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2 Department of Management, WSB University, 41-300 Dąbrowa Górnicza, Poland; mgrzesiak@wsb.edu.pl
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Abstract: The article is of a research nature. The aim of the article is to identify the role of social media
in shaping personal brand. To this end, the first part discusses the concept of personal brand, as well
as components of brand capital in the case of famous people, including consumer-based capital.
Attention was also paid to the great importance of social media and the growing role of their users in
the process of shaping personal brand. Based on the analysis of the source literature, a research gap
was identified, related to the lack of empirical verification of the relationship between users’ online
activity and and capital of famous people, also known as celebrities, associated with artistic and
cultural activities. The article uses the results of the direct research carried out in the period 2019–2020.
The second (empirical) part of the article presents research hypotheses, methodology, as well as results
and conclusions from the research. Based on 26 in-depth individual interviews that were conducted
with people famous in Poland (mainly engaged in artistic and cultural activities) and surveys of a
group of 324 social media users, it was shown, among others, that online activity of Internet users
stimulates the brand capital of famous people. Statistically significant relationships were observed for
such components of the personal brand as awareness/associations with the personal brand and for
the relationship regarding the perception of the quality of activities carried out by a famous person.

Keywords: famous people; personal brand; Internet users; social media

1. Introduction

The shaping of brand by famous people in the second and third decades of the 21st century
appears to be one of the obvious processes taking place in the social field. Of course, in the context
of the primary purpose of this process, the most important area of activity will be the professional
one. It is clear that the creation of personal brand by famous people is carried out primarily to achieve
the objectives of gaining a better position on the labour market. However, it should be remembered
that this process is much more complex and is not limited to professional activities, because—in the
case of famous people—better or additional work very often means increasing financial resources
(economic capital) which—for example by expanding the network of contacts—is associated with
raising social status (increasing social capital). Therefore, many different research problems can be
associated with the perception of a famous person in terms of personal brand. The limits of the
application of brand management theory concepts to the activities of an individual are an interesting
area of research. Another problem that deserves consideration is the psychological and sociological
foundations of models for shaping personal brand proposed by specialists and the verification of
these solutions in terms of both the effectiveness and consequences of use [1]. In the sphere of culture,
we can also notice another very important research area related to the potential psychological costs of
perceiving oneself in the category of personal brand or to ethical issues. Questions related to personal
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brand capital, including the initial capital of the individual—without which it is impossible to create a
personal brand—as well as the ways and possibilities of using social media in its development, are also
becoming more and more important [2]. Such a situation sets a new framework for studying the brand
of people operating in the broadly understood sphere of culture [3]. The artistic and professional career
of famous people depends significantly on their brand capital, which, in turn, is increasingly being
built in social media with the help of Internet users [4].

Famous people more and more often realise that the greater their personal brand capital based on
consumers (social media users), the easier it is for them to achieve their goals [5]. This is proved by
advertising contracts that are formed with people who have a large number of “followers” or “likes”
on social media. In other words, a strong personal brand is the key capital of a famous person, and its
shaping should be the subject of a carefully prepared image strategy [6]. Social media users have a
very important role to play in this strategy, which is highlighted in this article.

2. The Concept of Personal Brand and the Components of Consumer-Based Brand Capital

Before discussing the role and importance of the Internet users’ social media activity in building
the brand capital of famous people, it is necessary to define both the concept of a personal brand and
indicate the most important components of a consumer-based brand capital. Personal brand—the
image of a person—reflects how the given individual is perceived by others. Its creation consists of
a series of coherent actions carried out to build reputation and increase the measurable value of a
personal brand among a specific public. Such a process includes the conscious communication of
specific content on social media [7]. Personal brand is a concept that is increasingly used by people who
operate in the public sphere, including the sphere of culture. This includes both people involved in
show business (e.g., TV presenters, vocalists and bloggers) and artists associated with the “high culture”
(e.g., opera singers, composers, theatre actors). Referring to the definition of the brand proposed by
L. de Chernatony [8], an identifiable person representing permanent values recognised by the recipient
as those that best meet their needs can be considered a personal brand. In such an approach, it is
important to be able to identify a specific personal brand and values that are appreciated by the brand’s
recipient. Therefore, there is a clear relationship between the personal brand and the image of a given
person [9,10]. A personal brand should be understood as the image of a particular person in the eyes
of others. It results from identifying the degree of convergence and discrepancy between information
declared by a given person (e.g., in social media) and their authentic behaviours, traits, skills or
reactions. The personal brand of a specific person can be associated with the designation of a given
individual (by name, surname, artistic pseudonym, etc.), their image (in the eyes of others) and the
promised bundle of benefits (the probability of its receipt is guaranteed by the skills, qualifications and
experience of the person, their culture of expression or personal culture in general). The fact of having
a specific brand means that even people with very similar characteristics (knowledge, qualifications
or experience) are more positively or negatively perceived by others, mainly due to the emotions
built around them. A personal brand, therefore, distinguishes the given person from competitors,
in particular when such a person is a candidate for a specific position or acts as a service provider and is
perceived as someone very reliable, which makes others want to engage in cooperation [11,12]. Belief in
the characteristics of a given person (confirmed by both the certificates, diplomas, recommendations
they won, and the number of likes on the social media profile) facilitates the process of selecting a
person and assigning them a given position (e.g., a new role in a popular TV series) or performance of
specific tasks (e.g., acting as presenter of a new TV show).

Considering the above, the capital of a consumer-based personal brand can be defined as a
commonly existing opinion about a famous person [13], which, however, should not be confused with
their identity. Rozwadowska defines identity as a set of specific stimuli, while brand capital is more
closely related to the way they are interpreted. Tworzydło [14] also refers to the brand capital of a
famous person, defined as the opinion of a group of people about this person, or the image of a given
person that appears in people’s minds. The capital of consumer-based personal brand is, therefore,
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a complex construct because it involves a certain combination of the perception of a given person,
including its beliefs and attitudes, as well as a set of impressions regarding this person’s behaviour [15].
At the same time, it should be remembered that brand capital is not a static concept and may decrease
or increase with changes in the opinions or preferences of the external environment and result from the
development of the famous person [16].

According to Keller [17], the capital of a famous person’s brand is associated with knowledge
about that person, as well as awareness of their existence and function in a given sector. In turn,
according to Aaker [18], the capital of a consumer-based personal brand will be influenced by a set of
components related to the famous person. According to Aaker, these components include:

(i) Famous person brand awareness: how much the particular person is present in the mind of the
recipient (the potential recipient of the brand), which translates into the ability of the recipient to
recognise or recall a particular person (e.g., actor, TV presenter, singer) at a given moment and in
a given situation [19];

(ii) Associations with the famous person: everything that, according to the recipient (potential
recipient of the brand), is related to the famous person [19]. They are related to the creation
of the image of a famous person in the mind of the recipient (potential recipient of the brand),
the type of work performed by the famous person and their features (e.g., name, surname, artistic
nickname, important facts from the biography) [20];

(iii) Perceived quality of the famous person’s offer: perception by the recipient (potential recipient
of the brand) of the overall quality of the product/service of a famous person or belief in its
superiority as compared to alternative products/services of other people operating in the same or
a similar industry [21];

(iv) Loyalty to a famous person: attachment of the brand recipient to a particular famous person.
Loyalty reflects the likelihood of a brand recipient, diverting interest in the activities of a famous
person to another person, for example when a change occurs in the components of the image of a
famous person [22].

Previous research on brand capital proves that the famous person brand awareness and associations
with that person can be combined into one component [21], which is why, in this article, these two
elements will be considered jointly.

In accordance to PersonalBrand.com—the leading authority on the topic of personal branding and
the creation of a personal brand, a personal brand is a widely recognized and largely uniform perception
or impression of an individual based on their experience, expertise, competencies, actions and/or
achievements within a community, industry, or the marketplace at large. By personal branding in this
article, we mean the conscious and intentional effort to create and influence the public perception
of an individual by positioning them as an authority in their industry, elevating their credibility,
and differentiating themselves from the competition, to ultimately advance their career, increase their
circle of influence, and have a larger impact. In other words, a personal brand is rooted in the minds of
people in the market. Personal branding is the effort to communicate and present your value to the
world [23]. By brand capital, we mean a subjective and hardly tangible assessment of the brand in
the eyes of its recipients, which consists of brand awareness, attitude towards it and perception of its
ethics [24]. In turn, by brand capital based on consumer, we mean a set of assets and liabilities that are
related to the brand, its name, and its mark, which can be attached or subtracted from the total value of
the service for a famous person and for its clients [18].

3. Materials and Methods

In order to determine the importance of social media in shaping personal brand and to analyse the
impact of online activity of the social media users on the brand capital of famous people, it is necessary
to operationalise the concept of a famous person. For the purposes of this study, it has been assumed
that being a famous person means having universal (mass) recognition. Therefore, other features do not
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seem necessary to obtain the status of a famous person. The concept of a famous person in this article
thus coincides in part with the term of a celebrity, as the definition of this concept—created in 1961 by
the American sociologist D. Boorstin—states it is a person known for being known [25]. However, it is
easy to notice that celebrities defined in this way are only part of the group of people considered as
“famous”. While famous people are defined on the basis of their recognisability, celebrities are defined
as those seeking to be recognisable. In other words, celebrities are often talked about, but mainly
because they themselves intentionally provide fuel for that interest [26]. In this study, the research
was carried out with people famous in a broad sense (including people who can be included in the
category of celebrities). It should be noted that the authors of the article do not consider the word
celebrity as pejorative. We should not forget that, in English, where the term celebrity acquired its
contemporary meaning, it is identified with someone famous or notable.

The main purpose of the research conducted among both famous people and social media users was:

(i) Determining the meaning of individual components of the capital of consumer-based
personal brand;

(ii) Defining levels of activity of social media users serving to build brand capital of famous people;
(iii) Determining the impact of online activity of social media users on the brand capital of

famous people.

The main hypothesis adopted claims that the online activity of social media users has a significant
(stimulating) impact on the capital of the brand of famous people. This hypothesis, based on previous
findings of Muntinga et al. [27] and Aaker [18–20], was further defined with three partial hypotheses:

(i) H1: consumption, contribution and creation of content related to the famous person by Internet
users in social media has a positive effect on the awareness/association with the brand of this
famous person;

(ii) H2: consumption, contribution and creation of content related to the famous person by Internet
users in social media has a positive effect on the perception of the quality of this person’s
personal brand;

(iii) H3: consumption, contribution and creation of content related to the famous person by Internet
users in social media has a positive effect on loyalty to this famous person’s brand.

In this article, consumption, contribution and content creation on the Internet were treated as
a single latent variable, which is expected to correlate and exert a positive influence on the brand
capital of a famous person. In order to verify the research hypotheses formulated in this way, our own
research study was conducted using the following methods and techniques:

(i) Qualitative research: individual in-depth interviews with people famous in Poland (26 interviews).
These were mainly actors playing in popular TV series broadcast in Poland, presenters of national
TV programmes (presenters of game shows, weather forecasts, news programmes, hosts of
the “breakfast television”), as well as well-known creators and artists (composers, writers,
fashion designers, vocalists). The list of interviewed persons is presented in Table 1.
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Table 1. Famous people with whom individual in-depth interviews were conducted.

No. Last Name First Name Profession

Recognisability
in Poland on a
Scale of 0 to 10

(Self-Assessment)

1 Blach Wojciech Actor 7

2 Derengowska Joanna Actress 3

3 Dereszowska Anna Actress 6

4 Drażba-Kamińska Paulina TV presenter animating a
programme, publisher 3

5 Fijał Ada Actress 5

6 Giza Adam TV presenter 5

7 Górska Magdalena Actress 5

8 Handzlik Iwona Opera singer 4

9 Janczak Paulina Actress 5

10 Kędzior Łukasz Journalist, blogger 2

11 Krzyżanowska Anna Fashion designer and expert 2

12 Lucińska Anna Actress 5

13 Ludwisiak-Wypiór Agnieszka Journalist, TV presenter
animating a programme 5

14 Majewski Marcin Vocalist, composer 5.5

15 Majstrak Joanna Actress 3

16 Michałowska Dorota Blogger, host of a TV
programme No answer

17 Mielnicka Ewa Miss Poland 2014,
businesswoman 2

18 Orleański Paweł Actor, TV presenter animating
a programme, lector 9

19 Popek Anna TV presenter animating a
programme, publisher No answer

20 Rogoziński Alek Writer, author of books 3.5

21 Rutkowiak Katarzyna Blogger (Scandinavian design) 3

22 Sadowska Małgorzata Actress No answer

23 Soporek Anna TV journalist 4

24 Szymkowiak Mateusz TV journalist, reporter,
presenter 6

25 Waligórska-Lisiecka Magdalena Actress 5

26 Załęcka Agata Actress 7

Data source: Collected within this research.

Interviews were conducted with the use of a questionnaire, from 30 March 2019 to 30 December
2019. The interview questionnaire consisted of an introduction, six parts containing substantive
questions and a summary—a total of 45 questions, of which five were of a “warm-up” nature, i.e.,
were short questions based on associations and complements, while another 40 questions were open
and in-depth:

(ii) Quantitative research: carried out on a group of people who regularly use social media. The data
were collected using a standardised questionnaire. The research involved 341 respondents
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residing in the Silesian Voivodeship. As a result of a verification, all incomplete and erroneous
questionnaires, as well as questionnaires completed by respondents who replied that they had
never used social media, were rejected. This resulted in the final number of 324 correctly
completed questionnaires. Women constituted 61.8% of the sample, while men 38.2%. Most of
the respondents (47.6%) were young people aged 19–28 and 29–38 (33.8%). The most numerous
group was respondents with secondary education (64.3%); 32.7% of respondents were people
with tertiary education (Table 2). Surveys were carried out from January to March 2020.

Table 2. Demographic data of the respondents.

Demographic Data Percentage

Gender
Female 61.8
Male 38.2

Age

Up to 18 years old 2.2
From 19 to 28 years old 47.6
From 29 to 38 years old 33.8
From 39 to 48 years old 11.6
From 49 to 58 years old 3.5

Over 58 years old 1.3

Education

Primary 0.3
Lower secondary 1.6
Basic vocational 1.1

Secondary 64.3
Tertiary 32.7

Data source: Collected within this research.

Respondents browsing the content about famous people active in the area of culture most often used
social media such as Facebook (87.4%), Twitter (12.7%) or Instagram (46.9%). Respondents considered
mobile phone (smartphone) as by far the most popular device for viewing content on the
Internet—81.2%.

4. Results

4.1. Qualitative Research Results—Shaping Personal Brand with the Use of Social Media

The first stage of the research included qualitative research carried out with the method
of individual in-depth interviews based on a questionnaire (26 individual in-depth interviews).
The interviewees were people famous in Poland (with relatively high recognition), the vast majority
of whom have artistic/PR agents (13 respondents); four people use the services of acting agencies.
The remaining nine persons did not have—at the time of the research—an agent that could help them
in shaping their personal brand. According to the respondents, the main tasks of an agent, apart from
obtaining orders, providing legal services or negotiating rates, include building the image of a famous
person and caring for personal brand, which very often includes looking after social media activity.
In one of the first questions, the respondents were asked how they would define personal brand.
Personal brand was most often associated by these famous people with image, money, name or capital
for the future. Despite the large variety of responses, the respondents agreed that a professionally and
thoughtfully shaped personal brand builds the image of a given person in the minds of people in such
a person’s environment, including colleagues, as well as potential and current employers or clients.
They also agreed that social media activities have very large impact on personal brand. At the same
time, most respondents said that these activities are not carried out by them personally and are not
part of any precisely outlined strategy or detailed plan prepared in writing. The perception of personal
brand by the surveyed famous people is presented graphically in Figure 1.
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Figure 1. Personal brand in the opinion of respondents—word cloud. (Source: own study based on
research using WordCloud software, https://monkeylearn.com/word-cloud/).

When building a personal brand, it should be remembered that each person has their own functional
elements—mainly demographic, but also related to skills, experience, qualifications, and declared
attitudes. The research shows that personal brand consists of such factors as appearance (e.g., hairstyle),
silhouette, dress or condition of outfit, external traits of character, body language (way of being,
gestures), the experience or qualifications of a famous person, represented attitude, self-confidence,
self-respect, and the ability to gain trust. According to the respondents, the style of communication,
the way of speaking, the way of writing (including the way of writing posts on social media), the ability
to listen, and the way of presenting oneself are also very important. In the opinion of a significant
proportion of respondents, personal brand will not be complete without effort being made to analyse
and combine all these aspects. In other words, the elements listed by the interviewees should be linked
to one another and need to cooperate in symbiosis. If only some of them are developed but others are
neglected, the personal brand will be incomplete and inconsistent.

When starting to create a personal brand, one should begin with a sober assessment of the potential
of a specific person. If the potential is insufficient, the expenditure on an artificially created brand may
exceed the profits obtained in this respect. Research conducted among people famous in Poland shows
that in the sphere of culture—due to the different potential of particular persons—different categories
of brands are built. However, they most often fall into one of five models known from the source
literature (Table 3).

According to the respondents, two issues are becoming more and more important when creating
a personal brand (regardless of the model chosen). The first is striving to stand out from other people
through qualifications, characteristics, appearance, and hobbies or items used. At the same time,
the uniqueness of such features, as well as rethinking the possibilities and developing a strategy for
their long-term use, is very important. Secondly, in the opinion of the respondents, it is important to
build the personal brand through behaviour, way of speaking, and mastering verbal and non-verbal
communication, as well as through the level of education. In this case, however, the respondents
pointed out the threat of stereotyping. Therefore, building a personal brand, just as in the case of
shaping a product brand, cannot be a collection of random activities. Actions taken should be all
part of a precisely planned process based on the idea of one’s own career path, which is implemented
consistently, although with some possible flexibility.

The respondents were also asked to indicate social media which they use and find of great
importance in the process of shaping a personal brand. The results are shown in Figure 2.

https://monkeylearn.com/word-cloud/
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Table 3. Selected personal brand models.

Selected Personal Brand Model Characteristics

Celebrity

This model is very often used by people striving for a certain social
status (or already possessing it in some way); it may not always refer
to the professional field. Messages addressed to the public are based
on the presentation of symbols of economic capital (expensive items,

photos from exotic holidays, luxury cars, yachts, etc.) and the
presentation of self-attractiveness

Expert

One of the most-explored models in the professional field.
Professional qualifications and skills are confirmed by the promotion
of content related to obtained certificates, diplomas, successful projects

and materials with a high substantive level that the recipient may
find valuable.

Energetic entrepreneur

This model is used both in the professional and social field. Energetic
entrepreneurs often present themselves as experts—but it is not the

most important in this strategy of building personal brand. The most
visible quality is the Expert’s effectiveness. The overall success in

business is confirmed by the lifestyle led by the entrepreneur, which
the recipients can only dream of.

Inspirer

The model very often used at the interface of professional and social
fields. It usually happens that the Inspirer is an expert in some field,

but it is not always the case. Most often, Inspirers present themselves
as influential successful persons who can show their recipients the
right path. Very often, however, they do not provide evidence to

support their skills, qualifications and achievements.

Nomad

This model is used both in the professional and social field. Along
with the increasing opportunities and popularity in the field of work,

more and more people run their companies as #travelingCEOs or
work in the form of #workation. Therefore, in the communication of
such personal brands, travel pictures with a computer or book are the

most obvious content.

Source: Own study based on [28].Sustainability 2020, 12, x FOR PEER REVIEW 2 of 17 
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Figure 2. Social media used by the surveyed famous people in the process of shaping personal brand
(in numbers). Data source: Collected within this research.

Only one respondent among the 26 interviewees does not use social media. Other respondents
show relatively high activity in this area, as evidenced by the fact that the majority of them use at least
two different forms of social media. The respondents most often use Instagram (23 persons). In the
opinion of a significant proportion of respondents, Instagram is the most popular and well-developed
media platform on the Internet and—in the cultural sector—it has overtaken the popular Facebook.
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According to the respondents, Facebook is a platform where text prevails over photos, unlike Instagram,
where mainly photos are posted. Instagram also has a larger range, is faster, allows easier access to
photos and video, and is more colourful, dynamic and interactive. Respondents also found that Twitter,
as a tool for shaping personal brand, is better for journalists or people dealing with politics. In the
opinion of famous people, the goal of running social media is to get better job offers, greater prestige,
and expand the sphere of influence. Respondents stated that—thanks to social media—on the one
hand they learn about what is happening in their industry, and on the other, they have a chance to tell
others what they are doing, and what moment of their professional life they are at.

4.2. Quantitative Research Results—the Impact of Online Activity of Social Media Users on the Brand Capital
of a Famous Person

To describe the activity of respondents on social media, they were asked to express their view on
15 statements using a seven-point bipolar Likert scale, ranging from “very rarely” to “very common”.
These statements were prepared on the basis of the results of 26 individual in-depth interviews
conducted with persons famous in Poland. The components and their individual compounds, used to
measure the online activity of Internet users on social media, are presented in Table 4.

Table 4. Components for measuring online activity on social media.

Pos. Component A Consumption
of Content on the Internet

Component B Contribution
of Content on the Internet

Component C Creation of
Content on the Internet

1
I browse the website(s) about

the famous person I have
indicated (A1)

I post comments on the social
media profile of the famous
person I have indicated (B1)

I write reviews of events
regarding the famous person I

have indicated (C1)

2
I visit social media profiles of a
famous person (e.g., Facebook

fanpage) (A2)

I give “likes” to posts of this
famous person posted on the

fanpage (B2)

I publish photos from events
with the participation of this

famous person (C2)

3
I read posts published by this
famous person on social media

sites (A3)

I give “likes” to photos, videos
and other graphic content of
this famous person posted on

the fanpage (B3)

I share posts about this famous
person (C3)

4

I read other people’s
comments on this famous

person posted on social media
platforms (A4)

I give “likes” to pages (of the
fanpage) related to this

famous person (B4)

I share videos with the
participation (or related to)

this famous person (C4)

5
I watch photos, videos and

other graphic content related
to this famous person (A5)

I am sharing with other
Internet users posts related to

this famous person (B5)

I post content related to this
famous person (C5)

Data source: Collected within this research.

The statements used to measure the awareness/associations with the famous person’s brand,
as well as the perception of the brand’s quality and loyalty regarding the specific famous person
(a total of nine statements) were developed on the basis of the source literature and, based on in-depth
individual interviews with 26 persons famous in Poland, further adapted to the seven-point bipolar
Likert scale (extending from the answer “definitely disagree” to “definitely agree”). Famous person
brand awareness and its perceived quality was measured by six statements based on the assumptions
of B. Yoo, et al. [21,22] and A.F. Villarejo-Ramos and M.J. Sánchez-Franco [29]. To measure the
loyalty to a famous person, three statements were proposed, formulated with use of the concept by
G. Walsh et al. [30] (Table 5).
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Table 5. Components of the system used to measure the famous person’s brand awareness, and the
perception of its quality and loyalty to the famous person.

Pos. Component D: Famous
Person Brand Awareness

Component E: Perceived
Quality of the Famous

Person’s Brand

Component F: Loyalty to the
Famous Person’s Brand

1

I can easily recognise the
famous person I have

indicated among other people
operating in the same or

similar industry (D1)

The activity (work performed)
in which the person I have

indicated is involved is of high
quality (E1)

I regularly monitor the
professional and

non-professional activity of
the famous person I have

indicated (F1)

2
I have good memories related
to the famous person I have

indicated (D2)

The work performed by the
famous person I have indicted

is of better quality than the
work of other people

operating in the same or
similar industry (E2)

I would recommend an event
with the famous person I have

indicated to my friends (F2)

3
It is well known what

distinguishes the famous
person I have indicated (D3)

It would be very difficult to
replace the famous person I
have indicated by another

person who conducts similar
activities (E3)

I choose events with the
famous person I have

indicated in the first place (F3)

Data source: collected within this research.

A combination of exploratory and confirmatory statistics was used in the analyses. First, an analysis
of the reliability of the three components used to measure the online activity of the surveyed social
media users was conducted [31]. This was carried out using the SPSS software and the “Reliability
analysis” module. Cronbach’s alpha internal consistency model based on the average correlation
between scale items [32] was chosen as the analytical model—in the analysed case, it reflected 0.945.
The results of the assessment of the reliability of the measurement tool for all 15 questions, therefore,
indicate that it is highly reliable for all three components: “Consumption” (Cronbach’s alpha coefficient
of 0.883), “Contribution” (0.922) and “Creation” (0.901).

Then, exploratory factor analysis was conducted with the principal components’ method and
Promax orthogonal rotation, using SPSS software [33]. The Kaiser–Meyer–Olkin (KMO) coefficient
of sampling adequacy was 0.935. The possibility of using factor analysis was also confirmed by
the p-value, which was below 0.001. The obtained results proved their adequate adjustment to the
data—none of the scale items used were eliminated from the analysis. Taking into account the degree
of explanation of the variability of the input set of variables, it was possible to detect two factors,
explaining over 69% of the information for the full set of 15 observable variables (Table 6).
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Table 6. Factor load matrix (online activity in social media)—full model.

Structure Matrix

Statement Compound

No. Content 1 2

(A3) [I read posts published by this famous person on
social media sites] 0.883 0.582

(B3)
[I give “likes” to photos, videos and other

graphic content of this famous person posted on
the fanpage]

0.871 0.671

(A4) [I give “likes” to posts of this famous person
posted on the fanpage] 0.867 0.663

(B4) [I give “likes” to pages (of the fanpage) related to
this famous person (B4)] 0.862 0.671

(A2) [I visit social media profiles of a famous person
(e.g., Facebook fanpage)] 0.837 0.517

(A5) [I watch photos, videos and other graphic
content related to this famous person] 0.824

(B2) [I read other people’s comments on this famous
person posted on social media platforms] 0.821 0.533

(A1) [I browse the website(s) about the famous person
I have indicated] 0.658

(C4) [I share videos with the participation of (or
related to) this famous person] 0.603 0.892

(C3) [I share posts about this famous person] 0.638 0.889

(C5) [I post content related to this famous person] 0.858

(C2) [I publish photos from events with the
participation of this famous person] 0.527 0.791

(B5) [I share with other Internet users posts related to
this famous person] 0.709 0.779

(C1) [I write reviews of events regarding the famous
person I have indicated] 0.753

(B1) [I post comments on the social media profile of
the famous person I have indicated] 0.562 0.751

Data source: collected within this research.

Using Promax oblique rotation ensuring the relationship between factors, it was shown that this
relationship reflects 0.659, which means a moderately strong positive relationship.

Afterwards, an analysis of the reliability of the components used to measure personal brand
capital components was conducted. The software used and all assumptions are analogous to the three
components discussed earlier to measure the online activity of social media users. The obtained results
proved their adjustment to the data—none of the scale items used were eliminated from the analysis.
Taking into account the degree of explanation of the variability in the input set of variables, it was
possible to detect three factors explaining over 76% of the information for the full set of nine observable
variables (Table 7).
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Table 7. Factor load matrix—full model.

Structure Matrix

Statement Compound

No. Content 1 2 3

(D2) [I have good memories related to the famous person I
have indicated] 0.935 0.425 −0.008

(D1) I can easily recognise the famous person I have indicated among
other people operating in the same or similar industry 0.921 0.474 −0.022

(D3) It is well known what distinguishes the famous person I
have indicated 0.905 0.321 −0.006

(E2)
The work performed by the famous person I have indicted is of

better quality than the work of other people operating in the same
or similar industry

0.428 0.887 0.046

(E3) It would be very difficult to replace the famous person I have
indicated by another person who conducts similar activities 0.251 0.861 0.027

(E1) The activity (work performed) in which the person I have
indicated is involved is of high quality 0.626 0.782 0.041

(F3) I choose events with the famous person I have indicated in the
first place −0.034 0.055 0.856

(F2) I would recommend an event with the famous person I have
indicated to my friends −0.036 −0.057 0.843

(F1) I regularly monitor the professional and non-professional activity
of the famous person I have indicated 0.048 0.091 0.791

Data source: Collected within this research.

The results of the analysis show that it was possible to generate three factors uniquely corresponding
to the components of the system used to measure the brand awareness of the famous person, its perceived
quality and loyalty to the famous person. Factor loads have high values, showing a very strong
correlation between observable input variables and hidden factors. A moderately strong correlation was
observed between factor 1 (famous person brand awareness) and factor 2 (perception of the personal
brand quality), while the dependency between other pairs of factors are very weak, which suggests
their independence.

In order to test the research hypotheses, all latent variables were put into the structural equation
model (SEM). The SEM analysis was based on a factor model estimated using principal compounds
in correspondence to the results obtained, which did not assume the elimination of any variable.
The components used to measure the activity of respondents in social media were analysed as a
second-order factor consisting of first-order latent variables (consumption, contribution and creation).
In turn, the system used to measure the capital of the famous person’s brand consisted of three latent
variables (famous person brand awareness, perceived quality of the famous person’s brand, and loyalty
to the famous person). The results are presented in Table 8.
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Table 8. Regression coefficients in the SEM model.

Relation Regression
Coefficient

Standardised
Regression
Coefficient

Standard
Error

Wald
Statistics p-Value

Awareness/associations
with the famous
person’s brand

<—

Consumption,
contribution,

creation of content
on the Internet

0.406 0.224 0.062 6.362 <0.001 *

Perceived quality of the
famous person’s brand <—

Consumption,
contribution,

creation of content
on the Internet

0.331 0.257 0.051 6.374 <0.001 *

Loyalty to the
famous person <—

Consumption,
contribution,

creation of content
on the Internet

0.062 0.041 0.053 1.313 0.195

* Statistically significant relations; Data source: collected by this research.

The results in Table 8 clearly show that we can observe a positive effect of all three components
used to measure the activity of Internet users in social media on the components of the system used to
measure the brand capital of famous people, however, statistical significance (*) was confirmed only
for the relationship between the component such as “awareness/associations with the famous person’s
brand” and the component “perception of the quality of the famous person’s brand”. The relationships
are positive, which means that these components stimulate individual compounds of the personal
brand capital. Therefore, along with the increase in online activity in social media, the level of awareness
and perception of the quality of the famous person’s brand increases. The strength of the impact is
measured by a standardised regression coefficient—the impact is weak but comparable. However,
the impact on relationship with loyalty to the famous person is negligible, which is associated with
the lack of significance for this relationship. When summarising the final results of the analysis and
referring them to the partial research hypotheses, it was found that:

(i) H1: consumption, contribution and creation of content related to the famous person by Internet
users on social media has a positive effect on the awareness/association with the brand of this
famous person was confirmed;

(ii) H2: consumption, contribution and creation of content related to the famous person by Internet
users on social media has a positive effect on the perception of the quality of this person’s personal
brand was confirmed;

(iii) H3: consumption, contribution and creation of content related to the famous person by Internet
users in social media has a positive effect on loyalty to the brand of this famous person was
not confirmed.

Considering the fact that two out of three partial hypotheses have been confirmed, it should be
assumed that the online activity of social media users has a significant impact on the brand capital of
famous people, in particular on its components such as the famous people brand awareness and the
perception of the personal brand quality.

5. Discussion

At the beginning of the third decade of the 21st century, there is no doubt that a well-prepared
campaign designed to build a strong, respected and widely recognised personal brand should include
social media activities [34,35]. What really differentiates social media from most other promotional
instruments used to shape the brand of famous people is primarily the feedback [36]. The message
broadcast through them goes from the sender to the recipient, after which the recipient has the
opportunity to answer the sender in real time [37]. Moreover, Internet users themselves are very
often active creators of messages about famous people (whose professional and private life they are
interested in) published on social media sites (both on their own profiles or pages and the profiles or
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pages of others) [38]. Research conducted among famous people shows that the behaviour of Internet
users in social media affecting the capital of their personal brand can occur at three different levels.

Level one (the lowest) is characterised by the fact that it only requires passive reception of content
related to a specific famous person from social media users (e.g., viewing photos, short videos with
the participation of a famous person, viewing ratings and comments about that person, reading
discussions taking place on the social media sites regarding the activities of the given celebrity or
events carried out.) These materials are placed by the agents of these people or by the celebrities
themselves (according to the statements of the interviewed famous people, in Poland, the latter
situation is definitely more common). The activity of social media users at the second (intermediate)
level contributes to creating additional content related to the famous person, including participating in
discussions about this person on pages gathering fans, writing comments about specific celebrities or
adding content related to them (e.g., photos, videos, graphic content) on blogs and pages gathering
fans (fanpages). Level three (the highest) is associated with high activity and creativity of social media
users. This activity is expressed by the creation of and publication on the web of content related to a
specific famous person that will later be consumed or disseminated by others (e.g., creating and posting
photos, graphic content, short videos or audio files related to a specific famous person, and publishing
reviews of professional and non-professional activities of such persons).

The division of the activity of social media users having an impact on the brand capital of
famous people—outlined as a result of individual in-depth interviews—is consistent with the
concept proposed by Muntinga, who divided the activity of Internet users on social media into
three categories: consumption, contribution and creation [27]. According to him, increasing the capital
of a consumer-based brand (including the personal one) with the use of social media will only be
effective if it is implemented on a regular and systemic basis, as well as in a way that involves Internet
users at all three levels. To this end, it is very important to replace accidental and one-off initiatives
with cyclical and repetitive actions. Malinowska-Parzydło [39] draws attention to personal public
relations, which should be focused on planning, implementing and controlling one’s own marketing
communication in social media. However, to be able to discuss this, it is necessary to specify the target
group of messages as well as instruments and media used to reach these people. Of course, it is very
important to think about the content of the messages. In the opinion of a significant portion of the
surveyed famous people, creating a true, lively personal brand is always linked to partially revealing
their private live. It should be remembered that relationships in the family, the number of wives
(husbands), behaviour of children and even pets can have both positive and negative influence on a
personal brand. However, for a large proportion of recipients, hiding one’s private life makes the image
of a given person flat, pale and boring. Therefore, the appearance of a famous person on the pages of
tabloid, their presence in breakfast TV programmes or in social media is very important. The results of
the quantitative research carried out for the purposes of this article also prove this rule. It turns out
that consuming, contributing and creating content related to a famous person by social media users
stimulates the capital of such famous person’s brand. Surprisingly and contrary to assumptions, no
particular impact of online activity on loyalty to a famous person was noted. It is therefore worth
considering what could actually translate into such an impact. It can be concluded from research
conducted in the United Kingdom that Internet users who follow the profile of a selected person
on social media do it primarily from a desire to provide promotional support to this person (47%),
impress their friends (38%) or obtain information (announcements) about upcoming events with the
participation of the famous person (35%). Only every fifth respondent who declares that they follow the
profile of a famous person in social media would consider participating in an event with the presence
of this famous person [40]. This means that the profiles of famous people available in social media are
attractive on their own for the users of these media, which makes these users eagerly consume content
about celebrities, and often even share their opinions about them (contribution). It should be noted,
however, that this type of online activity is usually not associated with a large intellectual effort from
the Internet user, therefore it can be observed most often. The third, highest level of activity requires
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social media users to be much more involved, not limited to just consuming or sharing content. It often
requires practical skills (e.g., preparation of a short video or graphic content), which is why this type of
online activity occurs much less frequently than activity at the first (consumption of content) or the
second (contribution) levels. The consumption and contribution of content undoubtedly has a great
impact on the awareness of the functioning of a famous person in the particular industry, and even a
positive perception of the quality of such a person’s offer (personal brand). In the process of building
loyalty to a famous person, however, the most important factor is the creation of content, which is less
frequent online activity. Therefore, this is probably one of the reasons why there was no statistically
significant relationship for the impact of online activity of social media users on loyalty to a famous
person. Similar conclusions were drawn from research conducted in 2018 on a group of 1021 users of
social media [41]. The conducted research thus shows that personal brand management in social media
is not limited to transmission of the image of the famous person, but also involves building the brand’s
capital based on the online activity of its recipients. Therefore, it involves not only describing the
events, but also their creation; it is not limited to shaping the opinions of social media users, but also
enables feedback provided by the Internet user to the famous person.

6. Conclusions

People famous in Poland who reach for social media in the process of building the capital of
their personal brand should remember that these media are governed by different laws than typical
marketing communication tools. Particular attention should be paid to openness, transparency,
informality and equality of users. An important implication of these features is readiness for an honest
dialogue with users. However, it is not enough to focus the attention of others on yourself, you also
need to maintain it, which is much more difficult. Therefore, to maintain the dynamics of this image,
you need to create interesting events. It should be remembered that situations appearing in the lives of
famous people in an uncontrolled manner also require adequate exposure because these types of events
are particularly attractive to a large number of Internet users. Famous people must also be aware of the
fact that interactions with social media users can be both positive and negative, which translates into
the capital of their personal brand in both positive and negative ways [42,43]. Famous people building
their personal brand using social media may have to face troublesome interactions, criticising their
activities, presented photos, videos, initiatives or topics. The manifestation of criticism (both more and
less justified) in the case of famous persons is inevitable, therefore it is necessary for such persons to
determine—in consultation with their agents—the appropriate guidelines for dealing with such cases.
Of course, disabling comments is always an option, but it closes a priceless feedback channel, thanks to
which famous people can not only improve their activities and adjust them better to the needs of their
recipients, but also build personal brand capital based on the activity of social media users [44–46].

The obtained results may be of use in the development of the strategy for building a personal
brand using social media to be used by famous people operating in a cultural and artistic environment.
Based on the conducted research, it is possible to indicate future research directions regarding the
factors influencing the involvement of Internet users in the process of building celebrities’ brand capital.
In the future, in-depth qualitative and quantitative research is planned on a much larger sample of
celebrities and online consumers of famous people’s services in countries of Central Europe.
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32. Timm, N.H. Applied Multivariate Analysis; Springer: Berlin/Heidelberg, Germany, 2002.
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Poland, 2015.
40. Social Media Audiences and the Museum. Available online: https://www.museumnext.com/2010/07/

museums-can-use-social-media (accessed on 10 May 2020).
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Mark. I Rynek 2017, 24, 20–26.
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