they’ve 

shaped a sound that combines the nitty-gritty roots music of the Appalachia with the guitar-
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drenched-drum-driven anthems of Rock & Roll. Through collective songwriting, howling 

harmonies, & multi-instrumental talent, their show can take you from a back porch hoe-down to 

a full on rock show at the change of an instrument” (The New Familiars, 2014, para. 1). 

The group, founded in May of 2005, is made up of five members: Justin Fedor, Joshua 

Daniel, Daniel Flynn, Patrick Maholland, and HL Ruth. The band released their first full-length 

studio album, Between the Moon and Morning Light, in 2011. They have since played shows at 

music venues, festivals, and clubs up and down the East Coast. Throughout their years of 

performing, the band has remained independent of labels and management, in order to stay true 

to their artistic vision. Although they are still relatively new, the band has seen a great deal of 

success. The band notes, “They’ve been honored with playing some of the best music festivals in 

the country like SXSW, Bristol Rhythm & Roots Reunion, MerleFest, Shakori Hills, Guavaween, 

and FloydFest. In 2012 they were featured at the Democratic National Convention and then later 

asked to open for Vice President Joe Biden on his visit to Charlotte, NC” (The New Familiars, 

2014, para. 2). 

This project is important because it provides The New Familiars with a plan for 

developing their brand on social media platforms. This plan will act as a communication guide 

that will greatly benefit the band. With a strong brand, The New Familiars can grow their 

audience and increase their profit from album and ticket sales. While this paper is intended for 

The New Familiars, it can also apply to any emerging artist or band that promotes their music 

independent of a record label. This project might also be helpful to any band in the Folk music 

genre, as it includes market industry research for Folk music.  

The purpose of this project is to analyze the band’s current communication strategies 
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on their social media platforms. Using additional articles and resources, this project will 

determine how the band can most effectively brand themselves through social media 

communication. This project provides an in-depth market analysis of the music industry. By 

researching the Federation of Phonographic Industry, an organization dedicated to global music 

sales, this paper will determine patterns and current trends in music sales, specifically in the Folk 

genre. This will benefit the project because it will provide a better understanding of the current 

strength of that specific genre.  

Literature Review 

This paper will begin by introducing Erving Goffman’s theory of Dramaturgic Metaphor. 

I will explain the four key factors within the theory: impression management, framing, footing, 

and face. This will be the theoretical framework for the research that follows. I will then 

introduce research on the music industry. This history will include changes in the music industry 

over time due to new digital platforms. Next, I will provide research on social media marketing, 

or SMM, including the history, key factors, and benefits of utilizing social media marketing. I 

will explain the uses of social media platforms such as Facebook, Twitter, and Instagram, as they 

are the social media platforms used by The New Familiars. Finally, I will discuss the “artist 

brand.” I will then explain the history and importance of artist branding, focusing on three types 

of artist branding: social media communication, images, and live performances. These sections 

will help answer my project's research questions: (a) how should an emerging band effectively 

brand themselves using social media platforms? (b) How can bands use Goffman’s Dramaturgic 

Metaphor to enhance their branding communication? (c) How has social media affected sales in 

the independent Folk genre? 
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Erving Goffman's Dramaturgic Metaphor 

 Erving Goffman’s Dramaturgic Metaphor can be connected directly to the central 

communication problem. Due to the rise in social media, bands can no longer only use old forms 

of marketing. Bands must now understand how to brand themselves effectively using social 

media platforms. Using the concepts of impression management, framing, footing, and face, this 

theory will break down what type of communication The New Familiars should use on their 

social media platforms in order to effectively brand themselves. It will explain how the band can 

manage their image, frame their messages, and maintain a positive face on the social media 

platforms that they use.  

 Dramaturgic Metaphor looks at each interpersonal interaction as a performance. 

According to Kivisto and Pittman (2007), "the subject matter of dramaturgical sociology is the 

creation, maintenance, and destruction of common understandings of reality by people working 

individually and collectively to present a shared and unified image of that reality" (p.272). 

Goffman’s book, The Presentation of Self in Everyday Life (1959) states that interactions are 

similar to plays that take place in a theater. Using a drama metaphor, this theory views the 

individuals in a conversation as actors playing a specific role. In a play, actors attempt to convey 

a certain impression of the world to their audience, using props, costumes, and scripted dialogue 

to create a new reality. Goffman writes, "This self itself does not derive from its possessor, but 

from the whole scene of his action… this self is a product of a scene that comes off, and not a 

cause of it. The self, then, as a performed character, is not an organic thing that has specific 

location" (Goffman, 1959, pp.252–253). In other words, reality is not concrete, but rather a 

subjective representation of the truth that can be molded through communication. This creation 
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of reality also applies to personal identities.  

 Dramaturgic Metaphor has four key factors that all influence marketing and branding. The 

first factor is impression management, or desired or undesired impression made to an audience 

(Johansson, 2009, p.119). This impression is created through the information selected and 

presented to the audience through communication. According to Kivisto and Pittman (2007) the 

impression is “the essence, the contrived sense of self, that the individual wants to project to the 

world. Just as an actor may adopt the role of a troubled Danish prince or a blues-loving ex-con, 

individuals in social settings must adopt the traits necessary to the understanding of reality they 

want to project” (p.274). The impression created by an individual or organization, and the 

management of this impression, is an identity that they create for themselves.  

 Impression management is created through information presented in two forms of 

communication: frontstage and backstage. The Presentation of Self in Everyday Life (1959) 

introduced the concept of front stage and backstage performance and communication. According 

to Goffman, the front stage is where the performance takes place, using various impression 

management tools to communicate a certain image to the audience. The backstage is where the 

protected self resides (Goffman, 1959). Goffman argues that individuals tend to build a wall 

between the front and backstage, as a way to preserve the legitimacy and authenticity of the front 

stage performance. When individuals adopt a role, they must decide whether the impression of 

reality they are communicating on the front stage is “true” (Kivisto & Pittman, 2007, p.283). 

This requires honestly and sincerity. When an individual does not belief in the role they have 

adapted, Goffman (1959) argues that they become cynical (p. 18).  

 The second component of Dramaturgic Metaphor is framing, which seeks to answer the 
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question, "What is going on here?" (Goffman, 1974, p.46). Framing is a tool that is used to give 

meaning to a performance. In communication, how a message is framed is what gives it meaning 

(Johansson, 2009).  Goffman (1974) first introduced the concept of frames, stating, "When an 

individual in our Western society recognizes a particular event, he tends, whatever else he does, 

to imply in this response (and in effect employ) one or more frameworks or schemata of 

interpretation… which is seen as rendering what would otherwise be a meaningless aspect of the 

scene into something that is meaningful" (p.46). In other words, frames are tools to organize 

experiences. A frame is a lens that allows individuals to make sense of their environment. 

Goffman explains, "observers actively project their frames of reference on the world 

immediately around them" (Goffman, 1974, p.39). 

 The third concept in Goffman’s theory of Dramaturgic Metaphor is footing. The concept 

of footing was first introduced in Goffman’s essay “Footing,” included in his book Forms of Talk 

(1979). Footing includes three roles that all revolve around who is delivering the message: 

principal, animator, and author. The first role is the author, or the person who chooses the 

specific content being communicated. The animator, the second role within footing, is the person 

delivering the message. Lastly, the principle is “the person who is behind the utterance and 

whose attitudes are brought forward” (Johansson, 2009, pp. 124, 125). These roles are not 

necessarily assigned to one individual. In some cases, more than one person acts as the principal, 

author, or animator. Additionally, it is possible for one or more people to take on the role of 

principal, animator, and author. In some situations, large groups of people contribute to the 

messaging. 

 Face, the final concept of Dramaturgic Metaphor, focuses on what the communication 

  9



    BAND BRANDING

intends to do for the individual in an interaction. In this theory, face deals with 'positive social 

value' that individuals attempt to maintain during social interactions (Goffman, 1967). During 

interactions, individuals create and maintain a certain face through the particular messages that 

they communicate. A person’s face is relative to the situation that they are in, and will be 

constructed differently in different situations.  For example, when an individual interacts with a 

close friend, they will be addressed in an informal manner. While in a business meeting, this 

same individual might be addressed more formally, as a sign of respectful and professionalism. 

Goffman splits face into two realms: positive face and negative face. Positive face is 

communication that attempts to influence the public through creating goodwill. Negative face, on 

the other hand, is communication that attempts to influence with dominance.  (Johansson, 2009).   

 Goffman’s Dramaturgic Metaphor focuses on what is being communicated, how it is 

being communicated, and who is communicating the message. Businesses and organizations 

must keep these three factors in mind when constructing any message to their audience. 

Communication is the way an organization brands themselves, so it is crucial to understand how 

to create and deliver an effective message.  

Music Industry Research 

 The central communication problem for emerging artists is that the music industry has 

undergone a huge transformation due to the rise of social media technology. Old-fashioned 

marketing tactics, such as print and television ads, are no longer enough to make a band 

successful. Social media has changed the way that artists must brand themselves, but they must 

understand how to effectively utilize it. This section will begin with the overall history of the 

music industry. It will explain the shift from physical music sales to digital music sales, and then 
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the shift to music streaming. The statistics involved in this portion of the project will prove that 

the music industry has undergone a huge change, and that artists must find a new way to connect 

with listeners. This information will act as context for the following section dedicated to social 

media marketing. 

The IFPI, states that physical music sales began to decline in 1999, when CD sales started 

to drop. The organization reported that overall sales fell by 9.2% in 2002. The product 

breakdown of sales revealed that compact discs sales dropped by 7%, and cassette sales 

plummeted by 31%. Jay Berman, the 2002 Chief Executive Officer of the IFPI told Pittsburgh 

Business Times, "The figures are disappointing, but not unexpected. The industry is in transition 

with widespread CD copying and Internet downloading continuing to affect sales" (Carbasho, 

2002). In 2009, the IFPI stated that overall physical music sales declined by 18% in 2008, a 

larger drop than any previous year had ever seen (2008 Year-End Shipment Statistic).  

 Despite the current trend in sales, research shows that interest in music is still strong, 

especially among young adults between the ages 18-34 (Amedeo, 2009). The decline in music 

sales is not linked to consumer interest, but rather the current state of the country’s economy. 

While the population’s overall interest in music in still high, a shift in the economy has changed 

in the consumer market, thus changing the way that the average person listens to music. In 2009, 

Brian Zarlenga, editor of Music Business Journal stated, “With the recent $85 billion federal 

bailout of AIG, the unstableness of the stock market, and the rapid decline of the housing market, 

one wonders where the entertainment industry stands amid the financial uncertainty.” According 

to Zarlenga, record labels Sony, WMG, UMG, and EMI all experienced a loss in revenues in 

2008. UMG and Sony’s profits declined by 5.8% and 4.0% (Zarlenga, 2009).  
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 Physical music sales, such as CDs and cassettes, are not the only sales that have decreased 

over the years. Digital music sales, such as subscription-based music streaming services and 

online albums, have also begun to drop. NPD, a group dedicated to providing market research for 

business decisions, conducted a survey in 2007 that found that money spent on music dropped 

from $44 to $38 among Internet users. The survey also found that 48% of teens did not buy one 

physical or digital CD in 2007 (Zarlenga, 2009). Both physical and digital album sales are 

expected to continue to decline over time. According to Amedeo, "The physical sale of music 

and the effectiveness of traditional media are expected to continue to decline, challenging 

marketers to develop new methods to create awareness about music" (2009, p.1). The change in 

consumer purchasing methods has influenced marketers to seek new and innovative ways to sell 

music.  

The decline in digital music sales is not only due to the economy, but also due to the rise 

in music streaming platforms, such as Spotify and Pandora. Derek Thompson of The Atlantic, 

states,  

“digital track sales are falling at nearly the same rate as CD sales, as music fans are  

 turning to streaming- on iTunes, SoundCloud, Spotify, Pandora, iHeartRadio, and music  

 blogs. Now that music is superabundant, the business (beyond selling subscriptions to  

 music sites) thrives only where scarcity can be manufactured- in concert halls, where  

 there are only so many seats, or in advertising, where one song or band can anchor a  

 branding campaign” (Thompson, 2015, para. 3) 

Streaming has greatly impacted the way that individuals listen to music. Online music 

streaming platforms have greatly increased in popularity, while online album purchases have 
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dropped.  In fact, between 2013 and 2014, iTunes sales dropped by 13%, while music downloads 

from streaming services increased by an amazing 54% (Thompson, 2015).  This has been the 

first turnaround in music sales that the music industry has seen. 

 Music streaming services, like Spotify, Soundcloud, and YouTube, allow individuals to 

listen to music for little to no cost. These platforms also allow individuals to connect to one 

another through posting comments, “liking,” and “sharing” music on their personal online 

profiles. “Social listening” sparked an increase in sales that had not been seen since 1999. In 

2008, while overall music sales dropped, streaming sales increased by 36%, resulting in a $2.7 

billion dollar profit (2008 Year-End Shipment Statistic). In 2013, global sales in the music 

industry rose by $16.5 billion in 2013, as a result of the "digital revolution.” According to The 

New York Times, the turnaround in 2013 was an immediate result of  "subscription-based 

offerings, including Spotify, Rhapsody and Muve Music. The number of subscribers to services 

like these grew by 44 percent last year, to 20 million " (Pfanner, 2013, para. 6).  

 Music Educators Journal released an article about the Internet’s impact on music, stating 

"the Internet has lifted some of the barriers to disseminating products from regional markets to 

national audiences. Weissman acknowledges that these technologies will bring limitless 

opportunities" (Bristol, 2007, p.23). Digital music streaming with social abilities is believed to  

allow fans to feel more connected to their music. This bond is necessary, in order to lengthen the 

lifetime of one music broadcasting application. By feeling gratification for their purchases, 

listeners will continue to use the device to pay for music. The new digital music medium will 

allow marketers to form a connection between the artist and their fans. According to Amedeo, 

"This technique will give marketers the ability to offer fans special promotions and free 
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downloads, while encouraging consumers to purchase music directly from the website. Creating 

relationships is now is essential" (2009, p. 15). 

Apple has seen the success in social music streaming early on, adding a social aspect to 

their music in 1996. The company developed a technology that made it possible to broadcast a 

webcast of the Macintosh New York Music Festival. The webcast allowed individuals to tune in 

to the music festival using their Apple products, adding a level of connectivity to the listening 

process. The company then announced the release of QuickTime 2.5 for Macintosh. The multi-

platform multimedia software allowed individuals to experience the festival's sights and sounds 

by connecting directly to Apple’s QuickTime Live webpage, creating a ‘virtual festival.’ 

QuickTime 2.5 included live audio, video, and interviews with artists from over 30 festivals 

around the world. The technology also made it possible to view the events in real-time, as an 

interactive experience. This new advancement made Apple’s webpage the leading destination for 

live events on the Internet (Marino, 1996). 

Steve Franzese, Apple’s vice president interactive marketing and online services, spoke 

on the success of the virtual festival, stating "as the computer company of choice for music 

production and multimedia, we're thrilled to harness the 'Net, crossing physical boundaries to 

broaden the reach of breaking musical artists. By wiring the clubs together and setting up kiosks 

at last year's music festival, we learned how to provide attendees a rich, interactive festival 

experience. This year, we're going full-steam offering a 'virtual festival' to people around the 

world.” (Marino, 1996, p.1). 

Recently, Apple has found another way to make its music streaming service more social 

and interactive. In 2014, the company announces that it would pay $3 billion to acquire Beats 
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Electronics, a company that includes the Beats by Dr. Dre headphone line and a small music 

streaming service. According to Ben Sisario, editor of Advertiser, “The acquisition of Beats 

reflects the transformation of the music industry, which has gone from CD sales and downloads 

to fast-growing streaming services like Pandora, Spotify and YouTube” (Sisario, 2014, para. 10). 

Beats Music, the company's newest subscription streaming service, is thought to further enhance 

Apple's music platform.  

The future of digital music streaming looks bright in the music industry. Due to the 

success of social streaming platforms, such as Spotify and Soundcloud, The increase in digital 

sales is expected to continue. Amedeo (2009) mentions three assumptions in the future of the 

music industry that continue to hold true. First, overall consumer spending will continue to 

decrease among traditional market conditions, such as physical album sales. Second, new 

copyright laws that will increase royalty payments will negatively affect non-subscription music 

broadcasting services like Pandora. The increase in payments will prove to be too expensive to 

make the companies money, and possibly even shut them down. Third, Apple's music 

distribution channel with advanced technology will change the digital music industry, because it 

allows consumers to feel connected to artists, as well as immediate gratification of their music 

purchase. 

The rise in technology has greatly impacted the music industry. While physical sales have 

continued to decline, online music streaming has begun to skyrocket. The Internet has changed 

the way the majority of people listen to and purchase music. These changes purchasing require a 

change in the way music is marketed. 
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Social Media Marketing 

 In order to understand how artists should brand themselves using social media platforms, 

you must first understand the history and benefits of social media marketing. Social media 

marketing, or SMM, is a form of Internet advertising that uses different social media networks 

for marketing communication and branding strategies. Social media marketing includes activities 

such as social content sharing, images, and videos for marketing purposes. The International 

Journal of Enterprise Computing and Business Systems states that SMM “represents a marketing 

opportunity that transcends the traditional middleman and connects companies directly with 

customers… Much like email and websites first empowered businesses, social media is the next 

marketing wave” (Neti, 2011). SMM began with the start of social media platforms in the early 

2000s. When Facebook was founded in February of 2004, the website did not include the feature 

to advertise on their platform. Originally, the site’s purpose was to connect friends and family. 

However, Facebook broadened to include groups and fan pages for organizations in 2005, 

creating a network of over 500 million users for marketers to reach out to (Yan, 2011). While 

social media marketing has not existed for long, this new marketing tactic has proven to be 

extremely beneficial to companies and businesses, both large and small.  

In 2014, Social Media Examiner released an industry report of social media marketing 

progress that showed its significance. According to the report, 92% of marketers agreed that 

social media is important for to the success of their business, an increase from 86% in 2013. 80% 

of marketers also agreed that their social media efforts increased traffic to their websites. Of 

those who had used social media for at least 1 year, 69% of marketers found it beneficial for 

building a loyal fan base (Kuzinits, 2014). The popularity of social media use by businesses is 
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prevalent, and it is continuing to increase. Social media advertising generated $6.1 billion dollars 

in revenue in 2013, and is expected to generate over $11 billion in revenue by 2017 (Karr, 2014). 

This is because social media advertising offers businesses the opportunity to raise awareness, 

target a particular audience, and track their consumers’ behavioral data.  

According to Forbes, social media marketing’s top three benefits are that it increases 

brand recognition, improves brand loyalty, and offers higher conversion rates. The article 

connects these useful tools to the personable aspect of the platform. The journal states, “Perhaps 

the most significant is its humanization element; the fact that brands become more humanized by 

interacting in social media channels. Social media is a place where brands can act like people do, 

and this is important because people like doing business with other people; not with 

companies” (DeMers, 2014, p.1 para.7). Due to its humanizing effect, research shows that social 

media has a 100% higher closing rate than traditional outbound marketing tactics such as print 

advertisements and television commercials (State of Inbound Marketing, 2012).  

Social media also has the ability to enhance a company’s brand authority. By interacting 

with customers through social media communication, companies appear genuine and authentic. 

This communication allows others to see that a company cares about their customers by viewing 

public comments. Additionally, people tend to post their opinions about a business on their social 

media accounts. “When they post your brand name, new audience members will want to follow 

you for updates. The more people that are talking about you on social media, the more valuable 

and authoritative your brand will seem to new users” (DeMers, 2014, p.2 para.1). 

 Another benefit for businesses using social media marketing is its cost effectiveness. Most 

social media platforms, such as Facebook and Twitter, are absolutely free. While companies can 
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pay for advertisements on these platforms, the prices are relatively low and much cheaper than 

print, radio, and television ads. According to the Social Media Examiner, 84% of marketers 

found that only six hours of effort per week was enough to generate increased traffic. Six hours 

in a small investment of time that can yield great results. While it is inexpensive to utilize social 

media platforms for marketing purposes, the average business’s SMM budget is predicted to 

increase. The University’s Fuqua School of Business and the American Marketing Association 

conducted a study that found that SMM budgets will continue to rise. According to the results, 

businesses currently allocated 6% of their marketing budgets to social media in 2011. The budget 

was projected to increase to 10% during the next year and 18% over the next 5 years (Neti, 

2011). 

 The relevance of social media marketing continues to increase as time goes by. While 

SMM is still relatively new, it is becoming increasingly important to the success of businesses 

both big and small. The International Journal of Enterprise Computing and Business Systems 

states,  

 “The role of social media in marketing is to use it as a communication tool that makes the  

 companies accessible to those interested in their product and makes them visible to those  

 that don't know their product. It should be used as a tool that creates a personality behind  

 their brand and creates relationships that they otherwise may never gain. This creates not  

 only repeat-buyers, but customer loyalty. The fact is: social media is so diversified that it  

 can be used in whatever way best suits the interest and the needs of the business” (Neti,  

 2011, p.3). 

 The popularity of social media marketing has only increased over time. Many 
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organizations have found that utilizing this form of marketing is beneficial to their business. For 

any organization seeking to brand themselves, social media marketing is a proven way to do so 

with little cost and big results. 

The Artist Brand 

 Before I can discuss how musicians should use social media marketing to brand 

themselves, I must first provide further detail on the definition of branding. I will then explain 

the history and importance of the “artist brand.” This section will then be split into three types of 

artist branding: social media communication, images, and live performances.  

Branding refers to the process involved in creating an image for a product in the 

consumers' mind, through marketing campaigns with a consistent theme. The goal of branding is 

to establish a significant and unique presence in the market that attracts and retains loyal 

customers (Jeong, H, 2011).  Branding adds emotion to a company or product, which makes a 

business seem more human and personable. Rather than buying a product, consumers can feel as 

if they are buying into a particular feeling, value, or personality. The Journal of Brand 

Management, Jack Yan states,  

“It is, therefore, necessary for brands to build a connection with users and fostering a  

 sense of belonging through the engagement itself… In most cases, blogs, Facebook and  

 Twitter are helpful in revealing the thinking of the people behind the brands. They satisfy  

 a need: the desire of engagement with a brand they wish to be associated with, or to feel  

 one with the brand” (Yan, 2011, p.691). 

According to the Yan, social media branding achieves nine goals. The first three goals 

accomplished through social media branding are building a sense of membership or citizenship, 
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encouraging the acceptance and communication of brand values, and encouraging the audience 

to engage in dialogue and promote the brand. Additionally, branding helps an organization find 

and maintain a competitive advantage, inform others of the vision behind the brand, and discover 

if the brand is being properly communicated and understood by the audiences. Lastly, social 

media branding helps a business build positive brand associations, create the perceived quality of 

the brand, and “build greater awareness of the brand to audiences that it has not yet 

reached“ (Yan, 2011, p.692). 

Branding in the music industry began during the same time that large corporations were 

developing brand images. Historically, brand-name strategies in the music marketplace began in 

the 20th century. In 1902, Coca-Cola Company was beginning its groundbreaking development 

of the “brand image.” In the same year, the Victor Talking Machine Company, an American 

record company located in Camden, New Jersey, introduced its Red Seal line of records. In 1906, 

the company released its Victrola phonograph player. These items were marketed as “status 

symbols of the elite and educated” (Samples, 2011, p.1). Branding strategies of both commercial 

companies and music artists are very similar. The goal of both strategies is to add a personality to 

a product. For a commercial company, the brand image is connected to a name, such as Coca-

Cola. For an artist, however, this personality is tied directly to a musician or group of musicians. 

According to Mark Samples (2011),  

“Some artists embrace music’s relationship to commercialism, such as hip-hop artists like 

 Sean “Diddy” Combs, and even exploit it by connecting their musical output to clothing  

 lines or television productions. In contrast to Diddy’s brazen embrace of capitalism, some 

 serious pop artists seem to eschew money concerns altogether, in favor of what I call the 

  20



    BAND BRANDING

 ‘artist brand.’” (p.2-3) 

The “artist brand” is a persona adopted by some musicians that combines the image of 

originality and artistry. This brand is not connected to a clothing line or commercial product, but 

is instead directly linked to the performer’s persona. Research shows that effective branding 

relies on shaping audiences’ beliefs and expectations about an organization, product, and/or 

services (Emery, 2007). In this case, the product is the artist. Through branding, a band must 

foster audiences’ beliefs about the musician or band. Theodore Gracyk suggests that “notions of 

popular music are constructed from audiences’ shared beliefs regarding artists and songs, and 

popular music is constructed from paradigms, or bodies of work around which a community 

organizes its practices and beliefs.” (Gracyk, 2002, p.68).  

The brand of a band is developed and maintained through communication. Helena 

Rubenstein writes, in Branding on the Internet, “a brand-audience relationship depends on a 

dialogue” (Rubenstein, 2002). This dialogue portrays the artist’s personality and values. In order 

for audiences to believe in a band’s persona, the band members must understand what image they 

are trying to create. For instance, a Rock & Roll band may want to appear as edgy, which would 

require a different kind of communication than an Indie band who wants to appear as shy and 

quirky. Social media platforms have become a way for bands to do just that. Emery (2007) states, 

“Once, brands spoke to audiences with no feedback. Now, the Internet allows audiences to 

respond to brands. Many rock brands’ Web sites contain message boards or forums that allow 

fans a chance to pose questions directly to the artist or to engage in dialogues with other 

fans” (2007, p.15). Social media platforms are tools for musicians to connect directly to their 

audience. Through social networking, musicians can share their values, opinions, and beliefs. 
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Like a business, these updates allow artists to show their personality. “Brands become more 

humanized by interacting in social media channels. Social media is a place where brands can act 

like people do” (DeMers, 2014,p.1 para.7). 

Social media communication not only builds a band’s brand through personal connection, 

it also does so through product marketing. Bands can communicate event updates and new 

products to their audience on their social networking platforms. Additionally, artists can also 

offer product previews for upcoming albums. On platforms such as Facebook and Soundcloud, 

bands can allow listeners download their music directly from their social media page if they 

choose. By allowing their audience to download a song from their upcoming album, bands are 

letting listeners get a taste of the music they will soon sell. According to Emery, “Song 

downloads help motivate purchasing decisions of audiences by allowing them to preview 

sections of songs from upcoming recorded material” (2007, p.16).  

Pictures can also reinforce the image that a band has created. Bands can brand themselves 

through promotional photos, album covers, and magazine articles (Gracyk, 2002). Similarly, 

bands can post images onto social media platforms, such as Facebook, Instagram, and Twitter, to 

provide insight into their day-to-day life. Emery states, “While names are strong brand 

identifiers, images can serve as tools for helping connect a brand with its publics” (2007, p.10). 

Videos can be extremely important to bands, because they provide insight into what the band’s 

live performance will look like. Unlike songs from an artist’s album, a live performance is not 

mastered and produced, and can possess flaws. A video also shows the energy of a band’s 

performance.  

The actual performance is an important way that artists can connect with their audiences. 
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This live connection is a way that a band maintains their brand belief (Emery, 2014). While 

social communication is important for a band to create their brand image, live shows and 

concerts solidify their image. The experience of attending live concerts strengthens the bonds 

between musicians and their audiences. The Grateful Dead originally pioneered the live aspect 

of rock branding. He states, “Through word of mouth, Grateful Dead concerts became known for 

the parking lot festival atmosphere that preceded the actual performance. This atmosphere 

became an important part of The Grateful Dead’s brand” (Emery, 2007, p.13). 

Additionally, artist brands cannot be controlled in a top-down manner. A band brand, 

much like their reputation, relies on the audience’s feedback. This feedback could originally only 

be heard through word-of-mouth. Due to the development of social media technology, feedback 

can now be seen on a musician’s Facebook, Twitter, or Instagram account, through comments 

posted by users. “Coinciding with these developments has been the rise of virtual working, of 

people expected to unite under a single banner with a uniform brand despite being based in 

homes or in spread-out offices” (Jack Yan, 2011, p.692). Beyond Branding states, “organizations 

have dealt with the growing consumer desire for transparent brands. There is nothing to suggest 

that that desire has lessened in the last 7 years: anecdotally, it has grown as social media have. 

This, too, would suggest, for many organizations, a change in how they communicate, 

abandoning the top-down process, for something that accepts inputs from audiences to drive 

strategies.”  

The popularity of social media platforms has forever changed the way that bands connect 

to their audience. While live performances are still crucial, social media has become an 

important tool for bands to create and maintain their brand. A band must understand how to 
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develop a transparent brand using social media platforms in order to be successful. Conducting a 

content analysis based on the work of Erving Goffman provides a useful theoretical framework 

through which one can attempt to answer the following research questions: 

RQ1: How can emerging artists brand themselves through social media communication? 

RQ2: How can bands use Goffman’s Dramaturgic Metaphor to enhance their branding 

communication? 

RQ3: What themes emerge in The New Familiars’ social media messages? 

RQ4: How do these themes affect the band’s perceived image? 

RQ5: How can The New Familiars most effectively brand themselves through their social media 

messages? 

Methodology 

Using Goffman's theory of Dramaturgic Metaphor, I will develop a strategic plan for the 

band The New Familiars. This plan will provide a layout for how the band should use their social 

media platforms, including how many times they should post and what type of message they 

should post. To do this, I will first need to gain a better understanding of the band. I will conduct 

a full-length interview The New Familiars to determine the band’s target audience, perceived 

strengths and weaknesses, and what they intend to communicate through their social media 

messages. This data will help determine what the band hopes to accomplish through their use of 

social media, the demographic of their intended audience, and their current advantages and 

challenges. (See Appendix A for The New Familiars band interview) 

 I will then conduct a content analysis of The New Familiars’ social media messages. I 
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will analyze the messages created by the band on their three social media platforms: Facebook, 

Twitter, and Instagram. The New Familiars’ Facebook page was created in 2009 and contains 10 

videos, 10 photos, and 1,014 message posts. The band’s Twitter page was created in 2007 and 

contains 1,759 tweets. The band’s Instagram page was created in 2009 and contains 167 photos. I 

will code these messages by placing them into five specific categories. I have created the 

categories based on the trends developing in the type of message the band posts online. The five 

categories are personal information, promotional post, event/band update, humurous post, and 

social post (See Appendix B for coding category information). 

I will study The New Familiars’ content on these specific platforms from the beginning 

of their use, using the four key factors of Goffman’s Dramaturgic Metaphor: impression 

management, framing, footing, and face. This will be done through an in-depth interview with 

the band (see Appendix A for The New Familiars social media interview).  

In addition to an in-depth interview, I will host three focus groups, each containing 5-7 

people. The focus groups will be made up of individuals who listen to The New Familiars and 

follow the band on their social media platforms. I will ask them basic demographic questions, 

and then proceed to ask them questions about their perception of the band and their use of social 

media (for focus group questions see Appendix C). 

Impression Management 

I will study The New Familiars’ impression management on their social media platforms. 

Impression management, or the desired or undesired impression made to an audience (Johansson, 

2009, p.119), will be determined in two ways. First, I will conduct an in-depth interview with the 

band in order to determine the intention of their social media messages Through this interview, I 
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hope to discover the back stage and front stage of the band, as well as the type of image that the 

band wants to project to the world. I will then conduct a survey analysis with 10 individuals that 

listen to the band’s music and follow them on social media. This survey is intended to discover 

how the listeners perceive the band.   

Framing 

In my interview, I will discover how the band frames their messages to their audience. I 

will determine the context of these messages, as well as the intention of their framing.  

Footing 

Through my interview with The New Familiars, I will discover the author, animator, and 

principle behind the band’s social media messages. 

Face 

Face, or the 'positive social value' that individuals attempt to maintain during social 

interactions (Goffman, 1967), will be determined in my interview with the band members. I will 

discover how the band uses communication to maintain positive social value with their audience. 

I will also determine if/how the band uses positive and negative face. I will analyze the feedback 

of the messages that the band constructed by assessing the number of “likes,” “favorites,” and/or 

positive responses on a post, as a way to determine which type of social media posts worked best 

for the band’s image. 

I will then conduct a market analysis of the music industry. The New Familiars is a Folk-

rock band. In order to do so, I will research the Federation of Phonographic Industry to 

determine patterns and current trends in Folk sales for a more in-depth industry analysis. I will 

look at larger scale groups in the same genre to determine how they are using the same social 
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media platforms. I will find three large bands of the same genre and study their social media 

messaged using the same coding system created for The New Familiars. The final product of my 

strategic plan will outline how The New Familiars can most effectively communicate with their 

audience to brand themselves using new communication technology. The purpose of this project 

is to better understand how musicians develop strategic communication brand messaging to grow 

their audience. 

Challenges and Limitations 

 One challenge of this project is that I will be conducting a content analysis on all social 

media messages created by The New Familiars on Facebook, Twitter, Instagram, and 

Soundcloud. This will be a lot of content to review, so the review of the content will not be in-

depth. Instead it will be coding the content to determine what kind of message was posted on that 

specific social media platform. My interview with The New Familiars will also present the 

challenge of the band being biased against their own strengths and weaknesses. Because they are 

emotionally invested in their band, they will not be able to provide me with objective feedback 

about it. This may limit me on seeing every challenge they possess as musicians. The feedback 

they give me about their target audience and perceived image might also contradict the data I 

find. The survey that I give individuals who listen to the band and follow them on social media 

might also present limitations. The information will only come from 100 people, rather than 

every person who is familiar with the band. If I was able to survey everyone, the information 

might look a bit different. Additionally, it may be hard to find music industry data directly related 

to folk bands independent of a record label. This is a very specific category, and the information 
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may be harder to find than it would be for a more popular genre such as pop music, or bands who 

work with a record label.   
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Appendix A 

Band Questions for The New Familiars 

As a band, who is your intended audience? (Age, gender, etc.) 

What is your intended brand? 

How do you portray this image? 

How important do you believe the use of social media is to your band? 

What are your current perceptions of social media? 

What are your current skills with social media? 

How much time do you dedicate to using social media for your band? 

What are some social media profiles you are inspired by? 

How often do you post on the band’s Facebook page?  

Twitter page?  

Instagram page? 

How has your feedback been on these platforms? 

Which platform has been most successful for you?  

What type of message do you normally post on your platforms? 

Who is in charge of creating your social media posts? 

What do you hope to accomplish through these posts? 

Do you always post exactly what you think? Or are you reserved at times? 
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Appendix B 

Social Media Message Coding 

1. Personal information- any post on Facebook, Twitter, or Instagram that shares personal 

opinions or details about one or more members of the band. 

 Ex: “Justin has been sleeping on a tour bus and misses his real bed.” 

2. Promotional post- any post on Facebook, Twitter, or Instagram that promotes a concert or 

festival the band will be performing at. 

 Ex: “Come out to The Chop Shop tonight to hear us perform! The show starts at 8.” 

3. Event/band update- any post on Facebook, Twitter, or Instagram that provides an update about 

an event the band will be performing at, or about the band is general. This includes postponed 

shows, updates about the band members, and time changes at festivals. 

Ex: “Due to the weather, we won’t be performing at Floydfest until Thursday. Stay tuned 

for the time!” 

4. Humorous post- any post on Facebook, Twitter, or Instagram that is meant to be funny. This 

includes memes, funny pictures of the band, and other humorous content.  

5. Social post- any post on Facebook, Twitter, or Instagram that is intended to reach out to 

another individual, venue, or group, through the concept of tagging. The purpose of this post is to 

connect and/or network. 

 Ex: “We had a blast listening to @Elonzo at @usnwc last night! #RiverJam”  

 Ex: “Shoutout to @RelixMag for an awesome article about the growing popularity of  

 Folk music” 
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Appendix C 

Focus Group Questions 

These questions will be given to three separate groups of individuals. I will host 3 focus groups, 

each containing 5-7 people. 

1. What is your age? 

2. What is your gender? 

3. What is your ethnicity? 

4. What is your sexual orientation? 

5. Of the following platforms (Twitter, Facebook, Instagram), which platform do you use the 

most frequently? 

6. About how many hours per day do you use social media? 

7. What image do you think The New Familiars has? 

8. What genre would you place The New Familiars in? 

9. Between Twitter, Instagram, and Facebook, what social media platform do you see the band 

on the most? 

10. What type of content do you see the band post the most? (Ex: informational, humorous, 

personal, etc.) 

11. What social media platform do you use to see updates about the band’s upcoming shows? 

12. How do you rate the band’s current use of social media? (1= not effective, 10= extremely 

effective) 

13. What other bands do you follow on social media? 
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14. What type of content do you like to see a band post on social media? (Ex: informational, 

humorous, personal, etc.) 

15. Please rank Facebook, Twitter, and Instagram from the platform you use the most to the 

platform you use the least: 

 1. 

 2. 

 3. 

10. How, if at all, would you change the band’s social media messages? (Ex: more personal, 

more show updates, more music links, etc.) 
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Appendix D 

Outline of Strategic Communication Plan 

I. Executive Summary: Overview of the strategic communication plan 

II. Purpose : To study social media communication of large scale Folk bands to better 
understand how musicians in the Folk genre brand themselves on social media platforms, 
and to discover how The New Familiars can most effectively create and maintain their brand 
through social media communication. 

III. Challenges & Opportunities: A summary of the major challenges and opportunities for The 
New Familiars (determined through research and interviews with the band) 

A. Challenges 

1.Challenge 1 

2.Challenge 2 

3.Challenge 3 

B. Opportunities 

1.Opportunity 1 

2.Opportunity 2 

3.Opportunity 3 

IV. Analysis 

A. Overview statement to preview analysis 

B. Impression management 

C. Framing 

D. Footing 

E. Face 
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V. Market Segmentation: An overview of the music industry, specifically within the Folk genre, 
and how the industry has been impacted by the rise in technology. (The subsections of the 
Market Segmentation section are subject to change once the research has been conducted) 

A. Overview of music industry 

B. Folk music industry 

C. Consumer influence 

D. Record label management 

VI. Recommended Strategies 

A. Strategies for utilizing impression management 

1.Recommendation 1: Facebook 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

2.Recommendation 2: Twitter 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

3.Recommendation 3: Instagram 

a. Strategy for implementing 

b. Resources needed 
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c. Proposed plan and timeframe 

d. Goals and measurements 

B. Strategies for utilizing framing 

1.Recommendation 1: Facebook 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

2.Recommendation 2: Twitter 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

3.Recommendation 3: Instagram 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

C. Strategies for utilizing footing 

1.Recommendation 1: Facebook 

a. Strategy for implementing 

b. Resources needed 
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c. Proposed plan and timeframe 

d. Goals and measurements 

2.Recommendation 2: Twitter 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

3.Recommendation 3: Instagram 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

D. Strategies for utilizing face 

1.Recommendation 1: Facebook 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

2.Recommendation 2: Twitter 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 
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3.Recommendation 3: Instagram 

a. Strategy for implementing 

b. Resources needed 

c. Proposed plan and timeframe 

d. Goals and measurements 

VII. Conclusion 

VIII.Appendix 

A. Appendix A 

B. Appendix B 

C. Inquiry Project Proposal 
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