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ABSTRACT

Against the backdrop of the digital revolution, personal brand marketing has become a core competitiveness for public figures.
Taking Taylor Swift (nicknamed "Taylor") as the research object, this study integrates "seed strategy" ", "tipping point theory" %,
and "UGC reproduction theory" ' to construct a "content attraction-channel matching-fan participation" analytical framework.
Based on case study, content analysis, and data analysis methods, 300 official social media contents and 500 UGC samples from
2019 to 2024 were analyzed, combined with data such as album streams (26.6 billion global streams on Spotify in 2024 ) and
tour box office. The results show that: 1) The "entertainment + concept" content combination has the highest transmission
efficiency (correlation coefficient r=0.78, p<0.01); 2) The "big seed-small seed" strategic combination adapts to different
marketing stages, with Instagram achieving a 3.97% engagement rate in the big seed stage ®; 3) UGC themed on "values
identification" drives a 23% increase in tour ticket sales; 4) "Female empowerment" values and red visual symbols are the core
integration points of multi-channel marketing. This study enriches the theoretical system of personal brand marketing and
provides practical references for artists and KOLs.
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1 Introduction

1.1 Research Background

The digital era has reconstructed the communication logic of personal brands, with social media penetration reaching
58.4% globally by 2024 ', making it the core carrier for public figures to establish emotional connections with audiences.
Taylor Swift, as a benchmark of global artist branding, has accumulated over 416 million social media followers ' and sold
more than 500 million albums worldwide. Her "Eras Tour" set a historical record with $20.78 billion in box office revenue "
and the album The Tortured Poets Department achieved 300 million streams on Spotify in a single day .

However, existing studies have obvious limitations: First, most focus on single-dimensional analysis such as social
media content ' or tour economics ¥, lacking systematic exploration of the synergy between content design, channel
selection, and fan participation. Second, the application of theories such as "seed strategy" in artist brand scenarios
remains vague . Third, the driving mechanism of UGC from "spontaneous creation" to "scale dissemination" has not been
effectively verified in the music field ®. This study thus fills the research gap by taking Taylor's marketing practices as a
case.

1.2 Research Significance

1.2.1 Theoretical Significance

This study integrates three core theories into a unified analytical framework: Watts' "seed strategy" ™ explains channel
matching logic, Gladwell's "tipping point theory" ? reveals content adhesion mechanisms, and Campbell's "UGC
reproduction theory" ¥ clarifies fan participation paths. It enriches the theoretical system of personal brand marketing in
the digital era and provides a new analytical paradigm for artist brand research.

1.2.2 Practical Significance

Against the backdrop of the global music industry's $26.2 billion streaming revenue in 2024 ¥, this study extracts

replicable experiences from Taylor's practices, such as "content appeal combination®, "channel-stage matching", and "UGC
activation"”, which can provide decision-making references for musicians, KOLs, and public figures to enhance brand value.

1.3 Research Questions

(1) How does Taylor construct differentiated content appeal through multi-dimensional combinations to enhance
transmission efficiency?

(2) What is the matching logic between "big seed-small seed" strategies and social media channels in different
marketing stages?

(3) What triggering conditions drive UGC from "spontaneous creation" to "large-scale dissemination” in artist brand
marketing?
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(4) How to balance the unity of core values and channel adaptability in multi-channel integration?

2 Literature Review

2.1 Social Media and Personal Brand Marketing

Feng [6] defined social media as a "UGC production and interaction platform" that accelerates the formation of
interpersonal networks and strengthens emotional connections. Watts "' proposed two types of marketing strategies: "big
seed" (wide dissemination through public channels) and "small seed" (diffusion through core groups). However, his
research focused on corporate products, and the application scenarios of these two strategies in artist brand building (e.
g., album release vs. tour promotion) remain unclear.

Recent studies such as Smith et al. [10] found that artists' social media content interaction rate is positively correlated
with album sales (r=0.63, p<0.05), but failed to clarify which content types (entertainment, emotion, etc.) have the
strongest driving effect. This study thus further classifies content appeal dimensions to fill this gap.

2.2 Tipping Point Theory in Communication

Gladwell's ¥ "tipping point theory" includes three core laws: the "law of key figures" (opinion leaders drive
dissemination), the "law of adhesion factors" (content characteristics affect retention), and the "law of environmental
power" (context affects acceptance). Previous studies have applied this theory to analyze the spread of cultural products
such as Gangnam Style ®, but ignored two key points in artist marketing: 1) The role of fans as "early adopters" (not just
passive recipients); 2) The composition of "content adhesion" in music scenarios (e.g., emotional resonance vs. conceptual
identity).

2.3 UGC and Brand Reproduction

Campbell ¥ defined UGC as "user-created content targeting specific brands" and pointed out its dual roles in
enhancing loyalty and expanding dissemination. Existing studies mainly focus on corporate brands (e.g., GoPro's UGC
award mechanism "), while few discuss how artist brands combine music content and personal values to stimulate UGC.
Li et al. ™ found that UGC themed on "values identification" has 2.3 times higher dissemination efficiency than content
themed on "product evaluation", but this conclusion lacks verification in the music field.

2.4 Integrated Marketing and Omni-Channel Logic

Kotler " emphasized that the core of integrated marketing is "consistent strategic positioning with differentiated
content across channels". Skoda's "shoulder-shaking dance" campaign " achieved cross-platform dissemination through
differentiated content (short videos on TikTok, detailed stories on YouTube), but the research on integration points (values,
visual symbols) in artists' "music platform-social media-offline tour" systems is still fragmented.

3 Research Methods

3.1 Case Study Method
3.1.1 Case Selection Criteria

This study selected three types of cases from 2019 to 2024 based on two principles: 1) Typicality: Cases that have
created industry benchmarks (e.g., highest-grossing tour); 2) Diversity: Covering three core scenarios of artist marketing
(album, tour, social issues). The specific cases are:

(1) Album marketing: Midnights (new album) and Fearless (Taylor's Version) (re-recorded album);

(2) Tour marketing: "Eras Tour";

(3) Social issue marketing: Women's rights advocacy (e.g., copyright dispute response, gender equality speeches).

3.1.2 Analysis Framework

For each case, the "background-actions-data-effect" chain was analyzed: 1) Background: Industry context and
marketing objectives; 2) Actions: Content design, channel selection, and fan activation measures; 3) Data: Streaming
volume, ticket sales, and UGC volume; 4) Effect: Economic benefits and brand value enhancement.

3.2 Content Analysis Method

3.2.1 Sample Selection

Official content: 300 samples from 2019 to 2024 (100 Instagram posts, 100 TikTok videos, 50 YouTube videos, 50 Twitter
topics), covering the three cases mentioned above.
UGC content: 500 samples from platforms with high Taylor-related activity (TikTok #TaylorSwift, YouTube cover
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channels, Instagram hashtags), selected using stratified sampling (100 samples per year).

3.2.2 Coding Design

Two coders independently completed coding, with a consistency test showing Kappa coefficient = 0.82 (>0.80),
indicating high reliability ™. The coding dimensions are:

(1) Content appeal: Divided into entertainment (music snippets, funny clips), emotion (growth stories, charity), concept
(women's rights, anti-bullying), and skill (creation behind-the-scenes);

(2) Communication characteristics: Recorded "time to 1 million views" and "non-fan repost ratio";

(3) Channel adaptation: Compared content length (e.g., TikTok < 60s vs. YouTube > 5min) and presentation form
(images vs. videos).

3.3 Data Analysis Method
3.3.1 Data Sources

(1) Core performance data: Album streams (Spotify/Apple Music official statistics), tour box office (Ticketmaster), and
UGC volume (TikTok Creator Studio/Social Blade);

(2) Communication data: Social media interaction volume (likes + comments + reposts) and engagement rate
(interaction volume/follower count).

3.3.2 Analysis Tools

Excel 2021: Descriptive statistics (average interaction volume, UGC proportion);
SPSS 26.0: Correlation analysis (to verify the relationship between content type and sales/UGC volume) and regression
analysis (to identify key influencing factors).

4 Case Analysis and Research Results

4.1 Case 1: Album Marketing - Dual Strategy for New and Re-recorded Albums
4.1.1 Case Background

The global music industry saw 67% of revenue come from streaming in 2024 ®, and album sales faced severe
challenges. Taylor launched two types of albums: Midnights (new original album, released in October 2022) and Fearless
(Taylor's Version) (re-recorded album, released in April 2021) to test different marketing logics.

4.1.2 Marketing Strategies and Data Performance

4.1.2.1 Midnights: "Puzzle-style" Content + Big Seed-Small Seed Combination

Content design: Adopted "entertainment + concept" appeal combination. From August to October 2022, Taylor
released 13 "midnight story snippets" on Instagram (emotional appeal), launched the #MidnightsMayhemWithMe
countdown campaign on TikTok (releasing 15-second music snippets + independent women's narratives, entertainment +
concept), and published a 10-minute behind-the-scenes video on YouTube (skill appeal) .

Channel strategy:

Big seed stage (1 month before release): Instagram/Twitter announced the album release date, achieving 3.97% and
1.64% engagement rates respectively

Small seed stage (2 weeks before release): Core fans in Reddit communities analyzed "story clues" and spread them to
non-fan groups, with a non-fan repost ratio of 41% .

Performance: Debuted at No. 1 on Billboard 200, with 300 million Spotify streams in a single day ™
#MidnightsMayhemWithMe achieved 50 million+ interactions within 24 hours ©'.

4.1.2.2 Fearless (Taylor’s Version): "Emotion + Concept" Content + Small Seed Priority

Content design: Focused on "emotion + concept" appeal. Released a "13-year growth documentary" on YouTube
(comparing 2008 and 2021 creation experiences, emotional appeal) and posted a long article on Twitter explaining the re-
recording motivation ("fighting for copyright autonomy", concept appeal) "\,

Channel strategy: Prioritized small seed strategy - first notified core fans via email, who then initiated the
#WeSupportTaylor campaign on Twitter, with the big seed strategy (TikTok promotion) launching only after the topic
trended.

Performance: Sold 291,000 copies in the first week, becoming the highest-selling re-recorded album in history ",
copyright-related UGC increased by 280% month-on-month &,

4.1.3 Key Findings
Content analysis showed that Midnights' "entertainment + concept" combination had the highest interaction volume

(11.95 million times), while Fearless (Taylor's Version)'s "emotion + concept” combination drove the highest UGC growth
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rate (280%). Correlation analysis confirmed that "entertainment + concept” content was most strongly correlated with
album sales (r=0.78, p<0.01), while "emotion + concept" content had the highest correlation with UGC volume (r=0.73, p
<0.01).

4.2 Case 2: Tour Marketing - "Eras Tour" as a "Super Economy"
4.2.1 Case Background

The global concert industry recovered rapidly in 2024, with top artist tours contributing 42% of live music revenue [9].
Taylor's "Eras Tour" (2023-2024) covered 149 shows in 5 continents, aiming to link album promotion, fan interaction, and
commercial monetization.

4.2.2 Marketing Strategies and Data Performance

4.2.2.1 Multi-Channel Content Integration

Online preheating (3 months before tour): Released 15-second era-themed clips on TikTok (e.qg., Fearless red dress +
1989 blue suit, visual symbol integration), posted tour setlist guesses on Instagram, and launched a "favorite era" vote on
Twitter, with total interactions exceeding 200 million ©',

Offline experience: Created "era-themed" concert segments (each corresponding to an album), designed red visual
elements (consistent with album covers) for costumes and stage settings, and initiated "friendship bracelet exchange"
among fans (emotional interaction) ©.

Post-event extension: Released The Eras Tour concert film (global box office 2.61 billion) and authorized Disney+ for
streaming rights (75 million) .

4.2.2.2 UGC Activation and Economic Effects

Triggering conditions: Taylor posted fan bracelet photos on Instagram and mentioned UGC creators in interviews (law
of key figures), and set up "UGC display screens" at concert venues (law of environmental power).

UGC performance: 500 UGC samples showed that tour-related content accounted for 32% (vlogs), 45% (covers), and
23% (secondary creation). Women's empowerment-themed secondary creation had the highest average playback volume
(2.3 million times) &.

Economic benefits: Total tour revenue reached 20.78 billion, with 5 billion from merchandise sales; single shows drove
local streaming volume growth by 42% ; UGC growth rate was significantly correlated with secondary ticket sales (r=
0.71, p<0.01), driving a 23% increase in ticket revenue ™.

4.2.3 Key Findings

The "Eras Tour" achieved multi-channel integration through three core points: 1) "Female empowerment" values
(consistent across social media, concerts, and films); 2) Red visual symbols (unified across costumes, stage, and
merchandise); 3) Era-themed content (adapted to different channels: short clips on TikTok, long documentaries on
YouTube). Correlation analysis showed that channel integration consistency was positively correlated with tour revenue (r
=0.81, p<0.001).

4.3 Case 3:Social Issue Marketing - Women's Rights Advocacy
4.3.1 Case Background

With the global #MeToo movement continuing, 68% of consumers expect public figures to express social attitudes ",
Taylor has long advocated for women's rights, such as opposing music platform unfair payment terms and speaking out
on gender equality.

4.3.2 Marketing Strategies and Data Performance

43.2.1 Content-Channel Matching

Conceptual content: Published an open letter on Twitter criticizing Apple Music's "3-month free trial without paying
artists" (2015), with 1.2 million retweets and Apple revising its policy within 24 hours "7,

Emotional content: Shared her sexual assault lawsuit victory story on Instagram (2017), with 8.7 million likes and 120,
000 supportive comments ©.

Entertainment content: Released the The Man music video (2020) on YouTube, satirizing gender double standards, with
100 million views in 48 hours and 350,000 related UGC ",

4.3.2.2 Brand Value Enhancement

Data performance: Women's rights-themed content increased fan retention rate by 18% ®), and brand favorability
among female audiences rose from 72% to 89% "¢

Long-term effect: Collaborations with female-centric brands (e.g., CoverGirl) increased by 40%, and Spotify's "female
empowerment playlist" featuring Taylor's songs gained 25 million followers "7,
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4.3.3 Key Findings

Social issue content mainly relies on "concept + emotion" appeal, with Twitter most suitable for conceptual content
(high repost rate: 12.3%), Instagram for emotional content (high comment rate: 8.7%), and YouTube for entertainment-
oriented conceptual content (high view duration: 4.2 minutes). Values-themed UGC accounted for 67% of total social
issue UGC, significantly higher than other themes (p<0.05).

5 Discussion

5.1 Content Appeal Combination Mechanism

The three cases confirm that Taylor's content appeal follows a "scenario-differentiated" logic: 1) New album promotion
prioritizes "entertainment + concept” (to attract broad audiences); 2) Re-recorded album promotion uses "emotion +
concept" (to activate core fans); 3) Social issue advocacy adopts "concept + emotion/entertainment” (to balance value
expression and dissemination). This aligns with Smith et al.'s "” finding that multi-dimensional content has higher
transmission efficiency, but further refines the combination model for different scenarios.

5.2 Seed Strategy-Channel Matching Logic

As shown in Figure 1, the matching follows a "stage-channel" principle:

Initial stage (information release): Big seed strategy on high-traffic platforms (Instagram/Twitter) to maximize coverage;

Growth stage (dissemination acceleration): Small seed strategy in private domains (Reddit/fan clubs) to drive fan-to-
non-fan diffusion;

Mature stage (depth interaction): Dual strategy combination (TikTok UGC + YouTube detailed content) to balance
breadth and depth.

This expands Watts' "' theory by clarifying the applicable scenarios of the two strategies in artist marketing.

5.3 UGCTriggering Conditions

The "Eras Tour" case verifies three core conditions: 1) Key figure guidance (Taylor mentioning UGC creators); 2) Content
adhesion (values resonance or emotional resonance); 3) Environmental support (offline interaction scenarios). This
supplements Campbell's [3] theory by identifying UGC triggering mechanisms specific to artist brands.

5.4 Multi-Channel Integration Balance

The study finds that balance is achieved through "core consistency + channel differentiation™: 1) Core consistency
(values: female empowerment; visual symbol: red); 2) Channel differentiation (TikTok: short entertainment content;
YouTube: long emotional/conceptual content; offline: interactive experience). This enriches Kotler's " integrated
marketing theory by proposing an artist-specific integration framework.

6 Conclusion

This study constructs a "content attraction-channel matching-fan participation" analytical framework based on three
core theories and verifies it through Taylor Swift's marketing cases. The key conclusions are:

(1) Content appeal combination shows scenario differentiation: "Entertainment + concept" is most effective for new
album promotion, "emotion + concept" for re-recorded albums, and "concept + emotion/entertainment” for social issue
advocacy.

(2) "Big seed-small seed" strategies match channels by stage: Big seed for initial information release (Instagram/
Twitter), small seed for growth-stage diffusion (private domains), and dual strategies for mature-stage interaction.

(3) UGC large-scale dissemination requires three conditions: key figure guidance, content adhesion (values/emotion),
and environmental support.

(4) Multi-channel integration balances unity and adaptability through "core consistency (values/visual symbols) +
channel differentiation (content form)".

This study enriches the theoretical system of personal brand marketing and provides practical references for artists and
public figures in the digital era.

7 Recommendations and Prospects for Future Research

7.1 Practical Recommendations

(1) For new artists: Prioritize "entertainment + concept” content on high-traffic platforms (TikTok/Instagram) to quickly



136 Kaiyan Shao

accumulate fans;

(2) For established artists: Use "emotion + concept" content to activate core fans during album re-releases or tour
promotions;

(3) For brand collaboration: Integrate core values (e.g., female empowerment) into multi-channel content to enhance
consistency and audience acceptance.

7.2 Research Prospects

(1) Sample expansion: Future studies can compare marketing strategies of different genre artists (e.g., pop vs. rock) to
verify the generalizability of the framework;

(2) Temporal dimension: Extend the research period to 5-10 years to analyze the long-term impact of content and
channel strategies on brand value;

(3) Cross-cultural perspective: Compare Taylor's marketing practices in Western and Eastern markets to explore the
influence of cultural contexts on strategy effectiveness;

(4) Technological integration: Explore how emerging technologies such as Al-generated content (AIGC) and virtual
concerts affect the "content-channel-fan" synergy mechanism.
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