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Introduction  

 

The music market is a booming sector and 2019 was the fourth consecutive year of growth for 

the global recording market, which marks an increase of 9.7% in 2018 (IFPI data). In order to attack 

a market of this size and highly competitive, it is essential to develop a marketing strategy and for 

this I consider of primary importance the application of the process of Personal Branding, since it 

concurs as a factor of differentiation.  

Whereas Marketing feeds on affinities with human emotions, Personal Branding in todayôs 

society is a necessary process because it is not limited to the acquisition of a representative name and 

logo, but its purpose is to communicate clearly to the public what are the factors that make an artist 

such, what are the values that you want to transmit, the image and the message that you want to 

spread, creating a visible identity. Itôs a way to make you understand the uniqueness and the 

difference. Being known and being able to obtain a Personal Brand means starting a relationship of 

trust, with which you must be able to cultivate, increase and maintain the clientele, examining its 

needs and satisfying them.  

Marketing is such an important tool that, today having talent is a necessary condition, but not 

enough. The idea that it is enough to create beautiful music is unfortunately not realistic. 

Starting from the general principles that govern Marketing, I will analyze the concept of 

Personal Branding applying it specifically to the musical context Techno, first examining its 

managerial relevance, then the context of the reference market, the reasons for leaderôs success, the 

values they express to the market and the ways through which they managed to reach the top of the 

charts. 

 I noted a need to strengthen the topic related to Personal Branding applied to the musical and 

artistic context. I have supposed that this scarcity of content could be caused by the fact that the artist 

being a "freedom lover" tied to the ideal of its art, often does not accept to follow a systematized 

structure as can be that of Marketing, from which he can feel constrained, caged and limited in its 

creativity and for this reason, perhaps, think about the structuring of a Personal Branding could be 

experienced as a minimization of its work and art. On the contrary. However, I believe that a liquid 

without a container risks becoming nothing, without form, therefore I consider it is necessary and 

important to succeed in bringing together two subjects as different as the Marketing and the art of 

Techno, characterized by only sounds and whose communicability is complicated by the absence of 

a text. The art and the artist can find in the Personal Branding a container and "definitor" of form, but 

above all a necessary contact with the market, a way to realize and give life to a value and a product 

usable and recognizable, economically and socially. 
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Peggy Gou, 29-year-old Korean DJ/producer, who entered the Techno music market in 2014 

and over the past two years has achieved global popularity and audience, has managed to expand its 

business reach not only in the Music field, but also in other areas such as Fashion. The phenomenon 

is so striking that it deserves a careful and in-depth analysis to try to understand what was the strategy 

of Brand that has allowed it to achieve this huge success in so few years. Through the study of her 

case, I tried to understand if the creation of an "Affinity" on the basis of the charisma, was only the 

result of a lucky, but unlikely chance, or is due to a wise work of Marketing. 

After identifying the values that bind Peggy Gou to the market, taking advantage of the 

advantages of second comer, my aim is to identify whether there are market spaces, based on the 

Relevant but Different and Salient principles, with which to establish a Brand and an Affinity with 

the market.  

In order, to supplement the information on the topic of the thesis I conducted three interviews 

aimed at leading figures and central to the entrepreneurial mechanism: a recognized expert of 

Marketing Martin Goldfarb, the CEO of RadioMediaset Paolo Salvaderi and the Talent Scout Rudy 

Zerbi. The aim is to obtain their interpretation of the phenomenon of Personal Branding and the 

process necessary to achieve success. 

Based on the results I was interested in thinking and understanding the possibility of a way to 

enter the market of Techno music through the structuring of a process of Personal Branding, in an 

attempt to create my brand as a DJ/Producer. My hope was to identify the focal and apical reasons in 

the strategy of Brand of a very successful DJ, as Peggy Gou, imagine being able to add value and go 

to fill that gap of potential left empty or unexplored by her. 
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1. From Techno Music to Personal Branding  

 

1.1 Techno Music 

 
«Today a new music is born, that the old instruments did not allow to 

express nor to understand, produced elsewhere and in another way. But it is not the 

music, not the world that has become incomprehensible. It is the concept of 

understanding that has changed, the place of perception of things that is baffled».  

Jacques Attali, Rumori  

 

1.1.1 What is Techno  

 
Techno is a term born and suspended out of time. Its value, beyond the apparent meaning, marks 

a temporal and cultural passage. Trying to give a definition to this term we approach its primary 

meaning: it defines a musical genre that with its birth marked the evolution of modern popular music 

in a controversial way. In the collective imaginary techno is a clear electronic matrix music from hard 

and repetitive sounds and European origin. But all these popular beliefs are false, the only real 

definition is the first.  

Techno music has unsuspected roots that make it one of the musical mysteries of the last 

century1. Born in Motown, Detroit, to black artists for the purpose of social revenge. What has 

emerged is a tentacular monster escaped from its creators that has spread in a very short time all over 

the world contaminating styles and creating others. In every nation it has adapted to the culture of the 

place.  

Techno has become the ideal term with which to define and represent the ever-growing 

relationship between technology and music, a relationship that given its continuous changeability, 

can create infinite combinations and results.  The perfect and direct agreement between elements of 

the black musical tradition combined with those of western electronics. At the height of the dance 

music crisis and thanks to the increasing use of electronic instruments, a handful of African American 

producers managed to reset the existing musical language, rewriting it. Not only dance music has 

been transformed, but all modern popular music has been influenced, especially in compositional 

methodology. More than thirty years after its creation, Techno is still a mysterious object, but with 

incalculable musical possibilities. An unexplored world at the base of which there are men, machines 

and their relationship in continuous evolution. A world that must be explored to better understand the 

 
1 Roots of techno music: from black artists of Motown, Detroit, to struggle the social revenge. 
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direction of music in this new millennium, and consequently the direction of men. and you can look 

at it2 

 

Techno has become the perfect means of representing, at a time when technologies were 

changing the world, the historical and social changes taking place towards the end of the last century, 

a key word that gave a clear sense of impetus to the future, a conceptual platform driven by an 

approach as pure as visceral. 

Techno has started a process of contamination of genres, first by clearing the hybridization of 

mankind with machinery, in a second phase delegitimating the geographical origin as an indicator of 

purity of a musical genre, Being a music daughter of the diaspora from Africa to the Americas, it 

continues in Europe and from there reaching and going into every fissure of the globe and beyond to 

the "search for new forms of life and civilization, up to where no one had ever gone before". 

 

«Techno more than House, so it was the only variant gone crazy in the chaos 

of the late eighties, a genre by its nature changeable and fascinating that from the 

beginning had debunked to become central elements that in the past were considered 

secondary, such as the rhythm, or even being part of the avant-garde world, like 

noise».3 

 

According to Derrick May4, Techno is a layered music, whose planes intersect the formal and 

the substantive levels, operating on the soul breath and on the cerebral and machinic thrust. The 

techno sound seems to embody the spirit of the late twentieth century, when the criteria for defining 

and packaging styles escape, to the point that this music has understood everything and its opposite, 

succeeding, strategically, circumvent market controls to simplify a product for subsequent sale. 

Techno is the crazy variant.  

  

 
2 A. BENEDETTI, Mondo Techno, Stampa alternativa, Viterbo 2020. 
3 A. BENEDETTI, Op. cit. 
4 Derrick May, a character who will be presented later, was one of the pioneers of Techno during his historical journey in 

Detroit. 
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1.1.2 History  

 

Detroit 

 

Everything is born far away from where you imagine, in the American city of motors, Detroit. 

By 1903 Ford had marked the history of this metropolis from both a social and economic point of 

view. In this city the cohabitation between whites and blacks had never been the best, for working 

and housing inequalities. The decentralization of some companies in the sector for economic reasons 

and the famous riots of 1967, transformed Detroit into a post-industrial city. All this contributed to a 

degradation of social life, becoming one of the most dangerous cities in the United States.  

To scratch this strong industrial identification, contributed a very active music scene, which 

had its maximum expression in the Motor City5. 

The term Techno applied to music had already been used by the press to define the British new 

wave electronic. However, it is only towards the end of the 1980s that the term Techno begins to 

spread significantly in Europe. To complete the scene of this new term contributed the addition to the 

compilation of a song by Juan Atkins called "Techno Music".  

 

«Derrick introduced us to Kevin Saunderson and we soon realized that there 

was a unitary sound that connected these records. [...] I met Derrick, Kevin and Juan 

Atkins, trying to think of a name. At that time everything was house, house, house. 

We then thought of Motor City house music, but Derrick, Kevin and Juan began to 

use the term "Techno". They had it in mind, it was part of their language»6.  

Neil Rushton7 

 

Techno was beginning to set itself up as the perfect means to represent, at the moment that 

technologies were beginning to change the world, a keyword that gave a clear sense of momentum 

towards the future; unlike the House music, which was immediately configured as a party music, a 

direct evolution of the disco music. 

The strategies of assimilation have been complexed by virtue of the versatility of the genre born 

in Detroit. So, when the industry tried to make techno a product, it necessarily had to give a partial 

and simplified view of it. 

 
5 Detroit, called Motor City due to the to the large settlement of Ford industries. 
6 JON SAVAGE, Machine Soul per The Village Voice Summer (1993). 
7 NEIL RUSHTON, an English DJ who loves Northen soul and therefore a deep connoisseur of American soul and Detroit 

in particular. 
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Juan Atkins was one of the first exponents of techno music in Detroit. He was inspired by a 

type of music in balance between the future and the present, between different and opposed cultures, 

simple and complex at the same time, but with clear messages, the music of Kraftwerk8, a band with 

clean and rigidly funk sound. Atkins during a period of dedication to his music meets Richard 

Davies9, and together they developed a personal world, of sound and theory, giving life to their group 

ñCybotronò. The sound was an original mix of rare effectiveness and allowed them to overcome, 

with their first releases, the city limits. Signed to Fantasy Records, the duo released the reissue of 

their single Cosmic Cars in 1982, and Clear, a track that will make them famous. Although it cannot 

be defined techno in the purest sense of the term, but undoubtedly this piece is its foundation.  

Despite Atkins' decision to leave the group, due to Davies' increasingly radical ideas, 

Cybotronôs was a key experience for the entire city of Detroit, which was generating a slow shift 

towards something original and different. 

Thanks to the increasing use of microchips in the early eighties a new range of fully electronic 

musical instruments was created, both for the melodic part, as synthesizers and samplers, both for the 

rhythmic one, as the electronic drums, introducing new sounds or noises, helping to create new 

compositional methodologies and therefore new styles. There was only a need to update the musical 

language. Hip hop, electro, new wave and Italo-disco were the answers, and represented the most 

influential genres for the creation of techno producersô sound.  

Another characteristic element of this period was the album made in 81' by the band A Number 

of Names, which call "Sharevari", which, with its pressing beat in four, had become an anthem of the 

pre-scene techno of Detroit. It was a necessary stage for the development of the music scene 

exponentially.  

Another key DJ who helped to perfect this incomplete situation was Derrick May, who came 

into contact with Atkins, whom introduced him to electronic music. This collaboration was 

complemented by Kevin Saunderson, DJ from New York, and Eddie Fowlkes, DJ from Detroit. This 

new combination of musical experts led Atkins to find his own label, Metroplex. Saunderson quickly, 

despite his lack of charisma, managed to become more famous than his two colleagues May and 

Atkins worldwide, thanks to the songs Rock To The Beat, Good Life and Truth Of Self Evidence, 

which is characterized by a vocal sample of a speech by Martin Luther King. 

 

 
8 Dusseldorf Group founded by RALF HÜTTER and FLORIAN SCHNEIDER. Their musical experience was a great successful 

attempt to bring together experimentation and pop. 
9 Atkins finds in Davies a person prepared both musically and technically, having at his disposal several electronic 

instruments, such as synths and various sequencers. 
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Many DJs listened to Detroit productions and were impressed. Neil Rushton, DJ of 

Birmingham, realized that the Motor City scene could be more original than that of Chicago, the 

birthplace of  

House music, because of a more radical musical discourse and based on deeper social and 

philosophical theories. Together with May, he created the compilation ñTechno! The New Dance 

Sound Of Detroitò, creating a bridge between England and Detroit. Another element that contributed 

to the spread of this genre worldwide was Saundersonôs group, Inner City, confirming the 

communicative power of Detroitôs Techno.  

Techno thus began to assert itself throughout Europe, fascinating and disorienting, with its 

eclectic sound difficult to categorize. Its propagation was also helped by the success of House music, 

which defined a clear separation between these two genres. It was evident how the Detroit producers 

interpreted Western costumes with originality, integrating them with their sense of rhythm. Techno 

thus quickly became a universal genre of reference and almost all major dance producers reinterpreted 

the guidelines, creating techno productions of European matrix. At the beginning of the 90' the need 

arose to adopt new distribution and promotional formulas: the record market suffered a peak 

production and techno represented its backbone.  

The Detroit scene, aware of its potential, gave an input to new emerging artists who still 

represent the pillars of this genre. Richie Hawtin is one of them, who, totally devoted to music, 

immediately created a space in what was now the wide Techno panorama. At the same time, he was 

able to confirm another artist, Jeff Mills, characterized by a rhythmic sound, lacking text, mixed with 

a very fast technique, succeeding in amalgamating what had previously remained separate. 

 

«Anyone who says Jeff wasnôt influential is lying. Jeff transferred the attitude 

of hip hop to dance music, and as far as I know, no one had ever done it before».10 

 

Mills along with Mike Banks decided to set up their own label, home to their music and ideas: 

Underground Resistance11. They became the champions of the underground, intended as an ideal 

territory for the pure fight against the massified sound that flooded the radios, because of their 

prediction of the future of Techno. They assumed a clear and clear strategy, representing the first real 

political group in Detroit able to express together the anger of a degraded city and the desire for 

spirituality typical of the African American community. It was the beginning of the success and in 

 
10 CLAUDE YOUNG, famous techno producer of the 1990s. Da DAN SICKO, Techno Rebels, p. 151. 
11 UR. 
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1991 the UR began a European tour. They decided to create a project that increasingly demonstrated 

the universality of their message and their gratitude to Europe: World Power Alliance.  

The only reality to stand up to the UR in those years was the Plus 8 of Hawtin, which had a 

great success in Europe. A Dutch DJ, Jochem Paap, aka Speedy J, joined Hawtinôs label and released 

one of the best-selling records in history, Pullover.  

The entire Detroit scene was in turmoil and, due to an impressive amount of new material, there 

was a need to give a productive and distributive reference to the city. The solution was found by 

Banks who decided to realize the production processes for the other labels of Techno city12, through 

the foundation of the Submerge, a structure that allowed the artist to worry only about his own music. 

In doing so, Banks indirectly stated his willingness to control his product. He then decided to act as 

a musical virus in peopleôs minds, trying with the sounds to change the status quo and letting his 

music communicate. Thanks to Banks, new labels and artists contributed to the new powerful wave 

of techno music on Europe. 

Technoôs innovative strength was so significant that it was able to deeply affect compositional 

methodologies, opening the way to the possibility of changing the music, but respecting it and loving 

it at the same time. Techno music was the right thing at the right time, generating an immediate 

success without the need for promotion; it revolutionized what was the concept of music, representing 

the realization of the utopian hypothesis of a pure and linear man-progress relationship. An ambitious 

project born from a city, but reached all over the world, including Italy. 

 

Italy 

 

«I think Italy is one of the missing links of dance music. Always denied by the 

crowd, but so powerful that there was none for anyone. [...] Italians were inspired by 

Americans and Americans were inspired by Italians».13 

 

This despite the electronic music has always represented for Italy of the twentieth century a 

cultural pass often insurmountable and bound to avant-garde ghettos. In essence, the conservative 

Italian music scene appears refractory to electronics, rejected a priori by rock lovers who see it as 

cold and do not define it as "real" music. Mental closure still presents in the DNA of most Italians. 

Only from the end of the seventies, thanks to the unexpected and fruitful success of some Italian 

dance producers, began an incessant productive work in the field of Italian dance music. 

 
12 Detroit. 
13 Interview to FERENC E. VAN DER SLUIJS as known as I-F, February 2001. 
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Some Italian productions have also managed to influence many house and techno producers of 

the first generation14.  

One of the most original phenomena of the Italian dance scene was the Afro. It is a movement 

born before the Italo disco, which mixing the African American tradition and desire for European 

experimentation, put music and dance at the center. His sound immediately becomes one of the most 

popular genres in Italy and marks an important moment in the history of dance. Everyone interpreted 

it in a different way, in short it becomes a container in which to insert any sound that could be 

experimental. 

If the Afro on the one hand had succeeded in agreeing utopian tensions present in the seventies, 

on the other it helped to widen the dichotomy between Rock and Dance, highlighting the temptation 

to label the former as "real" music and the second as superficial and voluptuous. 

In the second half of the eighties the Italian dance scene was divided between Afro and Italo 

disco. In this stasis situation, Techno and House slowly entered, and some Djs began to integrate 

these new sounds into their sets. Slowly the House, which was metrically closer to the ideals of Italian 

music, manages to become a genre known nationally. Techno, on the other hand, is known more for 

German or Belgian record productions, with a harder sound, than for those of Detroit. In any case, 

the strength of this new music is such that something happens anyway. In 1989 in Rimini opened the 

Cocoricò, still one of the main Italian venues for techno music. By 1990 many Djs began to propose 

increasingly extreme and rigid sounds, giving vent to the demand for change of the new generations. 

Giampiero Pacetti was the first to understand that the new techno sounds were not a limit, but an 

added value. They tried to exploit the golden moment of Techno, outlining its characteristics and 

inserting it on simple and recognizable tracks. 

So, at the beginning of the nineties, the word Techno in Italy had the same value as it had in 

other countries. The difference was that in other European countries this phenomenon was based on 

a musical background that also included electronics, but not in Italy.  

For the techno began to spread a new mode of fruition that was putting in crisis the entire 

system: the rave, a word imported from England since 1987, used to indicate parties organized in 

disused warehouses or old discos where techno music was played. Due to a lack of clubs in central 

Italy, there was an inexorable affirmation of the rave as the only solution for those who wanted to 

play and dance techno. In Rome the spread of the rave phenomenon has its roots in the musical history 

always rather poor in musical events, because of the closed mentality that showed techno music as a 

commercial and right-handed trend. 

 
14 Producers as Derrick May e Jeff Mills. 
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But between 1887 and 1991 the Roman music scene was shaken by a wave of thick DJs such 

as: Lory D, Marco Trani, Claudio Coccoluto and Giancarlino15. Lory D was the first DJ who, after 

living in London the experience of some English raves, decided to bring the same spirit to Rome. 

Together with other DJs he managed to involve and convince in a short time some organizers of the 

music sector to follow that line. Thus, the phenomenon of raves in Rome assumed an incredible scope, 

going from a few hundred people in 1989 to more than ten thousand ravers in 1991.  

To crown this situation of great ferment, came two realities that gave a strong boost to the 

Roman scene: they opened two reference stores to buy techno, Best Records and Remix. In addition, 

an exclusively techno afternoon program was broadcast by Radio Centro Suono, a brilliant idea that 

had a huge success.  

While in 1990 the Roman rave scene was already at its peak, the record labels arrived late: the 

first to be founded was that of Lory D Sounds Never Seen, a techno label only. 

Raves and techno in Rome were like a jolt that unleashed an uncontrollable energy, and since 

1996 a new scene on the Italian scene was opened, the Neapolitan one with DJ Claudio Coccoluto 

and Marco Carola. The Neapolitan scene aligned with the Swedish scene, which saw artists such as 

Adam Beyer, and both pushed to levels of formal perfection techno production. In Berlin, another DJ 

Ricardo Villalobos arrived, who along with Richie Hawtin, stripped his tracks leaving only the 

skeleton.  

From the second half of the '90s to an emptying of the original meaning of techno. The future, 

so evoked, had arrived together with an artistic mutiny and commercial supervision. In a context in 

which techno still struggled to be recognized in practice, that is in its musical depth and expressed 

language, the attention shifted from production to live, zeroing out every design impetus and every 

creative instance, moving away from that sense of mission and vocation that moved the need to make 

music.  

To the question "What is techno?" Juan Atkins answered: "Music that sounds like technology". 

But it was something more. A supernova, a sound that made to clash all the electronics and all the 

rhythmic mechanics of the 900, and in a decade burned the goddess of the future, accompanying us 

in fact in the future. What we are experiencing is in fact a kind of stagnation, but it could turn out to 

be a future. Because if techno is a historicized musical genre, whose discovery will be in every era, 

it means that the techno world is ready to welcome new pioneers of this promised land that we will 

have to deserve to conquer. 

 

 
15 Giancarlo Battafarano, Dj and Roman historical owner of the club Goa and Caffe Propaganda. 
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1.1.3 Elements  

 

Groove 

 

The literally translation is furrow and in music indicates the groove of vinyl records. However, 

in music it means the rhythmic trend, then the circular repetition in sequence of patterns with a strong 

rhythmic character. It is the musical level in the track that maintains continuity and uniformity in the 

flow, stimulating movement. A protagonist factor in this genre is the speed of its tracks and the 

performances in which it is reproduced. The frequency with which the music is played is measured 

with bpm16, or beats per minute. Techno music is mainly characterized by a time that varies between 

110 and 140 bpm. 

 

The main elements that usually make up a groove are: 

 

- Kick. The acoustic kick also called a bass drum, an acoustic kick is struck by a pedal 

with a beater attached and is played by the drummer's foot. Electronic kick is sometimes made 

to sustain much longer than the relatively short sound produced by a physical drum. 

 

- Clap. This is the sound of one or more people clapping their hands. Today, electronic, 

stylized versions of this sound are much more common than actual recordings of handclaps. 

 

- Snare. A snare drum is struck with a drumstick, and produces a short, bright sound. A 

set of wires, called snares, is stretched across a drumhead at the bottom of the drum.  

 

- Close Hat / Open Hat. These are two different sounds created by an instrument called 

the Hihats. Hihats are a pair of small cymbals mounted on a stand. The top cymbal is attached 

to a rod that is raised and lowered with a foot pedal. Hihats are closed when the drummer's 

foot is down, which presses the cymbals together. They are open when the drummer's foot is 

raised, and the cymbals are not touching.  

 

Circularity and layering 

 
16 The beats per minute, bpm, are the unit of measure of frequency, mainly used for the metronomic indication in music. 

The bpm indication is a synonym of Anglo-Saxon derivation of the MM indication, acronym of Metronomo Mälzel. For 

example, 60 bpm indicates a frequency of 60 beats or pulsations per minute, or one per second, and is therefore equivalent 

to 1 Hz. 
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The uncontrollable developments of viral propagation of the techno genre, sprawling monster 

that has escaped its own creators17, do not allow to enclose the techno in essential characteristics. 

This music without words and without explanation had the task of breaking down racial, economic 

and religious barriers18. 

 The lack of words, however, have decreed for a long-time indifference and a condemnation for 

superficiality. The very nature of this musical genre, its elusive language based on structures still little 

investigated, suffers from a lack of studies of which today it is a victim, branded as vacuous and 

devoid of content worthy of being analyzed.  

The main characteristics of techno sound, the absence of a verbal element, the long duration of 

the tracks19, the recourse between the deterritorializing factor and the repetitive one, are very close to 

the compositions of the classical repertoire, since it shares many phenomenological aspects. The 

techno producer works with materials that rock ignores, as rhythm, space, timbre and tension20. 

The refrain that in electronic music is exemplified by the repetition of a groove, which creates 

a block to be overcome again by reaching another sound environment, and so on. The main traits then 

become groove, rhythm and sound, while tonal tensions are voided in a cyclic modal structure that 

puts any tension in the background.  

Techno music lacks the verbal level, which doubles the power of the effect that comes on the 

listener: the voice that is a guide to the content and the meaning of the song, in this genre is like a 

failed approach, because of the absence of verses on which to base the interpretations; in fact the 

songs are not even called songs, but tracks. This does not mean that it is nonsensical or insignificant 

music, otherwise the same would apply to classical music.  

 

«The basic structure on which to work is the minimal rhythmic basis. But then 

he dresses her, like a doll, with little dresses with hundreds of little accessories. Basic 

clothing because it takes the whole set to a higher level».21 

 

 
17 BENEDETTI, 2006. 
18 BANKS, 1995. 
19Usually 5 to 8 minutes. 
20 REYNOLDS, 1998. 
21 M.I.A. 2004. 
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Although the voice is useless, if you make it sound, it manifests as part of the other 

"accessories", "dresses" and the loop 22 of which the entire track is covered. You can exploit the use 

of a widely instrumentalized voice, no longer the result of singing, but of speech.  

Another of the peculiar features of techno is the absence of melodic-accompanying dualism.  

That in techno there is a tendency to the emergence of the background is undeniable, not even 

following the rules that regulate the normal syntactic articulation of the songs. This music is rather 

made up of elements that favor the perception of them either as undifferentiated sound streams or as 

statistical units with complete sense often subjected to repetition, neutralizing any impression of 

direction, movement, development and ultimately beginning end. Techno therefore does not lend 

itself to being segmented into closed sections consisting of a beginning, a development that evolves 

and a modulated ending: the musical structures instead constantly return to themselves, continuing 

indefinitely, not ending, constantly saying ñnowò. 

In techno tracks at some point the musical continuum stops or transforms signaling a point of 

passage to a different section of the same piece. The sequence of the various musical sections is based 

on the free juxtaposition of sound moments with their own characterization. 

Techno can be described as a layered and circular sound flow. It is stratified as it consists of a 

simultaneous vertical set of various sound "layers", which in turn consist of one or more sound 

"levels". Each layer is entered or removed from the continuum through mixing operations23. One 

level can sometimes emerge more than the others, but the set of the various levels tends to form a 

homogeneous sound set, where no layer takes on the appearance of an independent foreground 

element. 

The sound flow is also circular, because the development in time of the techno sound flow does 

not respond to a linear logic, but to a logic that can be defined, precisely, cyclical. 

The absence of a real melody and the circularity make this music not lend itself to an affective 

melodic appropriation and present no narrative path, except that of the personal imagination of the 

listener.  

The sound flow that is characterized by homogeneity of rhythm, groove and sound, is composed 

based on the selection of tracks to be inserted into it, with the aim is not to stop the rhythm and give 

continuity to the sound. The DJ is free to work through the logic of the collage, so as to be varied the 

sound path, through breaks, scratching, silences, sudden changes and sudden hooks, all indices of the 

 
22 Sampling a performance that has been mixed so that it repeats itself without interruption when the track is played from 

start to finish. 
23 The term mixing means two meanings: the first indicates the production phase of a record in which the various levels 

recorded are mixed looking for the right balance between the various sounds; the second indicates the operation through 

which the Dj manages to get continuity in a sequence of tracks, merging the end of the track that is coming out and the 

beginning of the track that is entering. In the present case the term takes the first meaning. 
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ability of the DJ himself. Music serves to give sensory stimuli, creates atmospheres, arouse moods, 

but without attracting attention to itself. 

 

1.1.4 Techno Music Industry 

 

The music market in the last two decades has undergone profound and complex changes caused 

by the spread of new information technologies and related consumption trends as well as the 

emergence of revolutionary business models. So-called creative destruction occurs when something 

new enters the market entirely replacing the old. 

The clearest and most recognizable example in the music market is the continuous emergence 

of new devices, or supports, at the expense of those already existing: with vinyl in the 70s, followed 

by cassette tapes in the 80s and, in turn, replaced by CDs in the 90s. The evolution of the music 

industry has not stopped there, and since the late 1900s, computers and the Internet have acted as 

catalysts for creative destruction, allowing companies to compete globally, reach more customers, 

create efficiencies, reduce costs and experiment with new business models. In these years the digital 

distribution of music was born. This event will radically change the relationship between artists, 

record companies, retail music stores and consumers, contributing to major variations in music 

consumption, with a devastating impact on markets, and the sales of major record labels. 

The industryôs annual revenues contracted by more than 45% in 2001-2013, from US$27.6 

billion in 2001 to US$15 billion at the end of 2013. The absolute decline in revenues is due to the 

proportional decrease in the sales volume of the Cd (compact disk), at the time considered the main 

musical support. The decrease in turnover is, however, in contrast to the increasing demand for 

musical content. What has changed is the way music is used; the use of streaming platforms (both 

legal and non-legal) is becoming more and more frequent, which have effectively reduced the margins 

of the recording industries.  

The instruments to listen to music, once simple and consolidated, such as the record player, the 

cassette recorder and the radio, are replaced by a myriad of receivers and different players, 

smartphones, mp3 players, tablets and computers, internet and satellite receivers, next to the still 

present Cds and even a small amount of vinyl. A fragmentation that has pushed less and less towards 

the purchase and possession of music. 

The birth of Spotify and Deezer with a new business model certainly helped to create a win-

win strategy, bringing benefits to all players; the Majors have revenue from listening to music files, 

Users can listen to music legally and at a low price, and Distributors have ensured the development 

of a legal model to achieve profits. From the study of Spotifyôs Facts for the year 2014, paying users 
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amounted to about 10 million, with about 40 million free users. Since its launch, Spotify has 

contributed $1 billion to the rights holders on the songs, funds that would be lost through piracy24. 

In the last year, music downloads are down 8%, just like physical media. Subscribers worldwide 

are about 41 million, in 2010 there were 8, and streaming alone is worth 23% of the market. Currently, 

with 46 percent the numbers certify the balance in music between digital and physical: CDs and vinyl 

now have the same value as streaming and downloads, on the world market. After years of ascent of 

one and descent of the other, the draw has finally materialized in 2014, waiting for the final 

overtaking: as evidenced by the official data of the Digital Music Report, annual study of IFPI, or the 

International Federation of the Phonographic Industry, the association of which brings together the 

various  musicôs industries: the Riaa in America, the Bfi in England, the Fimi in Italy, etc. 

The data in the report illustrate a substantially stable music market, with an overall decline of 

0.4% worldwide, for a value of 14.97 billion dollars. Digital, alone, grew by 6.9%, reaching a value 

of 6.9 billion dollars, or 46% of the total: the same number of physical media that for the first time in 

the history of recorded music fall below 50% of the market value. In its own way, it is a historic 

passage: digital has had a disruptive effect on music, yet it has not yet wiped out the old media, with 

countries like Germany where the cd is still worth 70% of the market. In France it is worth 57%, in 

Japan even 78%. In Italy it is worth 61%. 

While the common perception of the music industry often coincides with the sales of albums, 

both physical and digital, these literally represent only the tip of a complex and articulated iceberg 

that counts for 9% of the value of the cultural industry. In fact, think of the nightclubs and festivals, 

where around the music gravitate numerous activities that total revenues of about 1.1 billion euros. 

Common element is the fundamental role of copyright: of the 563 million euros collected by SIAE25, 

the Music sector is the one that generates the most resources, with about 80% of the total. 

International Music Summit (IMS), the premier platform for business, culture and education in 

global electronic music, released the annual IMS Business Report, authored by data analyst Kevin 

Watson. A detailed and in-depth study, the report offers a global snapshot of the trends and economic 

performance of the industry. 

 

 
24 Spotify, information, 2014. 
25 The Italian Society of Authors and Publishers (SIAE) is a public economic association-based body, responsible for the 

protection and exercise of 'copyright mediation in Italy, in the form of non-profit collective management company. 
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The chart shows how, between 2001 and 2019, there followed a first decreasing wave then 

increasing in total revenues from the music industry. In 2001 a revenue of 23.4 billion dollars was 

noted, before moving to the lowest revenue of 14.4 billion dollars, recorded in 2013, until reaching 

2019 with a profit of almost 29 billion dollars. The factors that contribute to revenues are total 

streaming, total physical, downloads and other digital, performance rights and synchronization. Of 

these while total streaming and performance rights have increased, total physical and downloads have 

decreased dramatically. 
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The graph shows that global recorded music grew by 9.7% in 2018, led by streaming, in all 

regions except Europe, where growth was recorded by only 0.1%. while in other countries such as 

Australia and Asia grew by 12%, 17% in Latin America and 14% in North America. In addition, are 

set out the increases of digital revenues (21%), physical revenues (-10%), performance rights (10%), 

and synchronization (5%). 

 

However, the IFPI26 reported, in 2020, Europe became the worldôs largest region for recorded 

music revenue, grew by 7.2%, a marked increase on the prior year when the market was almost flat 

with only the +0.2%. this was due to a variety of factors, including strong growth in some of the 

regionôs biggest markets, including UK with +7.2%, Germany with +5.1%, Italy with 8.2% and Spain 

with 16.3%.  

Digitalôs share27 of the market in Europe crossed 50% for the first time with 55.0%. in total, 18 

markets posted more than 20% growth overall digital, with paid streaming in Europe growing by 

22.4%. 28 

 
26 IFPI is the organization that promotes the interests of the international recording industry worldwide. Its membership 

comprises some 1300 major and independent companies in almost sixty countries. It also has affiliated industry national 

groups in fifty-six countries. IFPI mission is to promote the value of recorded music, campaign for the rights of record 

producers and expand the commercial uses of recorded music in all markets where its members operate. 
27 Streaming plus downloads and other digital formats combined. 
28 IFPI, Global Music Report 2020: the industry in 2019 
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29 

 

The chart shows how in 2018, according to the analysis of IFPI, the ranking, based on a global 

scale, sees the third-place Electronic Music, macro category that includes genres such as techno. This 

is equivalent to one and a half billion people around the world. The two genres that precede it are in 

order Pop and Rock. 

 
29K. WATSON, IMS Business Report 2019: An annual study of the electronic music industry, International Music Summit, 

2019. 
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30 

The report reveals the ranking of the most popular music genres in the world between 2015 and 

2020. Techno was in first place out of 15 for four consecutive years. In addition, some Techno 

subgenres rose to positions higher than before, such as Tech House rose from fourth to third, Melodic 

Techno rose to fourth, Deep House instead fell from third to fifth and the genre Drum & Bass rose 

from eighth to sixth. As the graph shows, Techno and its numerous subgenres have expanded by 

rising in position, while listening to the House and its corresponding subgenres has fallen to the 

bottom of the ranking. 

 

 
30 Cfr.: https://www.internationalmusicsummit.com/ims-business-report-2020-analyses-the-impact-of-the-global-

pandemic-on-the-electronic-music-sector/. 
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The chart shows the earnings of the top ten DJs paid between 2013 and 2019. The highest peak 

was in 2017, with a growth of 10% over the previous year, with $298m. Earnings of the top-ten Artists 

increased 4% year on year to $273m, clubbers contributed half a billion Euro income to the Ibiza 

economy alone and the overall industry valuation increased by 2% to $7.3bn, following a slight dip 

in the previous two years. 

To enter such a large market, it is clear from the new entrants and incumbents 31, the need to 

follow an appropriate and winning strategy, to be able to confirm and maintain their position. The 

Personal Branding is a Marketing plan, which through the understanding of their skills and abilities, 

leads to the transformation of a person into a real Brand. 

  

 
31 The term incumbents refers to specific operators in a market, already present and established for a long time. 
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1.2 Personal Branding 

 

çItôs a new brand world. [é]. Youôre branded. Itôs time for me ð and you ð 

to take a lesson from the big brands, a lesson thatôs true for anyone whoôs interested 

in what it takes to stand out and prosper in the new world of work. Regardless of 

age, regardless of position, regardless of the business we happen to be in, all of us 

need to understand the importance of branding. We are CEOs of our own companies: 

Me Inc. To be in business today, our most important job is to be head marketer for 

the brand called You. Itôs that simple ð and that hard. And that inescapable32». 

 

With the advent of digital personal communications each of us has the opportunity to show the 

public a name and an image, and the public, through the perception of the potential that occurs through 

the published content, will choose according to the sharing of interests and the value you want to 

receive. Consequently, the reputation that is generated, following the transmission of content, will be 

what the market will use to establish the value of its brand. In fact, in this sea of individuals in which 

todayôs society is immersed, we find the need to present in a different and relevant way to the public 

the depth of the brand called "You". Personal Branding is the process to create ñYouò. Personal 

Branding is a new concept related to the marketing strategies that a person adopts through a planned 

process in order to promote his self in the market. It is an individual approach. It is becoming an 

important factor of connection between marketing and individuals. Its essence is that people can be 

considered as brands. Everyone has a chance to be a brand, personal branding if applied correctly can 

transform any person into a brand in any field33. 

 

«Manage yourself as you would manage a successful business34». 

 

Key to these self-help management metaphors is the idea that individuals on the corporate 

would can achieve success by engaging in a process of self-management. 

This concept was indirectly introduced by Erving Goffman in the book The Presentation of self 

in everyday life35. Goffman views people as actors engaging in performances, in various settings 

which seen by audiences the actor is on stage and acting in ways that will produce the most favorable 

impression and otherôs reaction are influenced by this impression.  

 
32 T. PETERS, The brand called you, Fast Company Magazine, 1st August 1997. 
33 REIN AT AL, 2006 
34 K. NESSMAN, Personal Branding and the role of public relations, Alpen Andria Universität Klagenfurt, January 2010. 
35E. GOFFMAN, The presentation of self in everyday life, University of Edinburgh Social Sciences Research Centre, 

Edinburgh, 1956. 
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One of the most used metaphors to refer to Personal Branding is that of packaging: when it is 

no longer enough to work on yourself and develop a competitive advantage over others, you need an 

attractive packaging that attracts attention36. 

Referring to Personal Branding, Jeff Bezos37 defines it as «Your brand is what people say about 

you when you are not in the room». The premise for personal branding is that everyone has a personal 

brand, but most people are not aware of this and donôt manage it strategically, consistently and 

effectively38. 

 

çIf you donôt brand yourself, someone else will. [é] Youôre giving the power 

to other people to brand you if you donôt do it yourself. è 39 

 

1.2.1 The process of Personal Branding 

 

The marketing or branding model follows the ñpeople ad a brandò approach, taking advantage 

of this model work with the umbrella terms of personal marketing/personal branding.  

Personal branding consists in the understanding and enhancement of personal skills and 

qualities, through appropriate communication to an interested public.40 

This model is a process of establishing a unique personal identity, developing an active 

communication of oneôs brand identity to a specific target market and evaluating its impact on oneôs 

images and reputation, and that to fulfill personal and professional objectives. 

This path to create a relevant personal branding involves few steps to follow: 

 

1. Determine & prioritize values. Values are the things you believe in, you think are important 

and passions are the core of who you are and determine your priorities. We can transform 

beliefs into added value. Values are important for every type of business, if your own values 

match that of targetôs, it will determine a long-term relationship. Furthermore, prioritizing 

your values will help to determine the vision of the personal brand. Passions, generally, are 

different from values, though they may sometimes overlap. To build a solid personal brand, 

is a must to identify your passions as personal as professional. Values and passions, both help 

to determinate what you are, what you want to be and your ideal career path. 

 
36 Cfr.: https://www.insidemarketing.it/glossario/definizione/personal-branding/ 
37 J. BEZOS: founder of the e-commerce colossus Amazon in 1994. 
38 H. K. RAMPERSAD, Authentic Personal Branding, Information Age Publishing 2009. 
39 C. KAPUTA, You are your brand! Nicholas Brealey Publishing, November 16th 2009 
40 R. SCANDELLARI , Promuovi te stesso, Dario Flaccovio Editore, Palermo, May 2016 
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2. Define the key traits. Thatôs what help to stand out from the crowd. Personality is your unique 

trait and the main way to cultivate the personal brand: envision your best self when crafting 

this. 

 

3. Develop the personal image. Once the values, passions and personality traits are known,  

 

4. Define the target audience. Defining a target audience is important for the organization of the 

brand, to define what will be the final brandôs result, it is necessary to base it on the defined 

target; itôs best to invest time into an audience thatôs more likely to give you desired outcome. 

 

5. Build the online presence. Social media are the best way to establish and present to the public 

the personal brand. Itôs necessary to join the platforms that can best represent you and fit your 

brand. Furthermore, ensure that the website and social profiles showcase the best attributes 

and works. 

 

6. Blogging. Nowadays blogging is the best way to build a business, and itôs also influential 

when building a personal brand. Once the profile has followers and someone to communicate, 

the brand is on the right way to establish a lasting relationship. Once youôve established an 

audience, make sure to post on a regular basis and continue to cater to your audience for best 

results41. 

 

These steps can be distinguished into two phases, one strategic/analytical and one operative.  

The strategic/analytical phase is necessary and needs to be updated and maintained as it defines 

the direction to be followed in the second operational part. 

Through the understanding of oneôs own personal attitudes and the knowledge of certain topics, 

it is necessary to find the market segment in which to assert oneself, therefore analyzing how the 

market, the competitors and the target move.  

If the analysis that takes place is correct, you may find that you have some gaps, such as 

possible: 

 
41 Cfr. https://digitalmarketinginstitute.com/blog/7-steps-to-build-your-personal-brand. 
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¶ Empathy. Understanding the emotions of your audience and adapting your 

communication in order to be able to establish a deep relationship, fundamental to 

obtain benevolent effects towards you. 

¶ Cultural. There is no professional who has the total knowledge of his work, for this 

reason it is necessary to be constantly updated. In this historical phase adaptation and 

training are the differentiating factors. 

¶ Energy. The human predisposition to use the minimum of energy is harmful and does 

not allow to carry out a work that could trigger new opportunities and new perspectives. 

¶ Exhibition. The brand is what you want to communicate. Understand how to 

communicate and how to spread the knowledge is an essential capability in the daily 

activity of self-valorization. 

 

The operational phase is the simplest if the nodes of the first phase are addressed at their best. 

Usually, however, these phases come into play at the same time and personal limits intervene in this 

second phase. The best way to resolve this situation is to go ahead and try to address the deficiencies 

during a self-improvement process, which however takes a lot of time within an evolution that is 

likely to last forever. 

 

The construction of a Personal Branding can follow three phases, just like regular brands: 

 

1. Personal brand identity. Typically begins with establishing an inventory of 

attributes, beliefs values, motives and experiences in terms of which people 

define themselves in a role. People building person brands should differentiate 

themselves to stand out from a crowd while fitting expectations and needs of 

their target market. These personal characteristics are then compared and 

matched up with the targetôs needs and expectation. The self-audit based on a 

full understanding of oneôs target market and oneôs competitors. Personal 

branding identity is based on inherent internal characteristics in a person to be 

branded and external elements encompass the personôs relationship with other 

people. It is essentially and inside-out process that is based on the strengths and 

uniqueness of the individual relation to a target market42. 

 

 
42 Motion 1999, Sheperd 2005, Rein and Al 2006 
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2. Personal brand positioning. A personal brand needs to be positioned in the 

consumersô mind. This phase refers to the active of marketing communications 

efforts of oneôs brand identity to a specific target market. Individuals have to 

focus this step on the promotion of the self, highlighting their positive attributes 

that must match with the targetôs value, while at the same time differentiating 

themselves from other individuals in the marketplace. Following the principle 

that «everything communicates», brand positioning occurs through self-

presentation, appearance, information about the self and actions, shaping othersô 

perceptions of onesô competence, character and versatility. Social network are 

useful tools to carry this phase. 

 

3. Personal brand assessment. The third phase is about to taking control of oneôs 

own image to achieve results. People who construct viable professional images 

are perceived as being capable of meeting their aims. The basic objective of this 

step is to determine whether the branding efforts had achieved the branding 

goals and met personal goals. In this way, the incorporation of market feedback 

is essential to establish a brand awareness from consumers. 

 

1.2.2 The brand ñYouò 

 

Today the changes have brought society to the revaluation of the individual. The influence of the 

individual is the main road to follow, then integrated with the institutional communication of the 

brand. The limit that brands have in communicating is clear: the world today is made up of individuals 

and networks are made by people and for people. 

 

«People trust individuals, not brands43». 

 

The studies carried out by IBM show that six out of ten consumers follow the recommendations of 

the people they trust on Social Networks and how the human face is the key to succeed in breaking 

the barriers of distrust towards a service/product44. 

Authenticity has become a prerequisite for doing business. The main tool used by PB45 is in fact the 

individual, its face and its recognition factors, involving its customers and the prospect in an authentic 

 
43 C. SHIH, Whatôs the endgame for social media? blog Harvard Business School  
44 M. FIDEMAN , IBM: These are the top 7 Social Trends that will emerge in 2014, www.forbes.com. 
45 Personal Branding. 
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way. This process, which aims to increase confidence in the Brand, is carried out through the 

construction of a solid credibility as a "trustworthy entity", showing the added value of the content 

and providing the highest possible levels of service, thus deepening direct relations. 

The perceived value of the Brand "You" has two essential elements to build the perception that the 

public has. First, the content, what you communicate is the basis of the influence you want to achieve. 

Secondly, the attitude one has towards oneôs own person and towards others. 

 

«To attract attractive people, you have to be attractive yourself. To attract 

influential people, you have to be influential. To attract busy people, you have to be 

busy. Instead of working on them, you have to work on yourself. If you become 

busy, you can attract46». 

 

The public is interested in following three types of people: those who have similar interests, those 

from which they can learn something and finally famous people or authoritative sources of news. The 

construction of a coherent and convincing voice towards a specific target must therefore go through 

a change of the subject "You" and its communication. 

The question arises: what are the factors that make "You" interesting? 

Unfortunately, there is no mathematical formula, but the union of truth and the ability to surprise can 

help this process.  

 

¶ The truth, the authenticity that comes from experience. From the truth of "You" comes 

the unmistakable and relevant point of view on which to build analysis. 

¶ The ability to surprise and therefore act in a different and relevant way, creates an 

emotional state that affects the target. Through this stimulation you can package the 

content and establish a link between this and your own truth. 

 

These two elements therefore constitute the foundation of communication to break through the 

public. To achieve the maximum effect, you need to harmonize "You", or the product, and the target 

you want to hit, attracting attention through a stimulus of curiosity, commitment and sharing. 

The PB can be traced back to two fundamental activities of enrichment of "You": first 

describing the person and his goals, and then demonstrate in a tangible way the skills in which it is 

specific through content that transfer value. This, in an authoritative, available and equal way. The 

personal strategy to be applied is a state of mind that must serve to clarify the objectives and the 

 
46 Emanuel James "Jim" Rohn (1930-2009) was an American entrepreneur, author and motivational speaker. 
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transmission of values. In order to put it into practice, it is necessary to have a sensitive, detached 

analysis of oneôs own person that is able to highlight critical issues, without overestimating or 

underestimating oneôs own actions. 

The PB is a personal process, so much so that it is as transparent as possible. Who follows you, 

perceives you and cannot but create an opinion on the Brand. 

Personal Branding engages in the weaving of a social network to support its goals, with the aim 

of strengthening influence and reputation. 

The social network of the Brand "You", if the PB was carried out correctly, is attracted by its 

influence. Personal influence is an act of trust and consideration, granted on the basis of authority in 

the matter, reputation and ability to convince through the Brand.  

Each individual, from birth, applies in a completely natural way his own levers of influence and 

becomes able to influence the decisions of the people with whom he establishes a relationship and 

who deem him reliable on a certain subject.  

Conscious choices are conditioned by the relationship with others, but also through the 

development of knowledge and authority, you get the ability to draw conclusions in perfect autonomy. 

This is not a mechanism in which there are entities that transmit and others that receive but consists 

of an immense flow of information and collective suggestions.  

The reputation and the ability to influence a decision is therefore given by the union of two 

factors: information and authority. 

 

Tom Peters in his book The Brand Called You, continues: 

 «Your brand rating goes through these four points: 

1. You must be a great work colleague, a reference point, a support for those 

who follow you and for those who ask you for help. 

2. You will have to be a great expert on something that has a real value. 

3. You will have to be a broad and calibrated visionary, a leader, a teacher, 

one who sees beyond and makes dreaming. 

4. Youôll have to be a businessman with an obsession for practical 

results»47. 

 

 
47 T. PETERS, The brand called you, Fast Company Magazine, 1st August 1997. 
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The natural inclination of a person to do a certain activity well is now necessary, but not 

sufficient to achieve their goals.  

As a result of constant changes in the surrounding environment, versatility has become another 

of the fundamental requirements underlying the ability to act. Choosing the right information and 

adapting it to your work, reinterpreting it creatively according to the context of reference, is the 

indispensable commitment for those who want to go faster than the competition. 

 

Referring to the concept of "Purple Cow in a World of Brown Cows" by Seth Godin, it 

expresses what is most relevant factor in the development and maintenance of "You", differentiation, 

"to be different", factor that must constantly be considered.  

Communicating with the aim of creating a great involvement, makes the public feel actively 

interested, encouraging mechanisms through which it is possible to differentiate from competitors. 

This means having such a degree of eccentricity in communication as to arouse criticism and 

appreciation. It is therefore necessary to find the right balance between engagement and seriousness 

based on the type of target. In order to create a personal identity, in fact, it is necessary to understand 

the salient points of that specific public, so as to reach it and aggregate it. Each sector has its own 

language and a reason to create involvement. 

The content, transmitted in the most appropriate way, gets visibility and its quality is fed through the 

following and reputation, which in turn is strengthened through the sharing of suitable content. It is 

a virtuous circle that feeds itself during the development of the PB process. 

Tom Peters concludes: 

 

«You are a brand. You are the only one responsible for your brand. There is 

not a single path to success. There is not a single right way to create your brand. The 

only sure thing is this: Start today! »48. 

 

1.2.3 Behavior, Communication, Contents 

 

A. BEHAVIOR: CHARISMA 

 

The Charisma represents the fundamental pillar of the behavior that must assume the protagonist of 

the Brand "You". The word "Charisma" comes from the Greek and means "gift" and describes the 

ability to exert a great influence on others, accompanying and listening to them.  

 
48 T. PETERS, The brand called you, Fast Company Magazine, 1st August 1997 
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A charismatic individual has the ability to convince others to do something that he aspires to, but that 

was not necessarily among the ambitions of others. It is indeed possible to attribute to this term an 

obscure fascination: those who carry out an action requested or motivated by a charismatic person, 

willingly make it by their own decision, influenced, but free to act. 

 

Charisma is the combination of four factors: 

¶ Empathy: is the prodigious ability to understand, assimilate and make own the states of 

souls of others. The contrast that resides in this attribute, however, is to be able to feel 

the emotions of others, whether negative or positive, but in a detached way, remaining 

able to get out of it.  

¶ Creativity: it is partly innate and partly generative. In fact, it is possible to cultivate it 

through talent, method and training. The charismatic needs creativity, in order not to 

lose the capacity to transmit the charism.  

¶ Security: Being sure means taking a path that concerns us and understanding others, 

confronting and questioning each other. Be aware that the change of things will go in 

the direction that the charismatic has already foreseen, having understood and foreseen 

the dynamics.  

¶ Strength of will: indicates the ability to know how to achieve their goals, looking for 

methods, solutions and alternatives, however preparing for the probability that they may 

not be achievable. For this reason, one must also be endowed with resilience, that is the 

inner strength to face, in a positive way, the unforeseen events and to reorganize 

positively oneôs life in front of the daily problems. 

 

B. COMMUNICATION  

 

Communication plays a fundamental role in the Branding process for the final phase of building a 

marketing plan aimed at high visibility, thus leading the public to focus on both tangible and 

intangible aspects. Its objectives can be divided into two categories: the first is the economic one, that 

is the potential increase in sales and profits; the second category is the communicative one, which 

through a message you want to generate a stimulus in the consumer, a reaction to outside inputs.  
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It is necessary to work on professionalism and distinctive skills, but also in advance on the image, so 

that this combination achieves a positive impression. For this reason, Sorchiotti and Centenaro have 

identified the 3C49 of Personal Branding to develop a winning strategy: 

 

1. Clarity: communicating in a simple way who you are, what you do and why 

2. Consistency: getting to the consumer mind and getting a stable position  

3. Constancy: not enough time, it is necessary to be constant in the transmission of 

messages. 

 

Nowadays, technological evolution, in addition to traditional strategies, has led to an extension of the 

range of usable tools to communicate with the public. One of the means introduced by this new era 

is represented by the Social Networks, with a new type of approach that allows to expand the network 

of PB contacts more quickly. With Social Network we mean platforms that provide free space for 

users to create a profile and share their content. These platforms were initially created with the aim 

of profiling people and selling them to companies that want to communicate with a specific audience. 

The business model of these tools consists in giving us a free "organic" visibility, in exchange for the 

same presence of users and content they publish.  

It is important for good results to choose opinion leaders, namely people who already share a part of 

the point of view or socio-cultural aspects, and that they are able to influence the opinion of a large 

number of people to expand the network of contacts as much as possible. In this way it will be easy 

to establish a more trusting and credible relationship, with the final objective of pushing the public to 

advise the experience lived with the relative feedback to people who trust them. 

This word-of-mouth mechanism is very effective and has a very high speed compared to other 

methods of information dissemination, but on the other hand it would lead to be very harmful to the 

Brand in case of negative feedback.  

 

«Internet is the doping of Personal Branding50». 

 

Over the years the amount of data on the web has grown exponentially and hence the need to 

reorganize all the data arriving at a Web understandable by both users and software. The interactivity, 

the real-time use and the characteristics of the Web allow to overcome the limits held by traditional 

 
49 L. CENTENARO, T. SORCHIOTTI, Personal Branding: promuovere sé stessi online per creare nuove opportunit¨͔. Hoepli 

Editore. 2013 
50 Ibid.  
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media making possible a new form of communication, no longer unidirectional, but able to interact 

on more dimensions and distinctive of some innovative elements, such as participation and 

involvement, persistence and sense of community. 

Today, social media are also used as a means of entertainment, created and designed for the use and 

consumption of those who attend them. Their livelihood derives from the ability of users to design 

interesting and appreciated content capable of retaining, informing and entertaining the public. The 

visibility of the content is managed in such a way as to give or not visibility, based on many variables, 

in order to define a place of entertainment and information appropriate to the user who is using it.  

Social Media is therefore the simplest and most direct tool to communicate your message and for this 

reason a strategic planning of the PB, provides a wide use of them, where the content shared by the 

Brand "You" must intercept a question. In fact, the use of these online tools allows an optimal creation 

and development of the personal brand acting as an amplifier and allowing to reach a higher number 

of customers than offline communication. 

 

The main networks used are:  

¶ FACEBOOK: founded by Mark Zuckerberg, with 1.59 billion active users each month, is 

one of the preferred platforms for users around the world. Facebook is configured both 

as a tool of entertainment and conversation, but also as a working medium, to take care 

of their image and implement PB strategies, enhancing their skills and personalities. 

¶ TWITTER: with 310 million active users per month, is another popular platform. Despite 

the smaller user base, it is easier to reach your contacts. Twitter has a more informative 

and entertaining approach and is characterized by the viral use of hashtags (#), aimed at 

aggregating themes and facilitating the search of topics. 

¶ LINKEDIN: unlike the two previous platforms, LinkedIn is a Social Network used 

exclusively for work and professional relationships through the publication of its 

curriculum, constantly updated. In fact, it contributes to a real revolution in recruiting, 

managing to become one of the major platforms where it focuses the attention of those 

who want to propose a job offer. 

¶ YOUTUBE: a leading website in video sharing and viewing, with a billion active users 

every day, is an innovative source of communication. YouTube has also come to give 

life to the "Youtuber", now understood as a profession, that is, a producer of content 

that exploits its creativity and potential as a source of income. 

¶ INSTAGRAM: is the social network mostly dedicated to photography and short videos, 

purchased for its popularity by Mark Zuckerberg in 2012. Instagram focuses on content 
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and each user will find the content best suited to his interests, this for the platform is a 

very important advantage for both companies and individuals as it allows you to 

maximize visibility while minimizing investments. 

¶ BLOGS: blogs, or websites where content is displayed in an anti-chronological order, 

from the most recent to the oldest. Blogs are the basis of all Social Networks, in fact, 

being born before, they served as inspiration for the creation of other platforms. 

Moreover, thanks to their versatility, communicability and their direct operation, they 

give the possibility to establish a strong link with the users with whom you interact. 

 

To facilitate the operation of the various platforms available, the creators have devised algorithms 

to give relevance to the best content and those that arouse greater interest and involvement, so as 

to create a better user experience, to make him remain fond of both the platform and the user 

owner of that content. 

 

51 

 

The main variables that make up the algorithmic visibility feed, represented in the previous image, 

are: 

 

1. Affinity52: the actions carried out on the Social Networks indicate to the algorithm its affinity with 

the profile with which it interacts.  

2. Weight: a content that has received a high number of interactions is more relevant than the others. 

 
51 Pictures taken from: R. SCANDELLARI , Promuovi te stesso, Flaccovio, Palermo, 2016. 
52 Affinity can be defined as the emotional conjunction between people and products. It is a combination of tangible and 

intangible assets. Affinity is the last ingredient of association, it goes beyond branding, which is a deliberate attempt to 

create a long-lasting relationship and a recognition between product and a person. 
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3. Decay: According to the above factors, the seniority of the post is also relevant. Another variable 

is the dwell time, that is the time spent on the post, which is another element useful to detect the 

interest from the public.  

 

An important contribution to the study of the Networks was made by Mark Granovetter, American 

sociologist founder of the New Economic Sociology, who analyzed the relationship of 

interdependence between economic and social phenomena. Granovetter, in his famous book "The 

Strength of Weak Tiesò53, studied the way social networks generate and nurture trust and influence 

the search for work, distinguishing three different types of link:  

 

a. Strong links: these are those established with those closest to one another, characterized 

by frequent and regular meetings and exchanges of views 

b. Weak links: typical links with acquaintances and a large proportion of the contacts 

connected with social networks, with which relationships are not frequent 

c. Absent or temporary links: refer to those circumstances and to those extremely sporadic 

relationships 

 

C. CONTENTS  

 

The content and material generated and shared by users play a fundamental role in the theme of 

communication. According with the words of Bill Gates, we can say that «Content is the king»54. 

From this vision of the centrality of the contents it is understood the necessity of elaboration of 

Personal Brand. However, there is still no rule to create correct and qualitatively adequate content, 

but Scandellari highlights55 some key points for content strategies: 

 

1. Originality and quality: copying content to other subjects is immoral and 

counterproductive, because it is important to express your personality trying to be both 

appreciated and discussed. Finding new and not yet exposed or addressed content, but 

above all consistent and high quality, demonstrates the creative and distinctive ability. 

 

 
53 M.S. GRANOVETTER, The strength of weak ties, American journal of sociology, 1360-1380. 
54 B. GATES, 1996, su: 

http://web.archive.org/web/20010126005200/http://www.microsoft.com/billgates/columns/1996 

essay/essay960103.asp. 
55 R. SCANDELLARI , Fai di te stesso un brand: personal branding e reputazione online, 

 Flaccovio, Palemo, 2014. 
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2. Simple writing: the mastery and use of technical terms will attract experts in the field, 

but to be able to interest a wider audience is necessary an informative, understandable 

and interesting exposure. 

 

3. Visual communication: in front of the vastness of content published every day, we find 

the need to be able to emerge. To be able to attract the short attention of the public it is 

essential to create an effective and attractive visual image, integrated by video to 

increase emotional involvement.  

 

4. Constancy and participation: consistency in post publications is essential. An account 

active in sharing is, through algorithms, promoted by the platform and reaches a wider 

audience. In addition, it is useful that the account remains active even after publications, 

so as to be able to keep dynamic the bidirectional relationship that you want to establish. 

 

The content is not enough, but necessary for the planning and creation of a Personal Brand. They are 

first and foremost a useful factor to make themselves known online, through the platforms on which 

it operates, the contents reach the people who follow the Brand and create the opinion they have of 

it, of the activity in question and of the personality of the subject. They are a necessary element in 

order to be different and relevant to the public, to acquire therefore consents and success, and to 

increase own business. In fact, even the contents must be treated as "purple cows" in a world of brown 

cows.  

Sharing high-quality content contributes to increasing reputation, to the point of helping create brand 

identity in the minds of consumers. 

In order to be effective, however, they must be accompanied by strategies that take into account 

technological changes, the network generated by potential customers and the presence within the 

platforms used. 

Having, however, a huge capacity for communication using social platforms, it is necessary to 

understand which of these can be more effective and useful according to the content to be published. 

In fact, based on the topic we are dealing with, some networks get more feedback than others. This 

depends on the natural predisposition of the subject to a certain conversation platform and the fact 

that he has found the right way to communicate on the social network.  

The time to dedicate to Personal Branding online is not definable and varies depending on the 

individual and his expectations, and the type of activities to be carried out. 
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2. From Music to Marketing 

 

2.1. Music in Marketing  

 

Music is present in every culture and it plays a prominent role in peopleôs everyday life. 

According to a recent report56, the prevalence of most leisure activities has been overtaken by music 

listening. To occupy such a gigantic space in human lives, music must be uniquely rewarding to its 

listeners. But what makes music so rewarding? The emotive qualities induced by music have been 

invoked as a possible explanation. Music, indeed, is an effective means of mood induction in the 

laboratory, a means of mood manipulation to alter consumer behavior, and also a tool for the 

treatment of emotional disorders. In everyday life, music is predominantly used for mood and emotion 

regulation. A deeper understanding of the emotive states evoked by music is hampered by 

preconceived ideas about the links between emotions and music.  

The wider relationship between music and marketing has been extensively researched by 

academics and professionals across the range of disciplines, including economics, music, sociology 

and psychology. The mains were music in marketing and the marketing of music. Both of these, to a 

greater or less extent, can help to arrive at some understanding of the positions adopted towards 

marketing by musicians.  

The marketing literature indicates five functions of advertising: informing, persuading, 

reminding, adding value and assisting other company efforts.  On each of these levels, music is used 

for different purposes. Music must support the process of making consumers aware of the product 

and create and enticing image of the brand. Moreover, music is used in commercials to persuade 

costumers to try advertised the product and services, therefore altering consumersô perceptions.  

Music in advertising consists not only of song or background, but also voice and all sound 

effects, which build the whole perception. When the music manages to attract the attention of the 

public and therefore in its intent, if appropriate, is also able to leave a good impression in the 

consumer and a form propensity to purchase the product. The emotional response to a known song is 

usually positive but does not necessarily affect the degree of brand awareness. Therefore, marketers 

have to make all their effort to connect the brand name with the song.  

For the majority of artists advertising contracts are a source of great and easy gain, even if their 

sole purpose remains to make their music heard through as many channels as possible. The biggest 

record companies have noticed that inserting music in advertising is an effective way to be able to 

involve more young brands, and in fact itôs also a good way to bring back some forgotten brands. 

 
56 Report carried out in 2003 by Rentfrow & Gosling 
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In fact, once again the results lead to suggest the presence of music as a factor of support for 

marketing and underline how, the relationship between two sectors so different, indirectly contribute, 

as added value, to the benefits of profit. 

 

2.1.1 Music Branding   

 

Music makes you watch or listen [é] in a different way57 

 

Historically companies have uses sound across multiple consumer touchpoints58, that are the 

opportunities where a brand can communicate with a costumer.59 However, there is a widespread 

belief that saturation in advertising in recent years has meant it is getting harder for brands to attract 

consumersô attention. As a result of this, brand marketers are exploring new ways to get noticed, such 

as using multisensory elements to communicate the brandôs identity and sharpen the image of the 

brand as perceived in consumersô mind. This exploration of the new possibilities of branding 

coincides with a rise in Musical Branding specialists who are both practicing for sound to be 

incorporated into touchpoints in ways that are strategic, holistic and reflective of the brand. 

Music is an essential part of being human, with important status from the earliest stages of life. 

Moreover, people report listening to music because it expresses emotions and regulates their own 

affective state, it seems certain, then, that musicôs prevalence is associated with the connection to 

emotion. For this reason, with the evolution of marketing, the marketers have come to notice how 

music was a powerful tool for brand communication, focusing on it as a central element of brand 

identity, therefore a potential contribution of marketing strategies themselves. It is used toward it 

being used as a brand element, once that communicates the brandôs identity and sharpens the image 

of the brand as perceived in consumersô mind. 

The so-called Musical congruity or Musical fit60 between music and a brand or product is 

supposed to increase the effectiveness of music at the point of sale.  Is demonstrated that congruity 

between music used in radio advertisements and brand identity lead to an increase of brand recall and 

consumersô purchase intentions of advertised product. That high congruity between musical genres 

 
57 M. S. WAGNER, Dimensions of Music: The Effect of Music/Brand Congruity on Advertising and Brand Evaluations, 

The University of Michigan, Michigan 2008. 
58 The term ñtouchpointò is intended to define that point of contact where a potential or actual costumer comes into contact 

with the brand.  
59 A. C. WONG, Sound Branding: the role of music in consumer perceptions, behaviors, and practitioner beliefs, 

Department of Music, University of Sheffield, December 2018, p. 1 ss.  
60 M. HERZOG, S. LEPA, H. EGERMANN, A. SCHOENROCK &  J. STEFFENS, Towards a common terminology for music 

branding campaigns, Journal of Marketing Management, January 2020 
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and advertised products lead to an enhanced brand attitude, applying congruent background music to 

advertisement led to positive effects for both, recall of and affective responses to these commercials.  

The complexity of music as a construct entails a wide range of properties that influence the 

described musical congruity and its effects, summarized mood, genre, score, valence, lyrics, 

association, image, tempo and timbre, as parameters which have been manipulated to test their 

effects. In particular musical genre and style potentially evoke consumer associations, that may be 

utilized in order to achieve congruence with a certain brand image or product.  

It can be argued that these mechanisms enhance the cognitive priming of consumers, which is 

required for musical congruity to be exploited in music branding campaigns. Some marketing 

strategies specifically employ musical incongruity for example to attract attention or to convey 

humor. Marketing strategists can selectively use musical incongruity in advertisements to evoke a 

specifically desired effect in consumers.  

Music branding communication aims is to conceive of music branding as a communication 

process, which is fundamental to the observed effects of music on consumers perception and 

behavior. In a typical music scenario, marketing strategists describe their campaign goals in terms of 

a certain brand identity to be conveyed. While a broad range of conceptualizations of brand identity 

have been proposed over decades, brand personality and brand value are essentials concepts 

throughout these works.  Brand personality refers to a set of human personality traits associated with 

a brand, such as achievement/power, aesthetics, benevolence, ecology, health, hedonism, self-

direction, stimulation or tradition. Conversely record labels and providers of stock music for 

advertisements generally describe the contents of their music achieves in terms of genre, style, mood, 

tempo and instrumentation.  

A principal task for music branding agencies is to translate the attributes of brand identity, into 

fitting musical properties, such as genre, style, mood, instrumentation, and tempo. This step is 

essential for consumers to perceive congruity between a brand identity and the selected music and 

thus, it is fundamental to carry out successful music branding campaigns. However, the experience 

of listening to a music track can be very diverse at an individual level due to a variety of underlying 

psychological and situation factors. Therefore, music branding consultants normally have to rely on 

their practical experience with music meaning attribution from different audience in different 

contexts. They need to anticipate what kind of music is typically associated with which attributes of 

brand value and brand personality not at an individual level, but for a certain target group. Then in a 

second step, music consultants have to identify single music tracks or assemble playlists conforming 

to the corresponding musical properties. Composers and music producers are branding to create new 
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music according to a set of given attributes. Finally, music branding agencies together with marketing 

strategists employ the selected music in a specific music branding campaign.  

The communicative success of the campaign is based on the ability of the music consultant to 

perform an adequate translation of the brandôs identity into the musical language. 

 

 

61 

 

But which content can be communicated through music? 

In general, the music is able to fulfill its function of intermediate sign being helped by its 

characteristics such as timbre, melody, harmony and rhythm as well as lyrics.  On the other hand, 

these cues may carry meaning by evoking collectively shared semantic associations with artists, 

genres and musical subcultures and the values represented by these cultural entities. An investigation 

of music psychology concerning potential meaning conveyed by music reveals three key concepts, 

which are employed in different disciplines: expressive qualities of music, emotional effects of music 

and paramusical fields of connotation.  

 

 
61 Conceptualization of music branding as communication process, as exemplified by Egon Runswikôs ñLense Modelò, 
1955. C1 to C4 exemplify the wide range of musical properties in general. 






























































































































