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Abstract: In the global digital media landscape, independent artists face the challenge of building a cross-cultural personal brand
in an algorithm-driven social media environment. Understanding and adapting to algorithmic identity becomes key to increasing
international visibility and engagement. However, research in this area to identify the components involved in algorithmic identity
and their impact on audience engagement remains significant gaps. The study aimed to explore how customized content format,
characterized personal theme and personal interaction frequency through algorithmic identity influence audience engagement and
cross-cultural branding effectiveness, and to clarify the mediating role of engagement in an algorithmic platform environment in the
context of independent artists in Vietnam. Based on the Folk Theories of Algorithms and Engagement Theory, the authors used the
quantitative research method through a survey of 321 audience across various demographic characteristics. The findings reveal
that all three factors including customized content format, characterized personal theme and personal interaction frequency
positively influenced audience engagement, but only the first two had an indirect impact on cross-cultural branding effectiveness
through audience engagement. The research shows that independent artists need to design algorithm-friendly content, maintain
consistent personal themes, and engage strategically to increase cross-cultural brand engagement and effectiveness, as success in

the digital environment requires a combination of artistic creativity and understanding of platform behavior.
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1. INTRODUCTION

In the era of globalized digital communication, social
media platforms have emerged not only as powerful tools for
self-expression and content distribution but also as
algorithmically structured environments that shape how
identities are constructed, perceived, and disseminated. For
independent artists, particularly those from non-Western
contexts such as Vietnam, this presents both unprecedented
opportunities and complex challenges in building personal
brands that can transcend cultural boundaries. The process of
gaining global visibility is no longer governed solely by artistic
talent or cultural authenticity but increasingly by how well
artists can navigate the algorithmic logic of platforms like
TikTok, Instagram, and YouTube (Olaussen, 2024,
Srinivasan, 2024).

At the heart of this new digital ecology lies the concept of
algorithmic identity, which is a dynamic, data-driven
representation of the self, shaped by users’ behaviors and
interpreted by platform algorithms for the purposes of
visibility and categorization (Cheney-Lippold, 2011; 2017).
For independent artists, algorithmic identity is not merely a by-
product of online interaction but a strategic construct that
determines their discoverability, recommendation potential,
and engagement across diverse audiences. Unlike traditional
celebrities managed by agencies, independent artists must
personally curate and adapt their content format, storytelling

themes, and engagement styles to align with both platform
norms and audience expectations (Lo & Peng, 2022).

Simultaneously, the pressure to be globally recognizable
compels artists to engage in cross-cultural personal branding,
which is the process of crafting an identity that is locally rooted
yet globally resonant (Khedher, 2014; Saddour & Leclercq,
2023). This involves delicate negotiations between cultural
specificity and algorithmic legibility, between individuality
and trend alignment. For Vietnamese indie artists, who operate
in a linguistically and culturally distinct space, standing out on
global platforms requires mastering not only creative
production but also platform-native behaviors and engagement
strategies (Tsai & Men, 2017). While artistic identity remains
central, it must now be “optimized” through algorithmic
signals such as consistency, interaction frequency, and content
adaptability (Bishop, 2020; Kant, 2020).

Recent studies have explored how social media influencers
and creators use strategic content design, platform-specific
features, and interpersonal engagement to cultivate
transnational audiences (Levesque & Pons, 2023). However,
there remains a lack of empirical research examining how
these practices form measurable dimensions of algorithmic
identity and how such identities, in turn, affect the
effectiveness of cross-cultural branding. Moreover, few
studies have focused specifically on Southeast Asian
independent artists, whose visibility on global platforms often
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relies on grassroots content strategies rather than institutional
support.

This study addresses these gaps by examining the
relationship between algorithmic identity and cross-cultural
branding effectiveness, focusing on three key determinants as
customized content format, characterized personal theme, and
personal interaction frequency. The research also investigates
the mediating role of audience engagement, a pivotal factor in
sustaining global visibility and cultivating transnational fan
communities. Drawing on data collected from active social
media users familiar with Vietnamese independent artists, this
study aims to contribute to the growing literature on
algorithmic culture, personal branding, and global digital
identity formation. By focusing on the Vietnamese creative
scene, the study not only illuminates the challenges of cultural
translation in algorithmic systems but also offers insights into
how creative individuals from emerging markets can leverage
platform-specific strategies to build sustainable, cross-cultural
visibility. The research paper is structured into 5 parts
including introduction; conceptual framework and research
model; methodology; results and discussion; and implications
and conclusion.

2. CONCEPTUAL FRAMEWORK AND RESEARCH
MODEL

2.1 Algorithmic identity

The concept of algorithmic identity is an evolving term that
refers to the way digital platforms use algorithms to identify
and categorize users based on their behavior, interests, and
interactions (Cheney-Lippold, 2011). In the context of social
media, independent artists not only build personal brands for
the public, but also optimize their presence to fit content
distribution algorithms (Instagram, TikTok, YouTube...). This
strongly influences how they shape their content, personal
style, and engagement strategies to optimize global visibility.

Independent artists on social media are no longer in
complete control of their digital identities, but are forced to
constantly adapt to the logic of the algorithm to maintain their
visibility and reach a global audience (Olaussen, 2024).
Personal branding at this time is not simply about expressing
one’s artistic self, but also a strategy to adapt to the hidden
criteria in the platform’s content distribution system such as
consistency, video format, duration, posting frequency,
retention rate, etc. (Lo & Peng, 2022).

A particularly important aspect is the dynamic and
algorithmized nature of artist identity. According to Cheney-
Lippold (2017), algorithmic identities are soft identities that
are not fixed, shaped by the relationship between the individual
and the system. This makes artists, especially independent
artists, which do not have professional management system
and have to adjust their personal image and artistic content to
both maintain their own mark and be prioritized by the display
algorithm. For example, a Vietnamese indie artist can use
TikTok to introduce new music through short lyric videos,
incorporating popular trends to take advantage of the

recommendation algorithm. However, if they purely follow
trends, they can easily dissolve into the masses, blurring their
identity. On the contrary, if they stick to their own artistic style
without paying attention to how the algorithm works, they can
be limited in their coverage. This creates a tug-of-war between
the artist’s personality and algorithmic strategic calculations,
thereby forming a form of algorithmic curation, where the
artist becomes the simultaneous manager of both artistic
identity and performance (Srinivasan, 2024). From this
perspective, algorithmic personal identity is no longer a
passive element, but becomes a strategic tool in cross-cultural
personal branding (Kant, 2020). Especially in a global digital
environment where algorithms operate across borders, artists
can leverage the automated recommendation structures of
platforms to expand their international presence, provided they
understand and operate flexibly within that structure.

2.2 Determinants of algorithmic identity

Algorithmic identity is made up of behavioral and content
characteristics that social media algorithms can measure,
classify, and prioritize in content distribution (Cheney-
Lippold, 2011). Three factors as customized content format,
characterized personal theme and personal interaction
frequency are clear and measurable expressions of users on
digital platforms, thereby creating a unique algorithmic
fingerprint.

Customized content format is the way individuals or
organizations adjust the form, layout, and style of content on
digital platforms to suit personal characteristics, target
audience tastes, and the working mechanism of content
distribution algorithms. According to Khedher (2014) and
Labrecque et al. (2011), this is a core element in the process of
building a personal brand online, expressed through the choice
of color tone, content tempo, narrative style, use of visual
icons, and flexibility in video, image or story formats to attract
attention and retain followers. The content of customized
content format is not simply beautifying or formatting eye-
catching content, but is a strategic process to link the form of
expression with the personal message or personal value
proposition. According to Montoya & Vandehey (2008),
individuals must adjust their content format to both clearly
express their personal brand and adapt to the platform culture,
for example, short videos on TikTok will be different in speed,
captions, and visual cues compared to YouTube or Instagram.

The concept of a characterized personal theme can be
understood as the consistency and uniqueness in the personal
style, message, and visual symbols that an artist maintains
across social media platforms. This is not just a random choice
of style or content, but the process of building a narrative
identity, an identity told through personal stories, life
experiences, creative inspirations, and artistic perspectives
(McAdams & McLean, 2013). These elements create a
characteristic personal theme that helps the artist be easily
recognized and remembered by the community of followers.
In the digital environment, where artists compete for display
space on platforms such as TikTok or Instagram, shaping a
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characteristic personal theme also serves as a recurring visual
or linguistic cue. For example, artists often use a consistent
color scheme, unique fonts, emojis, or unique expressions as
part of their own style. According to Goffman (1959), the
performance of individuals in social spaces, whether real or
virtual, always involves choosing the image they want to show,
and artists on social networks are no exception to this logic. In
addition, personal themes often reflect the artist’s deep cultural
characteristics, social class, or beliefs. According to Marwick
& Boyd (2011), users, especially celebrities or “micro-
celebrities”, tend to build a carefully curated version of
themselves that is both authentic and highly narrative. These
themes not only help differentiate them from others, but also
create a consistent storyline, thereby maintaining the interest
of followers for a long time.

The concept of personal interaction frequency can be
understood as the frequency with which an individual interacts
with followers on social networks through behaviors such as
replying to comments, responding to messages, participating
in live streams, or using platform-specific engagement features
such as Q&A, duet, stitch on TikTok... According to van Dijck
(2013), these platform-native behaviors are not only social
connection tools but also algorithmic shaping, because they
contribute to improving the engagement index that platforms
such as Instagram, YouTube or TikTok use to determine the
visibility and distribution of content. Many studies have shown
that the frequency of personal interactions is one of the main
factors that make up algorithmically legible behavior, that is,
behavior that the platform can collect, measure and rank
(Bishop, 2020). Artists who maintain regular interactions
make their accounts viewed by the system as active agents,
which makes them more likely to be prioritized by the
algorithm in feeds and recommendations. From a user
experience perspective, Baym (2013) argues that direct
responses from artists to followers create an imagined
intimacy, allowing audiences to feel close to the artist, even
though the interaction takes place in an indirect digital
environment. This facilitates the formation and maintenance of
sustainable fan communities, while reinforcing the two-way
nature of social media communication that is characteristic of
the new media model (Boyd & Ellison, 2007). In short,
personal interaction frequency is not only a manifestation of
communication strategy but also an important component in
building algorithmic identity, which is based on measurable
performance indicators in the content distribution systems of
digital platforms.

2.3 Cross-cultural personal branding

Personal branding is the process by which an individual
positions himself or herself as a unique “brand” in order to
stand out in the public eye, the labor market, or the digital
community. According to Peters (1997), individuals also need
to learn to market themselves in the same way that corporate
brands build their image and values. Personal branding is not
only the way individuals present their external image, but also
a combination of their capabilities, core values, personal

stories, and the ability to communicate consistently across
different platforms (Rampersad, 2009). With the development
of social media platforms such as TikTok, Instagram,
YouTube, building personal brands has become more
accessible but also more competitive. Independent artists must
not only convey artistic image, but also strategically express
“individuality” to attract audiences and develop a community
of followers. According to Khedher (2014), effective personal
branding requires three core elements: consistency,
authenticity, and emotional connection.

Cross-cultural personal branding is a concept that describes
the process by which an individual builds, maintains, and
communicates his or her image, values, and artistic identity in
a way that can be recognized, understood, and sympathized
with by audiences from different cultures (Khedher, 2014;
Rampersad, 2009). This is a form of global self-positioning
ability (Saddour & Leclercq, 2023) that artists must develop in
the context of a digital environment that blurs national
boundaries, but also creates challenges in terms of cultural,
linguistic, aesthetic, and artistic value differences.

According to Gensler et al. (2013), personal branding is no
longer the absolute control of the creator but the result of the
interaction between the creator, the audience and the
algorithmic environment. This requires artists to adapt
flexibly, expressing specific cultural messages through forms
of expression that suit global tastes. For example, an artist can
combine Vietnamese folk music elements with a modern
visual style or tell a personal story in an accessible form such
as vlogs, visual storytelling or trend-based content. The
biggest challenge in building a cross-cultural personal brand is
how to avoid over-localization, which makes it difficult for
content to spread internationally, or over-globalization which
causes the loss of a distinct identity (Tsai & Men, 2017).
Therefore, the effectiveness of cross-cultural personal
branding depends heavily on choosing the right content
format, maintaining a distinctive personal theme, and
enhancing the level of personalized engagement with the
audience, thereby creating a sustainable bond that can easily
be converted into a global brand identity.

Many studies also show that the ability to engage two-way,
for example through comments, livestreams, direct responses,
or using fan-generated content, acts as a catalyst to promote
cross-cultural reach (Khamis et al., 2017). This engagement
not only creates a loyal community but also helps artists better
understand the perceptions, expectations, and cultural norms
of international audiences, thereby adjusting their personal
branding strategies accordingly.

2.4 Hypothesis development

This research is built on two foundational theories as Folk
theories of algorithms (Ytre-Arne & Moe, 2020) and
Engagement Theory (Hollebeek et al., 2014). Folk theories of
algorithms are semi-intuitive inferences, personal experiences,
and observations from users of digital platforms that explain
how algorithms work, despite the lack of formal technical
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understanding. These theories are not necessarily precise, but
have a significant practical impact on user behavior.
Accordingly, it provides a theoretical foundation to explain
how independent artists perceive and adjust their behavior on
social media to adapt to algorithms. These informal but
common perceptions influence factors such as content format,
personal theme, and frequency of interaction, which contribute
to the formation of algorithmic identity. Together with
audience engagement, this identity is a determinant of cross-
cultural personal brand effectiveness. Besides, the cognitive—
affective—behavioral model through the Engagement Theory,
which further explains the mediating role of Audience
Engagement. When artists tailor content, they are activating all
three dimensions of cognitive, affective, and behavioral
engagement. Recent studies such as Levesque & Pons (2023)
also confirm that engagement can be measured by followers
interacting, sharing, feeling close to, and responding to artists’
content. This suggests that engagement is not only a
consequence of content strategy but also an important
mediating condition that promotes personal brand
effectiveness.

In the social media environment, content format plays an
important role in navigating interactions and exposure.
According to Labrecque et al. (2011), content format
customization, including the choice of visual style, color,
sound, video speed, or language, not only helps express
personal personality but also facilitates creators to better adapt
to the content distribution mechanism of the algorithm.
Khedher (2014) and Montoya & Vandehey (2008) also
emphasized that content needs to be “formatted” to both reflect
personal branding and fit the platform culture. In addition to
brand recognition, Tafesse & Wood’s (2023) experiment on
Instagram shows that content format and presentation factors
significantly influence the level of follower engagement,
which is an important indicator in the platform’s content
distribution priority mechanism. Based on these findings, the
authors proposed the following hypothesis:

H1: Customized content format has a positive impact on
audience engagement.

Characterized personal theme refers to the consistency and
uniqueness in personal style, message, and visual symbolism
that an artist maintains across social media platforms.
According to McAdams & McLean (2013), constructing a
narrative identity through life stories, creative inspirations, and
artistic perspectives is a way to create a distinctive personal
theme that helps the artist be easily recognized and
remembered by followers. Goffman (1959) also emphasized
that the image that an individual presents on social media is
not just a random expression but a strategic choice to position
oneself in social space. Empirical studies such as that of
Marwick & Boyd (2011) show that celebrities or micro-
celebrities often construct a carefully crafted version of
themselves that is both authentic and highly narrative, which
not only differentiates them but also maintains the long-term

interest of their fan communities. Based on these findings, the
authors proposed the following hypothesis:

H2: Characterized personal theme has a positive impact on
audience engagement.

Personal interaction frequency refers to the frequency with
which artists interact directly with their followers on social
media platforms through actions such as replying to
comments, responding to messages, livestreaming, or using
platform-specific features such as Q&A, duet, and stitch on
TikTok. Van Dijck (2013) points out that these interactive
behaviors are not only tools for social connection but also play
an important role in shaping and strengthening content
distribution algorithms, as they improve engagement metrics,
a factor that determines visibility on Instagram, YouTube,
TikTok, etc. Bishop (2020) also emphasizes that frequent
personal interaction behavior is one of the typical
manifestations of “algorithmically legible behavior” (behavior
that is recorded, measured, and ranked by algorithms). Baym’s
(2013) research shows that direct feedback from artists creates
a sense of imagined intimacy, helping audiences feel closer
even though the interaction takes place in an indirect digital
environment, thereby strengthening a sustainable fan
community. In addition, research by Khamis et al. (2017) also
demonstrates that two-way interaction is a factor that promotes
the expansion of cultural influence, while helping artists adjust
their personal branding strategies based on diverse feedback
from international audiences. Thus, the frequency of personal
interaction is not only a communication strategy but also a core
component of algorithmic identity, thereby indirectly affecting
the effectiveness of cross-cultural personal branding. Based on
these findings, the authors proposed the following hypothesis:

H3: Personal interaction frequency has a positive impact on
audience engagement.

Audience engagement is not only a quantitative indicator
(number of likes, comments, shares), but also reflects the depth
of emotional connection, active participation and empathy of
the audience with the artist on the digital platform. In a cross-
cultural environment, engagement is the basis for forming
cultural resonance, which is the ability of the artist's content to
resonate with many different cultures (Khamis et al., 2017).
Katz & Crocker (2015) argue that high engagement is a sign
of cultural accessibility, which helps personal brands
overcome language barriers and aesthetic differences. In
particular, research by Jin et al. (2019) demonstrates that
highly engaged followers often develop a personal attachment
to the artist, leading to sharing of content and expanding reach
through their own social networks, which is a form of organic
reach beyond the local scope. In the context of globalization,
high levels of engagement also help artists adjust their personal
messages based on feedback from different cultural groups,
thereby building a personal image that is more suitable for
international tastes (Tsai & Men, 2017). In addition, empirical
evidence from Lim et al. (2023) shows that active audience
participation plays a mediating role in transforming social
media presence into a valuable and recognizable personal
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brand across cultures. From the above analysis, it can be
concluded that engagement is not only an expression of
interest, but also a factor that promotes the process of building
an effective personal brand in a multicultural environment.
Recent empirical studies (Fan et al., 2023; Mohamed, 2025)
have also shown that when content has culturally significant
elements or culturally appropriate storytelling, audience
engagement increases, viewers feel more connected to the
content, thereby enhancing brand trust and recognition across
different cultures. Based on these findings, the authors
proposed the following hypothesis:

H4: Audience engagement has a positive impact on cross-
cultural branding effectiveness.

Customizing content formats is not only a tool to express
personal identity but also plays an essential role in activating
audience engagement. According to Tafesse & Wood (2023),
the effectiveness of content campaigns on Instagram depends
heavily on technical factors such as image composition, video
pacing, and visual information arrangement. These factors
create a compelling visual experience, contributing to
increased viewer attention and engagement. Similarly, Casal6
et al. (2020) found that format factors such as creativity and
visualization of content are closely related to engagement,
which in turn creates personal brand loyalty. In a global digital
environment, engaging viewers becomes the starting point for
developing personal brands across borders, as engagement is a
prerequisite for cultural diffusion, sharing, and empathy (Lim
etal., 2023).

A distinctive and consistent personal theme helps
audiences easily identify and create an emotional connection
with the artist. According to McAdams & McLean (2013),
retelling personal experiences in the form of stories helps build
narrative identity, which in turn drives public response and
interaction. Marwick & Boyd (2011) also pointed out that
micro-celebrities use carefully curated personal images to
maintain engagement and increase audience association.
Meanwhile, empirical research from Gvili & Levy (2019)
shows that consistency in content themes leads to higher levels
of engagement, especially when creators tell personal stories
that are tied to cultural values or heritage. It is the engagement
that is evoked from these unique personal themes that acts as
an important bridge to effectively convey personal brand
messages to cross-cultural communities.

The frequency of personal interactions is one of the key
factors that creates a sense of closeness between artists and
followers. Baym (2013) calls this “intimacy at a distance,” a
state of imagined intimacy that audiences feel through
behaviors such as replying to comments, live streaming, or
sharing fan-generated content. Recent studies (Bishop, 2020;
Jin et al., 2019) demonstrate that higher levels of two-way
interactions lead to higher levels of engagement, which in turn
increases loyalty and the likelihood of sharing content. In the
context of cross-cultural personal branding, engagement is not
just about increasing interactions, but also about creating a
dialogue environment that helps artists better understand the

expectations, norms, and responses of international audiences
(Khamis et al., 2017). Therefore, frequent personal interaction
can indirectly promote cross-cultural personal branding
effectiveness through the mediation of engagement. Based on
these findings, the authors proposed the following hypotheses:

H5a: Audience engagement mediates the relationship between
customized content format and cross-cultural branding
effectiveness.

H5b: Audience engagement mediates the relationship between
characterized personal theme and cross-cultural branding
effectiveness.

H5c: Audience engagement mediates the relationship between
personal interaction frequency and cross-cultural branding
effectiveness.

Customized Characterized Personal
Content Format Personal Theme Interaction
Frequency
Audience
Engagement

A 4

Cross-Cultural
Branding
Effectiveness

Figure 1: Proposed research model
3. METHODOLOGY
3.1 Research design and measurement

To examine the hypotheses related to Customized Content
Format (CCF), Characterized Personal Theme (CPT), Personal
Interaction Frequency (PIF), Audience Engagement (AUE),
and Cross-Cultural Branding Effectiveness (CBE), this study
used a quantitative survey method through a questionnaire
based on scales that have been tested in previous studies. The
questionnaire consists of the following parts: (1) screening
questions to ensure appropriate subjects; (2) items measuring
research variables; (3) demographic information. All items in
the scale content section are rated on a 5-point Likert scale,
from 1 = “Strongly disagree” to 5 = “Strongly agree”.

To ensure content validity and theoretical consistency, all
constructs in this study were measured using established multi-
item scales adapted from previous empirical research.
Customized Content Format (CCF) was measured with 5 items
adapted from Bazi et al. (2023), focusing on visual design,
layout quality, and platform-specific content formatting
(image/video effects, post structure...). Characterized
Personal Theme (CPT) was assessed using 5 items drawn from
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Lee & Eastin (2021), which evaluated dimensions of
uniqueness, sincerity, and consistent self-expression across
digital platforms. Personal Interaction Frequency (PIF)
included 4 items based on Levesque & Pons (2023), measuring
two-way behavioral interactions such as replies, live sessions,
and use of platform-native engagement tools (Q&A, duet,
stitch...).

The mediating variable, Audience Engagement (AUE),
was evaluated through a comprehensive 5-item scale capturing
cognitive, affective, and behavioral engagement dimensions,
also based on Levesque & Pons (2023). For example, “I
usually respond/comment when the influencer asks”, “I feel
attached/affectionate towards the influencer”, “I share the
influencer’s content with other friends/followers”, “I watch the
video/post in full or in part”... Lastly, Cross-Cultural Branding
Effectiveness (CBE) was measured using 4 items adapted from
Pontinha & do Vale (2020), assessing aspects such as global
recognition, cultural relatability, international content sharing,
and perceived brand coherence across audiences from different
cultural backgrounds. This scale addresses the positive,
emotional, loyal, and connected components of a brand across
different cultures. For example: “I feel attached to the
brand/content”; “I will continue to follow/speak well of this
artist”, “I share the artist’s content because I like it”.

3.2 Sample and data collection

To examine the relationships between customized content
strategies, audience engagement, and cross-cultural branding
effectiveness among independent artists on social media, this
study employed a structured online survey targeting
Vietnamese digital audiences. Data were collected over a
three-week period during the third quarter of 2025. A total of
326 responses were received, of which 321 valid responses
were retained after data screening and cleaning procedures. To
enhance the representativeness of the sample, a stratified
sampling method was adopted. Respondents were stratified by
gender (male, female, other), age group (under 25, 25-35,
above 35), and social media usage intensity (light users: less
than 2 hour/day; moderate users: 2-5 hours/day; heavy users:
more than 5 hours/day). This ensured the inclusion of
participants with diverse social media behavior and
demographic backgrounds relevant to the research context.

The questionnaire consisted of three main sections: (1)
screening questions to confirm prior exposure to independent
artists on platforms such as TikTok, Instagram, or YouTube;
(2) measurement scales for key constructs; and (3)
demographic information. In addition to gender and age,
respondents provided information about their educational
level, occupation, and preferred content formats (e.g., short
videos, livestreams, storytelling-based posts). The sample's
demographic diversity and varying degrees of digital media
engagement provided a robust basis for exploring the
determinants of algorithmic identity and their impact on cross-
cultural personal branding strategies in the Vietnamese
independent creative industry. The analysis method will use
PLS-SEM to test the reliability, convergent validity,

discriminant validity and significance of the hypotheses,
especially testing the mediating effect of audience
engagement.

4. RESULTS AND DISCUSSION
4.1 Descriptive statistic results

The sample consisted of 321 valid responses, representing
a diverse population of social media users relevant to the
context of personal branding and audience engagement.
Gender distribution was relatively balanced, with female
respondents accounting for 52.0% and male respondents
making up 45.8%, while 2.2% chose not to disclose or
identified as other genders. This balanced distribution ensures
representativeness in gendered perspectives on social media
interaction.

Table 1: Demographics of respondents

Demographics Frequency Pe(zﬁoe)nt

Male 147 45.8

Gender Female 167 52.0
Prefer not to say 7 2.2

Under 25 102 31.8

Age 25-35 143 44.5

Above 35 76 23.7

) High school 41 12.8

Eg\lj:iat'onal College/ University 211 65.7

Postgraduate 69 21.5

Student 87 27.1

- Evrg]r[i(lg)?/ee/ Office 154 48.0

Occupation Freelancer/Artist/ 41 128
Content Creator '

Other 39 12.1

Light (< 2 hour/day) 46 14.3

Vi pedeee®S | ses

Usage

J r';'(fjé‘,’ d(;yf 112 34.9

Short videos 201 62.6

Ef:zrr]‘:d Livestreams 49 15.3

Format Photo-based posts 33 10.3

Long-form video 38 11.8

Total 321 100

In terms of age, the largest group of participants fell within
the 25-35 age bracket (44.5%), followed by respondents under
25 (31.8%), and above 35 (23.7%). This suggests a young to
mid-adult demographic dominates the dataset, consistent with
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typical active social media user profiles (Statista, 2024). For
educational background, a significant portion held college or
university degrees (65.7%), while 21.5% had postgraduate
qualifications, and 12.8% completed high school education.
This indicates a relatively educated sample, potentially with
high media literacy and awareness of branding strategies. In
terms of occupation, nearly half of the respondents (48.0%)
were employees or office workers, with students (27.1%) and
freelancers/content creators (12.8%) also prominently
represented. The presence of individuals directly involved in
digital content creation provides contextual richness for the
study of personal branding dynamics.

Regarding social media usage, the majority reported
moderate daily usage (2-5 hours/day, 50.8%), followed by
heavy users (>5 hours/day, 34.9%), and light users (<2
hour/day, 14.3%). These figures support the selection of social
media as a central context for the study.

Regarding preferred content format, short videos were the
most popular, favored by 62.6% of respondents. This was
followed by livestreams (15.3%), long-form videos (11.8%),
and photo-based content (10.3%). The overwhelming
preference for short-form content highlights the significance
of algorithm-driven platforms like TikTok and Instagram in
shaping user interaction and identity performance.

4.2 Reliability and validity assessment

To examine the reliability and the validity of the
measurement scales, the authors used the outer loadings with
above 0.7 standard. The results point out that all outer loadings
of items were in the range of 0.718 to 0.898, which shows the
quality of the observed variables.

Table 2: Reliability and convergent validity of constructs

Average

Cronbach's rho A Composite | Variance

Alpha = Reliability | Extracted
(AVE)
AUE 0,886 0,886 0,917 0,690
CBE 0,898 0,921 0,929 0,765
CCF 0,836 0,853 0,882 0,599
CPT 0,865 0,880 0,902 0,648
PIF 0,883 0,885 0,920 0,741

Table 2 then presents the reliability and convergent validity
results of the measurement model. All constructs exhibited
strong internal consistency, with Cronbach’s Alpha and
Composite Reliability values exceeding the recommended
threshold of 0.7 (Nunnally & Bernstein, 1994; Hair et al.,
2019). For example, Audience Engagement (o = 0.886, CR =
0.917), Cross-Cultural Branding Effectiveness (a = 0.898, CR
= 0.929) all demonstrated high reliability. In terms of

convergent validity, all Average Variance Extracted (AVE)
values were above 0.5, indicating that the constructs explained
a sufficient proportion of variance in their indicators. These
findings confirm that the measurement scales used in the study
are both reliable and valid.

To assess the discriminant validity between the constructs
in the model, two methods are used: the Heterotrait—Monotrait
(HTMT) scaling coefficient and the Fornell-Larcker criterion.
As proposed by Henseler et al. (2015), the conservative
acceptance threshold for the HTMT index is 0.85. The results
from Table 3 show that all HTMT values between pairs of
variables are lower than this threshold, demonstrating that the
discriminant validity is satisfactory. Specifically, the highest
HTMT value is between the two variables CBE and PIF with
a coefficient of 0.748, still within the allowable limit. The
remaining pairs such as between CPT and CCF have low
values (0.154), indicating a clear separation between the
concepts in the model.

Table 3: Heterotrait-Monotrait Ratio (HTMT)

AUE | CBE | CCF | CPT | PIF

AUE

CBE | 0,170

CCF | 0,324 | 0,101

CPT | 0,396 | 0,097 | 0,154

PIF | 0,353 | 0,748 | 0,093 | 0,225

Table 4: Fornell-Larcker Criterion

AUE | CBE | CCF | CPT PIF

AUE | 0,830

CBE | 0,155 | 0,874

CCF | 0,293 0,774

0,058

CPT | 0,359 | 0,090 | 0,145 | 0,805

PIF | 0,313 | 0,666 | 0,086 | 0,202 | 0,861

In addition, the Fornell-Larcker criterion is also used as
an additional method to confirm the discriminant validity.
This criterion requires that the square root of the average
variance extracted (\/AVE) of each variable (diagonal value)
must be larger than all the correlation coefficients between
that variable and other variables (off-diagonal values). The
results in Table 4 confirm that all the values on the diagonal
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are larger than the corresponding off-diagonal values. For
example, the variable AUE has a VAVE of 0.830, which is
higher than all the remaining correlation coefficients in the
row and column. Similarly, the remaining variables such as
CBE (0.874), CCF (0.774), CPT (0.805) and PIF (0.861) all
meet the comparison requirements.

4.3 Structural measurement assessment and PLS-SEM
result

To evaluate the proposed hypotheses concerning the
influence of content personalization and audience dynamics
on cross-cultural branding effectiveness (CBE), this study
employed Partial Least Squares Structural Equation Modeling
(PLS-SEM) using SmartPLS 3, based on 321 valid responses.
A bootstrapping procedure with 5,000 resamples was used to
assess the significance of the path coefficients, with results
summarized in Table 5.

Table 5: Structural equation modelling results

Standard T P
Deviation | Statistics

Original
Sample

Sample
Mean

Hypothesis
Values |conclusion

CCF
>
AUE

0,232 0,239 0,058 4,007 0,000

Accepted

CPT
>
AUE

0,278 0,278 0,048 5,848 0,000

Accepted

PIF -

AUE

0,237 0,242 0,060 3,944 0,000

Accepted

AUE
>
CBE

0,155 0,164 0,067 2,320 0,021

Accepted

CCF
->
AUE
->
CBE

0,036 0,038 0,016 2,251 0,025

Accepted

CPT
>
AUE
->
CBE

0,043 0,045 0,018 2,365 0,018

Accepted

PIF -

AUE
->
CBE

0,037 0,043 0,025 1,468 0,143

Rejected

The analysis revealed that Customized Content Format
(CCF) has a statistically significant and positive effect on
Audience Engagement (AUE) (B = 0.232, t = 4.007, p <
0.001), thereby supporting Hypothesis H1. This suggests that
tailoring content formats to suit audience preferences plays an
important role in capturing attention and promoting deeper
interaction. Similarly, Characterized Personal Theme (CPT)
demonstrated a strong positive influence on AUE (B = 0.278,
t = 5.848, p < 0.001), validating Hypothesis H2. The result
highlights how consistency in personal branding and thematic
identity enhances relatability and emotional connection with
the audience. Additionally, Personal Interaction Frequency
(PIF) was found to significantly affect AUE (B = 0.237, t =
3.944, p < 0.001), confirming Hypothesis H3, and
underscoring the importance of regular, meaningful
interaction in fostering audience loyalty and engagement.

In terms of outcomes, Audience Engagement (AUE)
positively influenced Cross-Cultural Branding Effectiveness
(CBE) (B = 0.155, t=2.320, p = 0.021), thereby supporting
Hypothesis H4. This indicates that when audiences are
actively engaged through personalized content and
interaction, they are more likely to respond favorably to cross-
cultural brand communication, especially in diverse and
dynamic digital spaces.

Regarding the mediating role of AUE, the analysis found
that AUE mediates the relationship between CCF and CBE
(indirect effect: f = 0.036,t=2.251, p = 0.025), and between
CPT and CBE (B = 0.043, t = 2.365, p = 0.018), supporting
Hypotheses H5a and H5b, respectively. These findings
indicate that the positive effects of content customization and
thematic consistency on branding effectiveness are partly
channeled through audience engagement. However, the
mediating effect of AUE between PIF and CBE was not
significant (f = 0.037, t = 1.468, p = 0.143), leading to the
rejection of Hypothesis H5c. This suggests that while
personal interaction frequency enhances engagement, it may
not directly contribute to improved cross-cultural branding
outcomes through engagement alone.

Collectively, these findings provide empirical support for
the importance of content personalization strategies and
audience engagement mechanisms in enhancing branding
effectiveness in multicultural contexts. They also underline
the nuanced role of mediation, where not all forms of
engagement necessarily translate into branding success.
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Figure 2: PLS Bootstrapping model

5. IMPLICATIONS AND CONCLUSION

The research makes a valuable contribution to the Folk
Theories of Algorithms (Ytre-Arne & Moe, 2020) by
clarifying how Vietnamese independent artists on social
media form and apply informal beliefs about algorithmic
mechanisms to regulate their content behavior. Three content
strategy factors as customized content format, characterized
personal theme and personal interaction frequency were
shown to significantly influence audience engagement,
suggesting the presence of algorithmic consciousness in
content creation. This aligns with Ytre-Arne & Moe’s
argument that users, despite lacking formal technical
knowledge, still develop the folk theories to navigate content
visibility. Notably, these folk theories appear not only as
interpretative frameworks but also as intentional behavior
patterns aimed at optimizing for algorithmic visibility, thus
contributing to the notion of algorithmic identity, which is a
digital self constructed to be favored by algorithms.

. aa .

Moreover, this study extends Engagement Theory
(Hollebeek et al., 2014) into the context of cross-cultural
personal branding in algorithmically mediated environments.
The findings confirm that audience engagement in turn
mediates the relationships between customized content format
as well as characterized personal theme and cross-cultural
branding effectiveness, which indicates that engagement is
not merely an outcome of strategic content creation but a key
mechanism through which self-positioning is converted into
cross-cultural brand effectiveness. However, the absence of a
mediating effect from audience engagement in the
relationship between personal interaction frequency and
cross-cultural branding effectiveness suggests that while
frequent interactions enhance engagement, they may not
directly strengthen international branding outcomes through
this path. This nuance highlights the asymmetric role of
engagement in translating various types of content strategies
into brand value and suggests that not all engagement
mechanisms equally contribute to global brand recognition.

In terms of practical implications, the findings offer
meaningful and actionable guidance for independent artists
and personal content creators operating within the highly
competitive and algorithm-driven environment of social
media. Firstly, the results emphasize the importance of
strategically designing content that aligns with platform
algorithm preferences, such as leveraging short-form videos,
utilizing high-quality visuals, experimenting with diverse
media formats, and participating in trending topics or viral
challenges. These practices not only improve content
visibility but also foster stronger audience engagement by
meeting both algorithmic priorities and user expectations.
Creators who are able to speak the language of the platform
increase their chances of algorithmic amplification and
discoverability, especially in crowded digital spaces.

Secondly, maintaining a distinctive and consistent
personal theme emerges as a key factor in strengthening
personal brand identity. A coherent narrative or aesthetic
across posts not only enhances audience recognition and
loyalty but also increases the likelihood of being consistently
categorized and promoted by recommendation systems. This
consistency helps foster emotional connections with
audiences and builds long-term brand equity, particularly
when creators position themselves clearly within niche
interests or cultural expressions. It also allows for greater
authenticity, which has become a critical currency in the
digital branding ecosystem.

Thirdly, while frequent interaction with audiences such as
replying to comments, hosting livestreams, conducting Q&A
sessions, or participating in user-generated content, is
positively associated with increased engagement, the findings
suggest that such interactions alone may not directly translate
into improved cross-cultural branding effectiveness. This
implies that personal interaction must be embedded within a
broader, strategic content framework that prioritizes not just
connectivity but purposeful positioning and storytelling.
Simply being responsive or active is not sufficient; interaction
must be aligned with an overarching brand strategy to yield
meaningful branding outcomes, especially when targeting
diverse or international audiences.

Overall, the success of personal branding in an algorithm-
dominated environment requires a dual mastery of artistic
authenticity and algorithmic literacy. Independent artists must
move beyond the notion that content quality alone determines
success, recognizing instead that visibility and engagement
are co-shaped by platform mechanisms and user behavior.
This calls for a more intentional approach to content creation,
where creators act as both storytellers and strategists. In turn,
social media platforms can draw on these findings to refine
their recommendation systems and creator tools, encouraging
creators to build clear, compelling digital identities while
facilitating more authentic and meaningful engagement with
audiences across cultural and geographic boundaries.

Although the study makes many contributions, some
limitations should be acknowledged. First, the data were
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collected from a group of users and independent artists mainly
in Vietnam, so the ability to generalize to other cultural
contexts or platforms is still limited. Second, the study used a
self-reported survey method, so it may be affected by
cognitive bias or social desirability bias. In the future, studies
should expand to artists or influencers from many countries,
or many different groups of artists to test the universality of
the model. In addition, the use of actual behavioral data from
social media platforms, such as actual interactions, video
viewing time, or algorithmic responses would provide more
in-depth and objective insights. Qualitative studies can also
delve into the process of building folk theories, directly
exploring how artists and users read algorithms in their daily
creative lives.

6. ACKNOWLEDGMENT
None
7. REFERENCES

Baym, N.K. (2013). Data not seen: The uses and shortcomings
of social media metrics. First Monday, 18.

Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content
aesthetic quality and customer engagement: The mediating
role of entertainment and impacts on brand love and loyalty.
Journal of Business Research, 160, 113778.

Bishop, S. (2020). Algorithmic Experts: Selling Algorithmic
Lore on YouTube. Social Media + Society, 6(1).

Boyd, D.M., & Ellison, N. B. (2007). Social network sites:
Definition, history, and scholarship. Journal of Computer-
Mediated Communication, 13(1), 210-230.

Casalo, L.V., Flavian, C., & lbafez-Sanchez, S. (2020).
Influencers on Instagram: Antecedents and consequences of
opinion leadership. Journal of Business Research, 117, 510-
519.

Cheney-Lippold, J. (2011). A New Algorithmic Identity: Soft
Biopolitics and the Modulation of Control. Theory, Culture &
Society, 28(6), 164-181.

Cheney-Lippold, J. (2019). We are Data: Algorithms and the
Making of Our Digital Selves. European Journal of
Communication, 34(1), 114.

Fan, F., Chan, K., Wang, Y., Li, AY., & Prieler, M. (2023).
How influencers’ social media posts have an influence on
audience engagement among young consumers. Young
Consumers: Insight and ldeas for Responsible Marketers,
24(4), 427444,

Gensler, S., Volckner, F., Liu-Thompkins, Y., & Wiertz, C.
(2013). Managing brands in the social media environment.
Journal of Interactive Marketing, 27(4), 242—-256.

Goffman, E. (1959). The Presentation of Self in Everyday Life.
Garden City, NY: Doubleday-Anchor.

Gvili, Y., & Levy, S. (2019). Consumer engagement in sharing
brand-related information on social commerce: the roles of
culture and  experience.  Journal of  Marketing
Communications, 27(1), 53-68.

Hair, J., Risher, J., Sarstedt, M., & Ringle, C. (2019). When to
use and how to report the results of PLS-SEM. European
Business Review, 31(1), 2-24.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A New
Criterion for Assessing Discriminant Validity in Variance-
Based Structural Equation Modeling. Journal of the Academy
of Marketing Science, 43, 115-135.

Hollebeek, L.D., Glynn, M.S., & Brodie, RJ. (2014).
Consumer Brand Engagement in  Social Media:
Conceptualization, Scale Development and Validation.
Journal of Interactive Marketing, 28(2), 149-165.

Jin, S. V., Mugaddam, A., & Ryu, E. (2019). Instafamous and
Social Media Influencer Marketing. Marketing Intelligence
and Planning, 37, 567-579.

Kant, T. (2020). Making it personal: Algorithmic
personalization, identity, and everyday life. Oxford University
Press.

Katz, J. E., & Crocker, E. T. (2015). Selfies and Photo
Messaging as Visual Conversation: Reports from the United
States, United Kingdom and China. International Journal of
Communication, 9, 1861-1872.

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding,
‘micro-celebrity’ and the rise of Social Media Influencers.
Celebrity Studies, 8(2), 191-208.

Khedher, M. (2014). Personal Branding Phenomenon.
International Journal of Information, Business and
Management, 6, 29-40.

Khedher, M. (2015). An Inspiring Resource for Developing
Personal Branding Phenomena. The Marketing Review, 15(1),
117-131.

Labrecque, L., Markos, E., & Milne, G. (2011). Online
Personal Branding: Processes, Challenges, and Implications.
Journal of Interactive Marketing, 25(1), 37-50.

Lee, J.A., & Eastin, M.S. (2021). Perceived authenticity of
social media influencers: scale development and validation.
Journal of Research in Interactive Marketing, 15(4), 822-841.

Levesque, N., & Pons, F. (2023). Influencer Engagement on
Social Media: A Conceptual Model, the Development and
Validation of a Measurement Scale. Journal of theoretical and
applied electronic commerce research, 18(4), 1741-1763.

Lim, Y.S.,, Ng, T.H, Lam, M.S., & Tan, S.Y. (2023).
Communication in the 21st Century: The Effect of Internet
Celebrity as the Communication Source in Influencing
Generation Z Purchase Intention. Jurnal Komunikasi:
Malaysian Journal of Communication, 39(4), 507-522.

L./
www.ijeais.org/ijaafmr

117



International Journal of Academic Accounting, Finance & Management Research(lJJAAFMR)

ISSN: 2643-976X
Vol. 9 Issue 10 October - 2025, Pages: 108-118

Lo, F-Y., & Peng, J-X. (2022). Strategies for successful
personal branding of celebrities on social media platforms:
Involvement or information sharing?. Psychology &
Marketing, 39(2), 320-330.

Marwick, A., & Boyd, D. (2011). To See and Be Seen:
Celebrity Practice on Twitter. Convergence: The International
Journal of Research into New Media Technologies, 17, 139-
158.

McAdams, D.P., & McLean, K.C. (2013). Narrative Identity,
Current Directions in Psychological Science, 22(3), 233-238.

Mohamed, K.M.M. (2025). Visual storytelling and cultural
connection in GCC social media advertising. Frontiers in
Communication, 10, 1584156.

Montoya, P. and Vandehey, T. (2008) The Brand Called You:
Create a Personal Brand That Wins Attention and Grows Your
Business. McGraw-Hill, New York.

Nunnally, J.C., & Bernstein, I.H. (1994). The Assessment of
Reliability. Psychometric Theory, 3, 248-292.

Olaussen, M.V. (2024). The Rhythms of Platformization:
Exploring Algorithmic Influence on the Practices of Music
Artists. Master’s thesis in Digital Culture Department of
Linguistics, Literary and Aesthetic Studies University of
Bergen.

Peters, T. (1997). The Brand Called You. Fast Company.

Pontinha, V.M., & do Vale, R.C. (2020). Brand love
measurement scale development: an inter-cultural analysis.
Journal of Product & Brand Management, 29(4), 471-489.

Rampersad, H.K. (2008). A New Blueprint for Powerful and
Authentic Personal Branding. Performance Improvement,
47(6), 34-37.

Saddour, 1., & Leclercq, P. (2023). Self-positioning in a host
community: Longitudinal insights from study abroad and
migrant students. In Language, creoles, varieties: From
emergence to transmission, pp. 41-110.

Srinivasan, R. (2024). To See or Not to See: Understanding the
Tensions of Algorithmic Curation for Visual Arts. FAccT '24:
Proceedings of the 2024 ACM Conference on Fairness,
Accountability, and Transparency, 444 - 455,

Tafesse, W., & Wood, P.B. (2023). Social media influencers’
community and content strategy and follower engagement
behavior in the presence of competition: an Instagram-based
investigation. Journal of Product & Brand Management, 32(3),
406-419.

Tsai, W. S., & Men, L. R. (2017). Consumer engagement with
brands on social network sites: A cross-cultural comparison of
China and the US. Journal of Marketing Communications,
23(1), 2-21.

van Dijck, J. (2013). The Culture of Connectivity: A Critical
History of Social Media. Oxford University Press.

Ytre-Arne, B., & Moe, H. (2020). Folk theories of algorithms:
Understanding digital irritation. Media, Culture & Society,
43(5), 807-824.

L./
www.ijeais.org/ijaafmr

118



