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Abstract 

 

Instagram has evolved into a platform that allows people to share their daily lives on it, but it 

also allows people to use it as a working tool, as it can aid in the creation of self-branding. This 

research aims to investigate the effectiveness of utilizing Instagram to create self-branding of 

oneself among the youth in the Klang Valley, Malaysia by using Self-Presentation Theory. The 

Quantitative Method will be utilised in the questionnaires which are distributed to 50 

respondents who stayed in Klang Valley Malaysia with the aged between 18 to 24 years old who 

are active on Instagram. The purpose of this study is to determine how effective it is to use 

Instagram for self-branding in comparison to other platforms. All data were gathered using a 

Google Form and Microsoft Excel to have a better understanding on the effectiveness of creating 

self-branding on Instagram. 

 

Keywords: Self-Branding, Engagement, Influencers, Content Creating, Instagram 

Subject Area: HM1041-1101 Social Perception, Social cognition including perception of the self 

and others, prejudices, stereotype 
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CHAPTER 1 

INTRODUCTION 

1.0 Background of study 

 

According to Khamis et al. (2017), self-branding, also known as personal branding, is the 

process by which individuals create a distinct public identity for the purpose of gaining financial 

advantage and/or cultural capital. In the modern era, social media has emerged as the most 

significant tool for achieving this goal, allowing users to carefully curate and share content that 

enhances their reputation, attracts a broad audience, and fosters a dedicated fan base. Social 

media platforms provide users with various tools and features that enable them to effectively 

showcase their attributes and values. 

Liu and Suh (2017), highlight a growing trend, particularly within the personal style blogger 

subculture, where individuals increasingly use social media platforms to promote themselves as 

brands. This trend is especially prevalent among young people, who are increasingly leveraging 

platforms like Instagram to gain attention and accumulate both cultural and financial value. By 

building a substantial following, these young influencers can monetize their social media 

presence through brand collaborations, sponsorships, and other commercial opportunities. Many 

young individuals aim to enhance their personal brand's visibility through social media, hoping 

to convert it into tangible economic benefits. 

Veissi (2017) underscores the role of Instagram influencers' perceived trustworthiness in 

effective self-branding. Although these influencers sometimes promote products they do not 

personally use, they are often regarded as more credible than traditional marketing channels. 
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This phenomenon highlights Instagram's unique position as a platform where the visual and 

interactive nature of content fosters a strong connection with the audience, making it a powerful 

tool for those seeking to build and sustain a personal brand. The widespread reach and direct 

engagement offered by Instagram enable influencers to establish meaningful relationships with 

their audience, thereby enhancing the authenticity and appeal of their brand. Consequently, 

Instagram plays a crucial role in personal branding, providing individuals with a robust platform 

to showcase themselves, attract attention, and achieve their commercial objectives. 

1.1 Problem Statement 

 

With the rapid development of social media, Instagram has become a crucial tool for self- 

branding, especially for young people attracted by its visual appeal and extensive reach. 

Instagram offers a variety of features, such as stories, reels, and posts, to help users create and 

promote their personal brands. However, the effectiveness of these tools in achieving key 

objectives remains unclear. Despite the significant time and effort many young users invest in 

curating their online presence—through content creation, follower engagement, and brand 

collaborations—it is uncertain whether these efforts result in tangible benefits such as increased 

visibility, enhanced credibility, and financial success. 

In today's digital age, many young individuals aspire to become Instagram influencers but often 

lack the knowledge on how to effectively build a personal brand. According to NapoleanCat 

(2023), Malaysia has 14 million Instagram users, yet only a small percentage have become 

influencers. As of June 2023, data from Statista Research Department shows that approximately 

14.8 thousand of these influencers were micro-influencers with 10,000 to 50,000 followers, 

while only 355 had over one million followers (Statista Research Department, 2023). This 
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statement highlights the disparity between the large number of Instagram users in Malaysia and 

the relatively small proportion who have become influencers. Although Instagram provides 

various functionalities to help users showcase themselves, the actual effectiveness of these tools, 

their ability to achieve personal branding goals, and how to stand out in a competitive market 

need further investigation. Understanding these aspects is crucial for those looking to leverage 

Instagram for personal brand development, as it will help them utilize the platform more 

effectively and develop better strategies to succeed in a crowded marketplace. 

Moreover, not only content creators face challenges, but many brands and businesses also 

struggle to choose the right Instagram creators for collaboration. They may find that even though 

some creators have a large follower count, their likes and comments do not necessarily match 

their follower numbers. This situation indicates that relying solely on follower count to gauge a 

creator's influence may not be accurate. Therefore, brands need to thoroughly assess the quality 

of a creator’s content, interaction rates, and actual performance to evaluate their true impact, 

ensuring that collaborations achieve the desired marketing outcomes. 

1.2 Significance of Study 

 

 

 

This study is significant as it aims to observe the effectiveness of Instagram by building self- 

branding among the youth in Klang Valley, a problem that is becoming increasingly relevant in 

the digital era. The study examines how young people use Instagram to create and market their 

personal brands, providing vital insights into the impact of social media strategies on exposure, 

credibility, and financial success. Additionally, the study aims to educate young individuals on 

how to effectively use Instagram for self-branding, offering guidance on optimizing their social 

media presence to achieve their personal and professional goals. Furthermore, there is a lack of 
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specific information on the most effective tactics for developing a personal brand on Instagram. 

This study attempts to close these gaps by assessing Instagram's effectiveness in supporting self- 

branding among youngsters, investigating the tactics used, and identifying the problems 

encountered. 

 

 

1.3 Research Objectives 

 

The research objectives are shown as below: 

 

1. To assess the effectiveness of Instagram as a tool for self-branding among youth in Klang 

Valley, focusing on its impact on visibility, credibility and financial outcomes. 

2. To identify and analyze the strategies used by young Instagram users in Klang Valley to 

build and maintain their personal brands. 

 

 

1.4 Research Questions 

 

The research aim to study the following question: 

 

1. How effective is Instagram as a platform for self-branding among youth in Klang Valley 

in terms of achieving visibility, credibility, and financial success? 

2. What strategies do young Instagram users in Klang Valley employ to effectively create 

and maintain their personal brands? 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 The concept of self-branding 

 

 

 

Self-branding is the process by which a person builds and markets himself in the same way as a 

product brand (Evans & Hempstead, 2017). Self-branding evolved from traditional branding 

strategies used by businesses to market their products and services. According to Evans (2017), 

individuals can considerably boost their chances of success by taking a complete and strategic 

approach to self-branding, just as businesses market their products efficiently. In the late 20th 

and early 21st centuries, the concept of branding expanded to individuals, especially with the rise 

of the internet and social media, leading people to view themselves as "brands" to be developed, 

managed, and marketed to diverse audiences (Khamis et. al., 2016). In the modern economy, 

individuals need to set themselves apart in the same manner that companies distinguish their 

products (Peters, 1997). Tom Peters introduced the idea of self-branding in his 1997 article "The 

Brand Called You." 

 

 

2.2 Social Media as a tool for self-branding 

 

 

Social media can be generally defined as a collection of interactive Internet apps that enable 

(collaboratively or individually) the creation, curation, and sharing of user-generated content 

(Davis, 2016). Social media has advanced greatly as a tool for self-branding, with platforms 

adjusting to assist personal branding efforts. One of the most popular social media as a tool for 

self-branding is Instagram. Instagram is a new social networking platform that enables users to 
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share filtered images with friends, family, and followers (Hoffman, 2012, as cited in Tyer, 2016). 

A few services that Instagram offers its users are stories, live streaming, reels, and posts, which 

allow users to share their content with the world. For instance, Stories and Reels let users publish 

fleeting content and short films that document events in real time, which facilitates the 

development of more genuine and direct relationships with their audience (Marwick, 2013). 

Users can post a variety of content through the features, which allows them to develop their self- 

branding in many ways. For example, using the reels function, a vlogger might publish videos of 

their vlogs, while a food blogger could post food-related content. The importance of visual 

material in social media branding cannot be understated. According to research, visual 

components like photos and videos have a significant impact on audience perception and 

engagement. According to Zhao et. al. (2023), high-quality images can boost a brand's 

attractiveness, develop a stronger emotional connection with viewers, and drive greater levels of 

participation. 

 

 

2.3 Instagram as a platform for self-branding 

 

 

According to Liu and Suh (2017), Instagram is the most widely used and largest photo-sharing 

social media site globally, with 600 million active users each month. It is a fast expanding tool 

for visual self-branding. Instagram's large user base makes it an effective tool for visual self- 

branding, enabling people and brands to establish and maintain a strong online presence. Each 

user profile has a "Followers" and "Following" count, indicating the number of people they 

follow and the number of users who follow them (Webtrends, 2015, as cited in Ha, 2015). The 

platform's concentration on visual material, combined with its quickly expanding popularity, 
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gives users the potential to create a distinct personal brand that can reach a large and engaged 

audience. 

 

 

Furthermore, Instagram's interactive features, such as likes and comments, direct messaging, and 

hashtag integration, encourage direct contact with followers. According to Singh (2020), 

Instagram allows us to obtain a better insight of your customer base by analysing social signals 

such as shares and likes, which highlight what connects with your audience and what needs to be 

improved, allowing you to fine-tune your marketing strategies. This connection not only helps to 

cultivate a loyal community, but it also increases the brand's visibility through organic sharing 

and user-created content. 

 

 

2.3.1 Micro-celebrity 

 

 

 

Micro-celebrities are people who are not well-known in the traditional sense but who utilise 

social media to build a fan base and attract followers outside their personal networks in order to 

leverage it as a platform for celebrity (Clarewells, 2014). Unlike traditional celebrities who gain 

fame through mainstream media and widespread public recognition, micro-celebrities develop 

their following within specific online niches or communities. According to Korotina & 

Jargalsaikhan (2016), companies can hire micro-celebrities who are popular in their niche to 

promote products on their personal accounts, emphasizing the benefits and encouraging 

followers to buy. Even though these people don't have millions of fans, they are quite powerful 

in their specific fields. 
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Brands frequently work with micro-celebrities for marketing efforts because of their potential to 

increase engagement and trust among specialised audiences. These collaborations are typically 

considered as more real than partnerships with regular celebrities, as micro-celebrities are 

viewed as relatable and genuine by their followers. The more followers a person has, the higher 

their perceived social influence (Jin & Phua, 2014, as cited in Djafarova & Trofimenko (2019). 

 

 

2.4 Strategies for effective self-branding on Instagram 

 

 

 

Define Your Brand Identity: Create a clear and consistent personal brand identity that reflects 

your values, interests, and distinguishing characteristics. Clearly establish a niche, and ensure 

that the Instagram profile and posts reflect the brand. According to Janonis et. al. (2007), Brand 

identity encompasses everything that defines and distinguishes a brand. Thus, establishing a 

distinctive brand identity is crucial for effective self-branding. 

 

 

Develop a Cohesive Visual Aesthetic: According to Frence, 2019, as cited in Purosto, 2020, 

beautiful and well-designed visual identities boost a brand from packaging to social presence, 

communicating who the firm is and what they stand for. Create a consistent visual design for the 

Instagram feed by combining colour schemes, filters, and layouts. This visual uniformity 

enhances the profile's aesthetic appeal and supports personal brand. 

 

 

Produce High-Quality Content: Focus on creating high-resolution images, engaging videos, and 

thoughtfully crafted captions. High-quality content helps consumers better understand company 
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products, receive support, and make informed purchasing decisions (Barreda et. al., 2015). High- 

quality content not only captures attention but also enhances credibility and professionalism. 

 

 

Engage Actively with Your Audience: Foster meaningful relationships by responding to 

comments, direct messages, and mentions. According to Kumar & Pansari (2016), customer 

engagement refers to the degree of connection between a customer and a company, where 

increased engagement enhances the company's competitive edge. Active engagement builds a 

loyal community and demonstrates that values followers' interactions. 

 

 

Utilize Instagram Stories and Reels: Instagram Stories is a feature that lets users share 

temporary content, such as videos, polls, and more, in a sequence of "slides" that remain visible 

to followers for 24 hours before disappearing (Stafford & Smith, 2023). These features help 

maintain follower interest and showcase various aspects of your brand. For influencers and 

creators, Reels offers added value by reaching a wider audience through its distinct algorithm, 

which distributes content to users' news feeds even if they aren't followers (Kuncoro, 2022). 

Together, these features are powerful tools for enhancing the brand's visibility and connection 

with the audience. 

 

 

Strategically Use Hashtags: Hashtags (keywords prefixed with #) are commonly used to provide 

a shared context for events, subjects, or memes (Ma et. al., 2012). Hashtags are tags or words 

preceded by '#' that represent the content of a picture, allowing users to search for images and 

boost visibility (Giannoulakis & Tsapatsoulis, 2016). Implementing relevant and trending 

hashtags can enhance the discoverability of posts. Selecting hashtags that align with a specific 



19  

niche and audience interests is crucial for maximizing reach. Therefore, consistently 

incorporating hashtags in posts can help attract a larger audience. 

 

 

2.5 Youth perceptions and experiences with self-branding on Instagram 

 

 

 

Understanding how young people perceive and experience self-branding on Instagram is critical 

for assessing its efficacy as a personal branding platform. According to data published by Statista 

Research Department (2023), nearly 32% of global Instagram users were aged between 18 and 

24 years old. Instagram is frequently used by young people for self-promotion and brand growth, 

in addition to social interactions. Young people frequently see Instagram as a place where self- 

branding is critical for sticking out and attaining personal or professional goals. Since, Instagram 

offers a platform for self-presentation, which is defined as any behavior aimed at creating, 

altering, or sustaining a particular impression of oneself in the perceptions of others (Brown, 

2014). To create their personal brand, many young users put a lot of time into curating their 

Instagram profiles, composing posts, and communicating with their audience by using the 

features like stories, reels, and hashtags. Youth commonly use self-branding to achieve social 

recognition, create a following, and explore professional prospects. Many young users are 

motivated by the prospect of social recognition and the opportunity to convert their online 

presence into concrete benefits, such as collaborations or sponsorships. It's evident how 

Instagram shapes young people's experiences with self-branding and how they adjust to the 

platform's changing environment. 
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2.6 Measuring the success of self-branding on Instagram 

 

 

 

Evaluating the success of self-branding activities on Instagram entails examining a variety of 

metrics and indicators that measure a personal brand's visibility and influence. First of all, which 

are the likes, comments and shares compared with the engagement rates. Likes are a crucial 

feature on Instagram, where users frequently engage by liking and commenting on photos, and 

the visible count of likes under each image acts as a form of peer influence or social 

reinforcement (Tiggemann, 2018). Online comment sections allow people to express themselves, 

learn about other people's points of view, and communicate with one another (Tenneboim & 

Cohen, 2015). Shares on Instagram occur when users distribute posts or stories to their own 

followers or through direct messages, indicating the frequency with which content is shared 

within their networks. 

The engagement rate is a measure that compares the level of interaction (likes, comments, and 

shares) to the number of followers or reach. It displays a percentage indicating how engaged the 

audience is with the material. Engagement rate is defined as a metric that measures the level of 

the audiences' involvement in the form of comments, shares, and likes (Al Aufa et. al., 2020). 

The formula for engagement rate is: 

 

 

According to Monacho & Slamet (2023), this indicator is crucial for influencers and digital 

marketers to gauge audience engagement with their posts, as high engagement not only boosts 

public awareness of a brand but also provides insights into audience preferences based on 

interactions with specific content, which can be assessed by analyzing which posts receive the 

most or least engagement. 
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2.6.1 Fake Followers 

 

 

One of the most noticeable issues is the discrepancy between the number of followers an 

influencer has and the level of engagement they receive. Many influencers boast large follower 

counts, yet the likes and comments on their posts often fall short of expectations, revealing a gap 

between perceived influence and actual audience interaction. This could be due to several 

factors, including algorithmic changes that limit post visibility, the presence of inactive or 

"ghost" followers who don't engage with content, or even the purchase of fake followers to 

inflate follower numbers artificially. According to Akyon and Kalfaoglu (2019), these inorganic 

actions, collectively known as fake engagement, include all types of automated activities such as 

liking, commenting, following accounts, and posting content. 

 

 

2.7 The future of self-branding on Instagram 

 

 

 

As we approach 2024, Instagram continues to evolve swiftly, influencing the social media 

landscape with innovative features and user-focused upgrades. As the Instagram platform 

continues to develop and integrate new technologies, the future of Instagram’s own brands will 

see significant developments. In the future, Instagram is expected to introduce features that 

enhance user engagement and personal branding which is Artificial Intelligence (AI). According 

to a news report by Maheshwari & Isaac (2024) on The New York Times, Instagram is 

integrating chatbots to help influencers manage their interactions with followers, aiming to 

streamline engagement and enhance user experience on the platform. 
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2.7.1 Artificial Intelligence (AI) on Instagram 

 

 

 

According to McCarthy (2007), Artificial Intelligence (AI) involves the science and engineering 

of creating intelligent machines and computer programs, and while it intersects with 

understanding human intelligence, it is not limited to biologically observable methods. In social 

media, AI has significantly influenced business development by improving global connectivity, 

information sharing, and relationships, influencing both positive and negative aspects of social 

presence (Zeng et. al., 2010). According to Chrisbates (2024), Instagram will further leverage 

AI and machine learning to enhance personalized content and interactions, improve ad relevance, 

and strengthen content moderation for a safer user experience. For example, AI models can be 

trained to detect nudity or graphic content in media and subsequently decide whether to remove 

it from the platform or reduce its visibility (Instagram, n.d.). 

 

 

2.8 Self-Presentation Theory 

 

In this research, Self-Presentation Theory will be applied to it. 

 

2.8.1 Self-Presentation Theory 

 

According to Baumeister & Hutton (1987), Self-Presentation involves actions aimed at 

communicating certain information or creating a specific image of oneself to others. Self- 

Presentation is purpose-driven and conducted with an audience in mind, with its effectiveness 

determined by whether the audience accepts and approves of the performance (Schlenker, 1985 

as cited in Hollenbaugh, 2021). Self-Presentation Theory, a concept in social psychology, was 

introduced by Erving Goffman in his 1959 book, The Presentation of Self in Everyday Life. 

Goffman's "dramaturgical approach" likens everyday self-presentation to stage acting, where 
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individuals perform roles for an "audience" in the "front stage" and then revert to their true 

selves in the "backstage" (Zarghooni, 2007). In other words, social interaction resembles a 

theatrical performance in which individuals manage and control their public image by 

"performing" various roles according to the social context. 

 

 

2.8.2 Application of Self-Presentation Theory 

 

 

 

Self-Presentation Theory could be applied in Self-Branding on Instagram by examining how 

individuals manage and control their public image through curated content and interactions. On 

Instagram, individuals "perform" various roles and identities for their audience by carefully 

selecting and presenting photographs, captions, and engagement methods that reflect their 

chosen self-image. For instance, a fitness influencer would post gym routines and healthy meals 

to reinforce their identity in that domain. However, a trend towards "authentic" self-presentation 

is also emerging, where users intentionally show imperfections to build trust and relatability. 

Beyond visual content, engagement through comments, likes, and direct messages also plays a 

role in impression management, allowing users to further shape how they are perceived. 

Thoughtfully crafted captions help frame their posts with narratives that strengthen their personal 

brand, whether they aim to be humorous, motivational, or introspective. 
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CHAPTER 3 

METHODOLOGY 

3.0 Introduction 

 

 

 

The methodological methodology used in this study to investigate the effectiveness of creating 

Self-Branding using Instagram among the youth in Klang Valley. The aim of this research is to 

understand how Instagram can be leveraged as a tool for creating and enhancing personal brands 

among young individuals in this specific geographic region. 

 

 

3.1 Research Design 

 

 

 

According to Khanday & Khanam (2023), the term "research design" refers to a framework of 

approaches and strategies selected by a researcher to integrate different research components in a 

sufficiently logical way in order to effectively address the research challenge. A research study's 

plan or guide is called a research design. It describes the techniques and strategies for gathering 

and evaluating data, guaranteeing that the study successfully and economically responds to the 

research topic. Quantitative research is adopted in this study. 

3.1.1 Quantitative Research 

According to Watson (2015), the term "qualitative research" refers to a group of techniques that 

use numerical or statistical data to examine social issues in a systematic manner. It seeks to 

establish a cause-and-effect relationship between two variables through the use of mathematical, 

computational, and statistical techniques (Ahmad et. al., 2019). Quantitative methods are 

especially effective for examining large populations and enabling researchers to extend findings 
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from the studied sample to broader groups beyond that sample (Holton & Burnett, 2005). 

Quantitative research allows for breaking down the research objectives into smaller, manageable 

components, leading to a clearer and more comprehensive understanding. Quantitative research 

facilitates the creation of graphs and tables from raw data, which makes it easier for the 

researcher to analyze the results (Ahmad et. al., 2019). 

 

 

3.2 Sample Design 

 

3.2.1 Target Respondents 

 

To ensure that the data collected accurately reflects the effectiveness of self-branding using 

Instagram among youth, the target respondents for this study are selected based on specific 

criteria. The research specifically targets youth aged between 18 and 24 who are likely residing 

in the Klang Valley. This demographic was selected as they are among the most active Instagram 

users and are likely engaged in self-branding activities. The study aims to understand their 

Instagram habits and how they use the platform for self-presentation. 

 

 

3.2.2 Sampling Size and Sampling Method 

 

In this study, a total of 50 respondents will be selected. These individuals will all be between the 

ages of 18 and 24 and will reside within the Klang Valley region. The sample size of 50 was 

determined to ensure that the data collected would be sufficient for analyzing the research 

objectives. The respondents will be chosen using a sampling sampling method cmethod that 

ensures representation of this demographic group. The ould involve convenience sampling, 

where participants are selected based on their availability and willingness to participate, or 
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purposive sampling, where the focus is on selecting individuals who fit specific criteria relevant 

to the study, such as age and location. 

This method is appropriate for the study as it targets the specific population group relevant to the 

research questions, particularly focusing on youth within the Klang Valley. Furthermore, this 

sampling size of 50 respondents is manageable within the study's timeframe and resources, while 

still providing enough data to offer meaningful insights into the research topic. 

3.3 Data Collection 

 

 

 

Data will be collected through an online questionnaire distributed to the target population. The 

questionnaire consists of four sections, including demographics, Instagram usage habits, self- 

branding practices, and challenges. The survey will be conducted using Google Forms, allowing 

for easy distribution and data collection. All responses will be anonymized to ensure 

confidentiality. 

 

 

3.4 Research Instrument 

 

3.4.1 Questionnaire Survey 

The primary research instrument will be a structured questionnaire designed to gather data on 

Instagram usage habits, self-branding practices, and perceptions among youth in Klang Valley. 

This survey method is effective for collecting comparable and measurable data from a large 

number of respondents, which is necessary for the statistical analysis that this study aims to 

perform. 
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3.4.2 Questionnaire Design 

 

The questionnaire includes multiple-choice, Likert scale, and open-ended questions, divided into 

four sections: Demographics, Instagram Usage Habits, Self-Branding on Instagram, and 

Challenges and Concerns. It is carefully designed to capture the intricate relationships that youth 

in Klang Valley have with Instagram in terms of how they manage their self-presentation and 

engage with the platform for self-branding purposes, while also identifying any challenges they 

face in this process. As shown in Figure 3.0, the survey starts with a brief introduction to help 

guide respondents through the process. The purpose of the study is also explained, so participants 

know why they're filling out the form. There's also a question asking for their email to confirm 

they agree to take part in the survey. 

 

 

Figure 3.0: Brief Explanation of Google Form Questionnaire 
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Section A: Demographic Profile 

 

As shown in Figure 3.1, this section gathers essential demographic details such as gender, age, 

ethnicity, and educational background. These factors help to contextualize how different 

demographic groups use Instagram, which can influence their self-branding strategies. 

 

Figure 3.1: Section A Demographics 

 

 

Section B: Instagram Usage Habit 

 

This section focuses on respondents' Instagram usage habits, including how often and how long 
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they use the platform. It explores what types of content they post, such as food, travel, and 

lifestyle, and whether they regularly use Instagram features like Stories or Reels. It also looks 

into their content preferences (photos, videos, etc.), helping to understand how they engage with 

the platform. As shown in Figure 3.2, there are five questions in this section. 

 

Figure 3.2: Section B Instagram Usage Habit 
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Section C: Self-Branding on Instagram 

 

This section delves into whether respondents use Instagram for personal or professional 

purposes, and what message or theme they aim to convey through their profile (e.g., motivation, 

lifestyle, business). It also asks about their efforts in showcasing personal branding aspects, such 

as hobbies or skills, and how confident they are in building a personal brand through Instagram. 

A rating scale is included to measure their attitudes towards managing their Instagram image. As 

shown in Figure 3.3, in these sections there are a total of 13 questions. 

 

Figure 3.3: Section C Self-Branding on Instagram 
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Section D: Challenges and Concerns 

 

This section consists of three questions to investigate the challenges users face in self-branding 

on Instagram, such as consistency, engagement, or privacy concerns as shown in Figure 3.4. It 

also assesses whether respondents are concerned about their follower count and whether they 

would be interested in guidance to improve their self-branding efforts. 

 

Figure 3.4: Section D Challenges and Concern 
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3.5 Data Analysis 

 

3.5.1 Microsoft Excel 

 

This study's data analysis depends extensively on Microsoft Excel, which offers strong analytical 

tools and a user-friendly interface for displaying statistical data. According to Microsoft (n.d.), 

Analyse Data in Excel enables you to comprehend your data using natural language queries, 

which allow you to ask questions about it without having to write complex algorithms. The 

simplicity of this study's technique is critical, as it allows for fast management and analysis of 

huge surveys. Excel's versatility makes it the best option for data analysis in this project. It 

provides a simple yet efficient way for identifying patterns and insights required to analyse the 

efficacy of self-branding on Instagram, assisting in determining its impact on personal branding 

and audience engagement. 
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CHAPTER 4 

FINDING AND ANALYSIS 

4.0 Descriptive Analysis 

 

4.1 Demographic Profiles (Section A) 

 

a. Gender 

 

Gender Frequency Percentage (%) 

Female 31 62 

Male 19 38 

Total 50 100 

Table 4.1: Gender 

 

 

 

As shown in Table 4.1, the number of female respondents exceeds that of male 

respondents. Specifically, 31 females participated, making up 62% of the total, while 19 males 

accounted for 38%. The total number of respondents for this survey is 50. 

 

 

b. Age 

 

Age Frequency Percentage 

18 0 0 

19 0 0 

20 1 2 

21 12 24 
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22 22 44 

23 9 18 

24 6 12 

Total 50 100 

Table 4.2: Age 

 

According to the study, the largest age group of respondents is 22 years old, making up 

44% of the total. This is followed by 21-year-olds at 24%, and 23-year-olds at 18%. 

Additionally, 12% of the respondents are 24 years old, while only 2% are 20 years old. Lastly, 

there were no respondents from the 18 and 19-year-old age groups in the study. This absence 

suggests that these younger age groups were either not represented in the sample or did not 

participate in the survey. 

c. Ethnicity 

 

Ethnicity Frequency Percentage (%) 

Chinese 45 90 

Malay 3 6 

Indian 2 4 

Total 50 100 

Table 4.3: Ethnicity 

 

 

 

As shown in Table 4.3, 90% of the respondents in the survey identified as Chinese, 

indicating that the majority of participants might view Instagram as an especially effective 
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platform for building self-branding. Meanwhile, Malay respondents made up 6% of the sample, 

and Indian respondents represented only 4%. This demographic distribution highlights a 

significant leaning towards the Chinese population in the context of Instagram usage for self- 

branding. 

 

 

d. Education 

 

Education Frequency Percentage (%) 

Foundation 0 0 

Undergraduate 40 80 

Postgraduate 3 6 

Employee 7 14 

Total 50 100 

Table 4.4: Education 

 

 

 

The study indicates that 80% of the respondents were students from undergraduate, 

making up the main group of respondents in the research sample. 14% of the responders are 

employed, besides 6% of the respondents were students from postgraduate and no one from the 

foundation levels is represented after them. 

 

 

4.2 Instagram Usage Habit (Section B) 

 

a. How often do you use Instagram? 
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How often do you use 

Instagram? 

Frequency Percentage (%) 

Daily 46 92 

Several times a week 3 6 

Once a week 0 0 

Rarely 1 2 

Total 50 100 

Table 4.5: How often do you use Instagram? 

 

Based on the data, 92% of respondents use Instagram daily, making it the most common 

usage frequency. Around 6% of respondents use Instagram several times a week, while only 2% 

rarely use the platform. No respondents reported using Instagram once a week. In total, 50 

respondents participated in this survey, accounting for 100% of the data. This indicates that the 

majority of users are highly active on Instagram, which could have significant implications for 

their engagement and self-branding efforts on the platform. 

b. How long do you spend on Instagram? 
 

 

How long do you spend on 

Instagram? 

Frequency Percentage (%) 

Below 30 minutes 11 22 

40 minutes 13 26 

50 minutes 7 14 
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An hour and above 19 38 

Total 50 100 

Table 4.6: How long do you spend on Instagram? 

 

In the study on the "Effectiveness of creating self-branding using Instagram," Table 4.6 

shows the respondents Instagram usage duration. Based on the data regarding time spent on 

Instagram, 38% of respondents spend an hour or more on the platform daily. Around 26% use 

Instagram for 40 minutes, and 14% spend 50 minutes. Meanwhile, 22% of respondents use 

Instagram for less than 30 minutes. With a total of 50 respondents, these figures indicate that a 

significant portion of users dedicate substantial time to Instagram daily, which may play a key 

role in shaping their self-branding efforts and engagement with the platform. 

c. What do you usually post on Instagram? 
 

 

What do you usually post 

on Instagram? 

Frequency Percentage (%) 

Food 6 12 

Travel 3 6 

Pets 2 4 

Fashion 3 6 

Lifestyle 34 68 

Quotes 0 0 

Sports 2 4 
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Total 50 100 

Table 4.7: What do you usually post on Instagram? 

 

Table 4.7 provides a summary of respondents' Instagram posting habits. It reveals that 

68% of the posts are focused on lifestyle content, making it the most prevalent category. Food- 

related posts account for 12% of the total, while travel and fashion each represent 6%. Posts 

about pets and sports each make up 4% of the content. Notably, there are no posts related to 

quotes. This data highlights that lifestyle is the dominant theme in Instagram activity, with food, 

travel, and fashion as secondary areas of interest. The minimal focus on pets and sports, along 

with the absence of quotes, suggests a targeted approach to content that aligns with personal 

interests and branding goals. 

 

 

d. Do you use Instagram Stories, IGTV, or Reels regularly? 
 

 

 

Do you use Instagram 

Stories, IGTV, or Reels 

regularly? 

Frequency Percentage 

Yes 33 66 

No 16 32 

Maybe 1 2 

Total 50 100 

Table 4.8: Do you use Instagram Stories, IGTV, or Reels regularly? 
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Table 4.8 shows the frequency of usage for Instagram Stories, IGTV, or Reels among 

respondents. According to the data, 66% of respondents use these features regularly. In contrast, 

32% do not use them, and 2% are unsure, indicated by a "Maybe" response. With a total of 50 

respondents, this data suggests that a majority of users actively engage with Instagram’s 

additional features like Stories, IGTV, and Reels, while a smaller portion either does not use 

them or is uncertain about their usage. 

 

 

e. What types of content do you prefer on Instagram? 
 

 

 

What types of content do you 

prefer on Instagram? 

Frequency Percentage (%) 

Photos 6 12 

Videos 3 6 

Stories 21 42 

IGTV 1 2 

Reels 19 38 

Total 50 100 

Table 4.9: What types of content do you prefer on Instagram? 

 

Table 4.9 illustrates the types of content that respondents prefer on Instagram. It reveals 

that Instagram Stories are the most popular, with 42% of participants favoring this format. Reels 

follow closely behind, preferred by 38% of respondents. Photos are chosen by 12%, and videos 

are favored by 6%. IGTV is the least popular, with only 2% of respondents indicating a 
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preference for it. This data underscores a clear preference for Stories and Reels, highlighting 

current trends in user engagement on Instagram. 

 

 

 

4.3 Self-Branding on Instagram (Section C) 

a. Do you primarily use Instagram for personal or professional purposes? 
 

 

Do you primarily use 

Instagram for personal or 

professional purposes? 

Frequency Percentage (%) 

Personal 41 83.7 

Professional 1 2 

Both 7 14.3 

Total 50 100 

Table 4.10: Do you primarily use Instagram for personal or professional purposes? 

 

Table 4.10 indicates the primary use of Instagram among respondents. It shows that 

83.7% use Instagram primarily for personal purposes. In contrast, only 2% use it for professional 

reasons, and 14.3% use it for both personal and professional purposes. With a total of 50 

respondents, this data highlights that the majority of users engage with Instagram mainly for 

personal reasons, while a small fraction uses it for professional activities or a combination of 

both. 
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b. What is the main message or theme you want your Instagram profile to convey? 
 

 

 

What is the main message or 

theme you want your 

Instagram profile to convey? 

Frequency Percentage (%) 

Motivation 4 8 

Lifestyle 35 70 

Artistic 3 6 

Fashion 5 10 

Business 1 2 

Family and Relationship 2 4 

Total 50 100 

Table 4.11: What is the main message or theme you want your Instagram profile to convey? 

 

 

 

Based on the data, the majority of respondents (70%) want their Instagram profiles to 

convey a lifestyle theme. About 10% focus on fashion, while 8% aim to share motivational 

content. Artistic themes account for 6%, and family and relationship themes are chosen by 4%. 

Only 2% of respondents use Instagram to convey business-related messages. With 50 total 

respondents, this suggests that lifestyle content dominates Instagram self-branding efforts among 

the participants. The question regarding the main message or theme respondents want their 

Instagram profile to convey helps identify how individuals view and manage their online 

presence for self-branding. By understanding the themes they prioritize—whether lifestyle, 

fashion, motivation, or business—it offers insights into the type of content they use to shape their 
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personal image. This also helps determine which themes are most popular among youth in the 

study, allowing for analysis of how specific themes align with successful self-branding on 

Instagram. 

 

 

c. Do you actively use Instagram to showcase aspects of your personal brand, such as 

hobbies, achievements, or skills? 

 

 

Do you actively use 

Instagram to showcase 

aspects or your personal 

brand, such as hobbies, 

achievements, or skills? 

Frequency Percentage (%) 

Yes 28 56 

No 6 23 

Sometimes 26 32 

Total 50 100 

Table 4.12: Do you actively use Instagram to showcase aspects or your personal brand, such 

as hobbies, achievements, or skills? 

The question about whether respondents actively use Instagram to showcase aspects of 

their personal brand, such as hobbies, achievements, or skills, provides insight into how 

individuals utilize the platform for self-promotion. It helps measure the level of engagement and 

intentionality behind their posts. The results, as shown in Table 4.12, reveal that 56% of 

respondents actively use Instagram for personal branding, while 32% do so sometimes, and 23% 
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do not engage in this practice. This data helps evaluate the extent of self-branding efforts among 

users. 

d. Do you think that Instagram is a great tool for business? 
 

 

Do you think that Instagram 

is a great tool for business? 

Frequency Percentage 

Yes 48 96 

No 2 4 

Total 50 100 

Table 4.13: Do you think that Instagram is a great tool for business? 

 

 

The question "Do you think Instagram is a great tool for business?" provides insight into 

respondents' perceptions of Instagram's potential for business growth and brand promotion. 

Based on the data in Table 4.13, an overwhelming majority—96% of respondents—believe that 

Instagram is indeed an effective platform for business, while only 4% disagree. This suggests 

that most users recognize Instagram’s powerful role in enhancing business visibility and 

marketing efforts, highlighting its significance as a tool for professional branding and commerce. 

e. Do you often archive or delete your old posts? 
 

 

Do you often archive or 

delete your old posts? 

Frequency Percentage (%) 

Yes 24 48 

No 26 52 
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Total 50 100 

Table 4.14: Do you often archive or delete your old posts? 

 

The question "Do you often archive or delete your old posts?" helps understand 

respondents' behavior concerning managing their Instagram profiles. Based on Table 4.14, 48% 

of respondents often archive or delete their old posts, while 52% do not engage in this practice. 

This insight reflects users' varying approaches to curating their online image, with some opting 

for regular updates or removal of outdated content, while others prefer to maintain a more static 

profile. It offers a glimpse into how users manage their long-term personal brand on the 

platform. 

 

f. On a scale of 1-5, how confident are you that your Instagram efforts contribute to 

building a strong personal brand? 

 

 

On a scale of 1-5, how 

confident are you that your 

Instagram efforts contribute 

to building a strong personal 

brand? 

Frequency Percentage (%) 

1 (Not Confident at all) 5 10 

2 6 12 

3 16 32 

4 4 10 

5 (Very Confident) 18 36 

Total 50 100 



45  

Table 4.15: On a scale of 1-5, how confident are you that your Instagram efforts contribute to 

building a strong personal brand? 

 

The question regarding confidence in building a strong personal brand on Instagram 

reveals how users perceive the effectiveness of their efforts. As shown in Table 4.15, 36% of 

respondents are very confident (rating 5) in their Instagram efforts, while 32% rated themselves 

at a moderate level (rating 3). Only 10% and 12% of respondents rated their confidence levels as 

low (ratings 1 and 2). This suggests that while some users are highly confident in their self- 

branding efforts, a significant portion remains uncertain or moderately confident about their 

impact. 

g. Rate the following question below (5-Strongly agree, 1- Strongly disagree) 
 

 

I try to build a positive image through 

Instagram 

Frequency 

Strongly Agree 10 

Agree 28 

Neutral 8 

Disagree 1 

Strongly Disagree 3 

Total 50 

Table 4.16: I try to build a positive image through Instagram 

 

This question explores whether respondents consciously use Instagram to craft a positive 

personal image, which is crucial for self-branding. It helps determine if users actively shape their 
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online personas in ways that align with their branding goals. This information is valuable to 

gauge how intentional or strategic users are when it comes to promoting themselves through their 

content on Instagram. As shown in Table 4.16, respondents were asked if they attempt to build a 

positive image through Instagram. A majority (28) agreed, with 10 strongly agreeing. This 

question evaluates users' efforts in curating a favorable online persona, vital for self-branding. 

 

 

h. Rate the following question below (5-Strongly agree, 1-Strongly disagree) 
 

 

I responsible for managing my own 

Instagram 

Frequency 

Strongly Agree 13 

Agree 27 

Neutral 6 

Disagree 2 

Strongly Agree 2 

Total 50 

Table 4.17: I responsible for managing my own Instagram 

 

Table 4.17 examines whether respondents manage their Instagram accounts themselves. 

 

Most (27) agreed, indicating high personal involvement in content curation. This question is 

designed to assess respondents’ level of autonomy in managing their Instagram accounts. Since 

personal branding is a self-driven effort, understanding how many users take full control of their 

content and strategy reveals how personally involved they are in maintaining their online 
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presence. It highlights the extent to which users see Instagram as a personal platform versus 

relying on others to manage it. 

 

I feel that my posts on Instagram reflect my 

true personality 

Frequency 

Strongly Agree 9 

Agree 23 

Neutral 12 

Disagree 3 

Strongly Agree 3 

Total 50 

Table 4.18: I feel that my posts on Instagram reflect my true personality 

 

This question measures how authentic respondents feel their Instagram presence is. In 

personal branding, authenticity plays a significant role in connecting with audiences. 

Determining whether users feel their content truly represents who they are helps identify the gap 

between personal image and public portrayal, which impacts how effective their self-branding 

efforts are perceived by their followers. As shown in Table 4.18, Majority of the respondents 

agreed (23) that the posts shared by them reflects on their true personality. 

 

I receive positive feedback from other people 

for my uploads on Instagram 

Frequency 

Strongly Agree 7 

Agree 25 
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Neutral 13 

Disagree 2 

Strongly Agree 3 

Total 50 

Table 4.19: I receive positive feedback from other people for my uploads on Instagram 

 

Table 4.19 gauges the positive feedback received, an important factor in sustaining 

engagement with the platform. Majority of respondents agreed (25) that they receive positive 

feedback from other people on their content. Followed by (13) of them felt neutral. The focus 

here is on external validation. Receiving positive feedback can motivate users to continue their 

branding efforts, and it also signifies the effectiveness of their content in engaging their 

audience. This question helps assess whether respondents' self-branding strategies are resonating 

with their followers and how they perceive the impact of their online presence. 

 

 

 

I understand the good and bad impact of 

uploading something on Instagram 

Frequency 

Strongly Agree 18 

Agree 24 

Neutral 6 

Disagree 0 

Strongly Agree 2 

Total 50 
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Table 4.20: I understand the good and bad impact of uploading something on Instagram 

 

As shown in Table 4.20, 24 of the respondents agree that they understand about the good 

and bad impact of uploading content on Instagram followed by 18 of them strongly agree. It can 

be seen that the majority of them understand about the good and bad impact brought by 

Instagram. This question aims to gauge respondents’ awareness of the consequences of their 

actions on Instagram. It reflects how well they understand the potential effects of their posts, 

both positive and negative. In the context of self-branding, being aware of these impacts is 

essential to maintaining a consistent and reputable online image. 

 

I concern on my privacy after uploading 

something on Instagram 

Frequency 

Strongly Agree 15 

Agree 18 

Neutral 10 

Disagree 5 

Strongly Agree 2 

Total 50 

Table 4.21: I concern on my privacy after uploading something on Instagram 

 

 

As shown in Table 4.21, Privacy concerns after posting, explored in Table 4.20, reveal 

that a significant number (15) of respondents are concerned, suggesting the importance of 

privacy in self-branding strategies. This question is crucial in understanding how privacy 

concerns affect Instagram usage. Personal branding involves sharing parts of one's life, but this 
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can also lead to anxiety about oversharing. Investigating these concerns helps reveal the balance 

users try to maintain between openness for self-branding and the desire to protect their privacy. 

 

 

I use data to estimate the impact I have on 

my professional network 

Frequency 

Strongly Agree 5 

Agree 22 

Neutral 14 

Disagree 5 

Strongly Agree 4 

Total 50 

Table 4.22: I concern on my privacy after uploading something on Instagram 

 

 

Table 4.22 evaluates the use of data to assess professional network impact, with 22 

respondents agreeing, highlighting an analytical approach to Instagram usage. This question 

explores whether respondents use metrics and analytics to assess their influence and reach, 

particularly in a professional context. Tracking data like engagement rates and follower growth is 

a common strategy for individuals using Instagram for self-branding. It helps understand if 

respondents are strategic in leveraging their online presence to expand their professional 

network. 

 

I use data and evaluate my content on 

Instagram to increase my followers 

Frequency 
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Strongly Agree 6 

Agree 17 

Neutral 16 

Disagree 4 

Strongly Agree 7 

Total 50 

Table 4.23: I use data and evaluate my content on Instagram to increase my followers 

 

Lastly, Table 4.23 explores whether users evaluate their content to increase followers, 

emphasizing a strategic aspect of personal brand growth. This question seeks to find out if 

respondents are data-driven in optimizing their content to grow their follower base. In self- 

branding, increasing followers can enhance visibility and influence. The answer helps identify 

how analytical users are about their Instagram usage and whether they consciously adjust their 

content based on performance insights to achieve their branding goals. 

 

 

4.4 Challenges and Concerns (Section D) 

a. What Challenges have you faced in using Instagram for self-branding, if any? 

(Select all that apply) 

 

 

What Challenges have you 

faced in using Instagram for 

self-branding, if any? (Select 

all that apply) 

Frequency Percentage (%) 

Difficulty in maintaining 

consistency 

26 52 

Lack of engagement with the 25 50 
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audience   

Privacy concern 24 48 

Difficulty in defining a clear 

personal brand 

15 30 

Total 50 100 

Table 4.24: What Challenges have you faced in using Instagram for self-branding, if any? 

(Select all that apply) 

 

Table 4.24 outlines the challenges respondents have encountered while using Instagram 

for self-branding. It reveals that 52% of participants struggle with maintaining consistency in 

their content. A similar 50% face issues with engaging their audience. Privacy concerns are 

reported by 48% of respondents, while 30% have difficulty defining a clear personal brand. With 

a total of 50 respondents, these findings highlight that challenges with consistency, engagement, 

and privacy are prevalent in the realm of self-branding on Instagram, with a notable number also 

grappling with the task of clearly defining their personal brand. The reason for asking about the 

challenges faced in using Instagram for self-branding is to identify common obstacles that users 

encounter while building and managing their personal brand on the platform. Understanding 

these challenges can provide valuable insights into the difficulties of maintaining a consistent 

online presence, engaging effectively with an audience, addressing privacy concerns, and 

defining a clear personal brand. This information is crucial for developing strategies to overcome 

these issues and enhance the effectiveness of self-branding efforts on Instagram. 
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b. Do you concerned about the number of your followers? 
 

 

 

Do you concerned about the 

number of your followers? 

Frequency Percentage (%) 

Yes 22 44 

No 28 56 

Total 50 100 

Table 4.25: Do you concerned about the number of your followers? 

 

 

 

 

Table 4.25 presents respondents' concerns regarding the number of their followers on 

Instagram. It shows that 44% of participants are concerned about their follower count, while 56% 

are not. With a total of 50 respondents, this data indicates that a slight majority does not 

prioritize the number of followers, whereas nearly half of the users are mindful of this metric. 

The reason for asking about concerns regarding the number of followers is to understand how 

important follower count is to users in the context of their Instagram activity. This can provide 

insights into whether users prioritize growing their follower base as a measure of success or 

influence on the platform, or if they focus more on other aspects of their Instagram experience, 

such as content quality or engagement. It helps gauge the significance of follower numbers in 

users' overall social media strategy and self-branding efforts. 
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c. Would you be open to receiving guidance or resources on improving your self- 

branding efforts on Instagram? 

 

 

Would you be open to 

receiving guidance or 

resources on improving your 

self-branding efforts on 

Instagram? 

Frequency Percentage (%) 

Yes 28 56 

No 4 8 

Maybe 18 36 

Total 50 100 

Table 4.26: Would you be open to receiving guidance or resources on improving your self- 

branding efforts on Instagram? 

 

Table 4.26 shows respondents' openness to receiving guidance or resources for improving 

their self-branding efforts on Instagram. According to the data, 56% of participants are open to 

receiving such guidance, while 8% are not interested. Additionally, 36% are unsure and have 

responded with "Maybe." With a total of 50 respondents, this indicates that a majority of users 

are receptive to support and resources for enhancing their self-branding, while a smaller portion 

are either not interested or uncertain. The reason for asking whether respondents would be open 

to receiving guidance or resources on improving their self-branding efforts is to assess the level 

of interest and need for support in this area. By understanding users' willingness to seek help, 
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you can gauge the potential demand for educational resources, workshops, or consulting services 

aimed at enhancing self-branding strategies on Instagram. This information can inform the 

development of targeted support and resources to assist users in overcoming challenges and 

achieving their branding goals effectively. 
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

5.0 Introduction 

 

This chapter aims to synthesise the study's conclusions on the efficiency of self-branding 

on Instagram, combining quantitative data with current research. The discussion will evaluate 

how Instagram's features contribute to self-branding efforts, user engagement, and overall 

effectiveness in personal branding. Practical recommendations for Instagram users which 

enhance their self-branding strategies on Instagram will be discussed. Additionally, the chapter 

will address the study’s limitations and propose potential areas for future research to better 

understand Instagram’s role in personal branding. By summarizing the study’s findings, this 

chapter will highlight Instagram’s significance in the digital landscape and its impact on self- 

branding. 

 

5.1 Effectiveness of Instagram for Self-Branding 

 

The results show that Instagram is a highly effective tool for self-branding, with many 

users spending significant time on the platform every day. Notably, 68% of consumers value 

lifestyle content, which helps shape their personal brand by reflecting their daily activities and 

hobbies. The significant engagement with Instagram Stories and Reels (favoured by 66% and 

38% of respondents, respectively) highlights the platform's interactive capabilities as critical for 

increasing visibility and brand recognition. Despite these benefits, users face substantial hurdles, 

such as maintaining consistency (52%), connecting with their audience (50%), and dealing with 

privacy concerns (48%), all of which might impede their self-branding efforts. 
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5.2 User Engagement and Content Preferences 

 

According to the survey, Instagram Stories and Reels are critical for keeping users engaged. 42% 

of respondents like stories, while 38% prefer reels. This preference for interactive content 

formats suggests that consumers believe these Instagram features are useful in engaging their 

audience and creating their personal brand. Despite this, only a small proportion of users 

emphasise follower count, showing that the quality of engagement may be more important than 

the quantity of followers. 

 

5.3 Practical Recommendations for Self-Branding 

 

According to the study's findings, users looking to improve their self-branding efforts 

should focus on using Instagram's interactive features, such as Stories and Reels, to engage with 

their audience and maintain a continuous online presence. Creating high-quality, lifestyle- 

oriented material that represents personal interests and values is an excellent way to support self- 

branding aims. Users should also address issues like consistency and engagement by creating a 

clear content plan and actively engaging with their target audience. 

 

5.4 Limitations of the Study 

 

This study acknowledges several limitations. The findings' generalisability may be 

limited by their focus on a specific demographic or region as the audiences are mostly in 

Chinese. Furthermore, the data's self-reported form may create bias, as users' beliefs and 

reported behaviours may not fully reflect their actual self-branding practices. Future research 

could benefit from a broader sample size and a mixed-methods approach to provide a more 

comprehensive understanding of self-branding on Instagram. 



58  

5.5 Future Research Directions 

 

Future research should look into how different types of content and Instagram features 

affect self-branding efficacy across demographics and industries. Investigating the long-term 

effects of Instagram's shifting algorithms and features on personal branding will provide valuable 

insights into the platform's role in online identity formation. Furthermore, examining the efficacy 

of self-branding tactics in contrast to other social media platforms may provide a more 

comprehensive understanding of personal branding in the digital era. 

 

5.6 Conclusion 

 

 

In conclusion, Instagram is an effective medium for self-branding, with its interactive 

features and concentration on lifestyle material helping to shape personal brands. Despite the 

difficulty of maintaining consistency and connecting with the audience, individuals can improve 

their self-branding efforts by properly utilising Instagram's tools and functionalities. This study 

highlights Instagram's importance in the digital branding landscape and lays the framework for 

future research on its impact on personal branding. 
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APPENDICES 

 

Appendix A: Questionnaire 

 

Questionnaire 

 

Effectiveness of creating self-branding on Instagram 

 

Good day. I’m Wong Chun Lam, a final year student who studies Bachelor of Communication 

(Hons) Broadcasting in University Tunku Abdul Rahman (UTAR). The purpose of this question 

is to have a better understanding on the effectiveness of creating self-branding on Instagram of 

youth who live in Klang Valley, Malaysia. This questionnaire includes 4 sections. Please answer 

ALL the following questions. All answers will be kept anonymous and under strict confidentiality. 

The information gathered will only be utilised in this research project. Your suggestions will be 

very helpful for this research. I appreciate your willingness to take part. 

1. Email 
 

 

 

Section A: Demographic 

 

1. Gender 

 

a. Male 

 

b. Female 

 

2. Age 

 

a. 18 

 

b. 19 
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c. 20 

 

d. 21 

 

e. 22 

 

f. 23 

 

g. 24 

 

3. Ethnicity 

 

a. Chinese 

 

b. Malay 

 

c. Indian 

 

d. Others 

 

4. Education 

 

a. Foundation 

 

b. Undergraduate 

 

c. Postgraduate 

 

d. Employee 

 

Section B: Instagram Usage Habit 

 

1. How often do you use Instagram? 

 

 

a. Daily 

 

b. Several times a week 

 

c. Once a week 
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d. Rarely 

 

 

 

2. How long do you spend on Instagram? 

 

a. Below 30 minutes 

 

b. 40 Minutes 

 

c. 50 Minutes 

 

d. An hour and above 

 

 

 

3. What do you usually post on Instagram? 

 

a. Food 

 

b. Travel 

 

c. Pets 

 

d. Fashion 

 

e. Lifestyle 

 

f. Quotes 

 

g. Sports 

 

4. Do you use Instagram Stories, IGTV, or Reels regularly? 

 

a. Yes 
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b. No 

 

c. Sometimes 

 

5. What types of content do you prefer on Instagram? 

 

a. Photos 

 

b. Videos 

 

c. Stories 

 

d. IGTV 

 

e. Reels 

 

Section C: Self-Branding on Instagram 

 

 

1. Do you primarily use Instagram for personal or professional purposes? 

 

a. Personal 

 

b. Professional 

 

c. Both 

 

 

2. What is the main message or theme you want your Instagram profile to convey? 

 

 

a. Motivation 

 

b. Lifestyle 
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c. Artistic 

 

d. Fashion 

 

e. Business 

 

f. Family and Relationship 

 

3. Do you actively use Instagram to showcase aspects of your personal brand, such as 

hobbies, achievements, or skills? 

a. Yes 

 

b. No 

 

c. Sometimes 

 

3. Do you think that Instagram is a great tools for business? 

 

a. Yes 

 

b. No 

 

4. Have you noticed any positive changes in how others perceive you since you started 

using Instagram for self-branding? 

a. Yes 

 

b. No 

 

c. Not sure 
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5. Do you often achive or delete your old posts? 

 

a. Yes 

 

b. No 

 

6. On a scale of 1-5, how confident are you that your Instagram efforts contribute to 

building a strong personal brand? 

 

a. (not confident at all) 

b. 

c. 

 
d.  

 

e. (very confident) 

 

 

7. Rate the following question below (5- Strongly agree, 1-Strongly disagree) 
 

 

 

 

 

 

 

1 2 3 4 5 

I try to build a positive image through 

Instagram. 
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I responsible for managing my own 

Instagram. 

     

I feel that my posts on Instagram reflect 

my true personality. 

     

I receive positive feedback from other 

people for my uploads on Instagram. 

     

I understand the good and bad impact of 

uploading something on Instagram. 

     

I concern on my privacy after uploading 

something on Instagram. 

     

I use data to estimate the impact I have on 

my professional network. 

     

I use data and evaluate my content on 

Instagram to increase my followers. 
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Section D: Challenges and Concerns 

 

 

1. What challenges have you faced in using Instagram for self-branding, if any? 

(Select all that apply) 

a. Difficulty in maintaining consistency 

 

b. Lack of engagement with the audience 

 

c. Privacy concerns 

 

d. Difficulty in defining a clear personal brand 

 

e. Other (please specify) 

 

 

2. Do you concern about the number of your followers? 

 

 

a. Yes 

 

b. No 

 

 

3. Would you be open to receiving guidance or resources on improving your self-branding efforts 

on Instagram? 

 

a. Yes 

 

b. No 

 

c. Maybe 
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Appendix B: Questionnaire Results 

Section A: Demographic Results 
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Section B: Instagram Usage Habit Results 
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77  

Section C: Self-Branding on Instagram Results 
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Section D: Challenges and Concerns 
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Appendix C: Turnitin Report 
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Instruction: 

Please score each descriptor based on the scale provided below: 

(1 =very poor, 2 = poor, 3 = average, 4 = good and 5 = very good) 

Appendix D: Research Project Evaluation Form 

 

Faculty of Creative Industries 

Research Project Evaluation Form 

Supervisor / Reviewer : Zachary Roland 

 

 

Student’s Name : Wong Chun Lam 

 

 

Student ID : 20UJB06097 

 

 

Programme : Broadcasting 

 

 

Research Project Title: The Effectiveness of Utilizing Instagram to Create Self-Branding 

among the Youth in Klang Valley 

 
 

 

Abstract (5%) Score Convert  

1. Adequately describes the entire project    

2. States clearly the research problem    

3. Describe briefly and clearly the approach/methodology of 

thestudy 

   

4. Highlights the outcomes/significance of the study    

Sum    

Subtotal (sum / 4)   

Remark:  
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Introduction (10%) Score  Convert 

1. Fitting introduction to the subject of the study    

2. Concepts/definitions well explained    

3. Scope of study well described    

4. Statement of the research problem/research questions    

Sum 
   

Subtotal (sum / 2)   

Remark:    

Literature Review (15%) Score  Convert 

1. Latest research/work done in the area of study    

2. Explication of theories used    

3. Constructive discussion on publications in relation 

to thetopic of study 

   

Sum 
   

Subtotal (sum *1)   

Remark:    

Methodology (10%) Score  Convert 

1. Research method explained clearly(inclusive of clear 

explanation of sampling techniques used, where 

applicableonly) 

   

2. Appropriate research design/framework/questionnaire    

Sum    

Subtotal (sum * 1)   

Remark:    
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Findings & Analysis (20%) Score Convert 

1. Data analysis is appropriate   

2. Data analysis is detailed   

3. Pertinent use of diagrams/tables/graphs, correlated with 

content/Analysis 
supported by evidence 

  

4. Clear interpretation, well explained   

Sum 
  

Subtotal (sum * 1)  

Remark:   

Discussion & Conclusion (15%) Score Convert 

1. Appropriate; related to the objective of the study   

2. Shortcomings of the study & recommendations for future 

study 

  

3. Conclusion is apt, clear   

Sum   

Subtotal (sum * 1)  

Remark:   

Language & Organization (15%) Score Convert 

1. Correct use of English and technical language   

2. APA format is followed   

3. Comprehensiveness of content and presentation   

Sum   

Subtotal (sum * 1)  

Remark:   
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Presentation (10%) Score Convert 

1. Ability to answer questions from the panel (4 Marks)   

2. Presentation delivery is clear (4 Marks)   

3. Body language (2 Marks)   

Subtotal (sum * 1)  

Remark:   

   

 

TOTAL 

 

 

 

100% 

 

Penalty: maximum 10 marks for late submission or poor 

attendance for consultation with supervisor 

  

 

FINAL 

MARK 

 

 

 

100% 

 

 

**Overall Comments: 

 

 

 

 

 

 

 

Signature:  Date:   

 

Notes: 

(1) Sum: The sum of scores for the chapter 

(2) Subtotal: Convert scores from the sum of scores for the chapter 

(3) Total: The summation of all subtotal score 

 

**It’s compulsory for the supervisor/reviewer to give the overall comments for the 

researchproject with A & F grading. 
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Appendix E: FYP Evaluation Form (Literature-based projects) 

 

FYP Evaluation Form 

(Literature-based projects) 

Supervisor : Zachary Roland  

 

Name : Wong Chun Lam  

 

Student ID : 20UJB06097  

 

Program : BROADCASTING  

 

Project Title : The Effectiveness of Utilizing Instagram to Create Self-Branding among the 

Youth in Klang Valley 

 

Abstract 

I. Adequately describe the entire thesis 

II. State clearly the research problem 

III. Describe briefly the approach to the research/ 

work/study 

IV. Highlight the outcome/significance of the 

study (impart sufficient depth in 

argument/discussion) 

5 marks 

 

Context/Background 

I. Background of author and text 

II. Information about genre and/or historical time 

period of the text 

III. Information about theory/theories used to 

analyze the text e.g. feminist/Marxist/etc. if 

any 

IV. Awareness of academic debates/discussions of 

text or theories used 

15 marks 

 

Close Reading/Analysis 

I. Original close reading that extends and 

expands our understanding of the text 

II. Analysis that is precise and well- 

supported by textual evidence 

III. Adheres to objectives of the project 

30 marks 
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Relationship of issues/themes to the entire text 

I. Relating close reading analysis to the text as a 

whole 

II. Looking at broader issues/themes in the text 

and their significance 

10 marks 

 

Relationship of text to other works by the same 

author (if any) or in the same genre 

I. Able to relate text to other works or similar 

themes/issues explored by same author 

II. Able to relate text to works in the same genre 

10 marks 

 

Organization 

I. Ideas well organized and flow smoothly 

II. Ideas in each chapter are coherent and self- 

contained. 

III. Relationship of chapter analysis to the thesis as 

a whole is well-elaborated and logical 

10 marks 

 

Language 

I. Correct use of grammar and punctuation 

II. Correct use of technical language 

15 marks 

 

Presentation of Project 

I. References/appendices correctly cited 

II. Thesis handed in on time and complete 

5 marks 

 

 

 

TOTAL 100 MARKS   

 

 

 

Comments: 
 

 

 

 

 

 

Signature:  Date:  


