
Hang with me
Fandom, brandom and the experiences and 

motivations of music fans

Jessica Edlom, PhD student Media and Communication, Communication strategist
Jenny Karlsson, PhD Business administration, CTF – Service Research Center

Karlstad University, Sweden

F i n a n c e d b y :



The social music industry
Due to digitalizaDon, markeDzaDon, globalizaDon
the music industry has adapted to condiDons of
the Internet and learned the benefits that social 
media provide (Baym, 2012; Choi & Burnes, 
2013; Wikström, 2009). 

Deeply dependent on high level of consumer
engagement/interacDon. AcDve, co-creaDve
audiences/fans are sought for and used to build
strong music brands (ArDeri, 2012; CarpenDer, 
2011) via transmedia storytelling and markeDng 
campaigns (Jenkins et al., 2013; Scolari, 2009; 
Zeiser, 2015 ).

Fan communities a central user-driven marketing 
strategy (Gamble et al. 2019). 



Fandom
Deep individual experience, and emotional connection
with an artist/brand, but the social aspect is central 
(Baym, 2018; Duffet, 2013 Jenkins, 1992). 
New ways of coming together. New hierarchies and new 
ways of manifesting fan status within the 
community/tribe (Galuszka, 2015; (Maffesoli, 1996; 
Adams and Smith (2008).



Aim and research questions

To develop an understanding of fans and fan communi4es as part of a 
music ar4st brand. Understand their value crea4on and mo4va4on. 

• How do a music brand and fans interact and co-create value 
within the realm of a music brand fan community?

• What are the fans’ mo4ves and incen4ves for and experiences of 
being part of a music brand fan community?



Brandom and brand communi5es
Brandom (Guschwan, 2012): 
From a management perspec9ve: the op9miza9on of the fan 
rela9onship in order to build the brand. Use fans in branding and 
transmedia marke9ng and seek to op9mize the rela9onship between 
the brand and fans. 

Brand community (McAlexander et al., 2002; Muñiz & O’Guinn, 2001; 
Schau et al., 2009):
“A specialized, non-geographically bound community, based on a 
structured set of social rela9onships among admirers of a brand” Muñiz
and O’Guinn (2001:412).
A “co-consuming group of people with a common interest in a specific 
brand that creates a parallel social universe (subculture) with its own 
myths, values, rituals, vocabulary and hierarchy” Cova et al. (2015:466).



Value creation processes
From value-in-exchange: when money is exchanged for products and 
services, which implies that value is produced by firms and consumed by 
customers. 

To value-in-use in customer’s own context: co-created in collaboration with 
customers as they subjectively experience, perceive, and determine value 
when using products and services (Grönroos, 2011; Vargo & Lusch, 2004, 
2008).

Value creation spheres (Grönroos and Voima, 2013) distinguish three 
spheres: 



Method

Combined research methodology in a single case study (Yin, 2009): 
Swedish music artist Robyn and her fan universe, focus on FB group
Konichiwa bitches, 2018–2020 (ongoing).

Digital ethnography (Pink et al 2018; Hine 2015)
Ethnographic approach facilitates getting close to and deeply understanding
the social space (Hine, 2015); Robyn’s fans and their value creation
processes. Mapping.

Following fans and fan communities online and offline.
• Survey (pilot study), 18 respondents.
• Qualitative semi-structured deep interviews with fans, 16 respondents.

Management: 4 respondents.
• Online: Participation in FB fan group, web content analysis

data collection, screen shots from FB, Instagram, Youtube.... 
Participation 5 online activites.

• Offline: Field study – going to concert/activity. 











Data analysis



Findings

Individual and collec-ve fan mo-va-ons, emo-ons, 
experiences, and ac-vity

Indestruc*ble—Experiencing and iden*fying with the ar*st

“It is about how Robyn makes you feel. It relates to her music—upbeat, 
honest, and emo*onal in a very posi*ve way”.



Show me love—Expressing fandom

“I want people to know, what I like, what statements of the 
artist I support.”

“Robyn has always been iconic fashion wise. A metrosexual 
woman. She dares to be different and that supports. 
This is a push for me to wear any clothes I want and that other 
should give a damn.”



Hang with me—Collec*ve fandom and mo*va*ons

“The feeling of being more like a friend makes you feel like you are part 
of the inner circle, not that it’s just general marke*ng to anyone” 

Helping, recommending and suppor2ng in Konichiwa Bitches



Online: danceparties, by fans and by Robyn herself. 
Spring 2020
Offline: Concert with Robyn at Skeppsholmen, 
Stockholm, August 2019.

Coming together – online and offline



Keep this fire burning—Individual and collec*ve fan ac*vity

“When I post in the group, I write something to talk about, to get 
people to interact about. I want to try to get people to bond”. 



Brand value perspec.ve 

Management: “We are so lucky to have them. They are doing it so 
well. Like on top of everything” 

Fans: “[Robyn] didn’t just create the group for marke*ng strategy 
reasons, I’m sure. She wanted there to be a group”. 

“It’s okay to get fans to do things for you [as an ar*st] as long as it’s 
nothing unpleasant. It’s ideal for mee*ng people and having a good 
*me.”



Discussion and contribu5ons

Distinction between brandom, fandom and joint sphere. Inspired by Grönroos and 
Voima’s model of value creation spheres (2013:141).



Brand perspec+ve: Understanding of fans and their value creaDon 
processes, enables creaDon of business strategies for posiDve fan experiences.
The brand community also serves the brand with fan work (emoDonal/ 
relaDonal labour) performed by the group, creaDng content and events, 
spreading informaDon.

Fan perspec+ve: Within the fan sphere, the fandom creates value for the 
fan both on an individual and a collecDve scale. A feeling of belonging and 
togetherness while also providing access to informaDon and the network. 

Migra+on (from brandom to fandom): What started as a value 
facilitaDon process by Robyn and her management team, with the purpose of 
encouraging communicaDon around the brand and culDvaDng fan 
engagement and value co-creaDon, has transformed into an acDve fan 
community with its own agency.
MigraDon is possible due to strong fandom, the arDst’s close connecDon to 
her fans. The brand management also allows the group to create and co-
create content in an open and uncontrolled way. Superfans as administrators 
strenghtens value co-creaDon. 



This study has contributed to the call 
for a better and more holistic 
understanding of fans and fan 
communities.  Gives the fans a voice in 
a time when both research and the 
media industry are focusing more and 
more on the data traces that audiences 
and fans leave.

Understanding of how brand 
communities may change over time
when fans are given a place to interact. 
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