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BUSINESS:  
THEORY & PRACTICE

new valuable consumer insights revolutionize marketing 
research (Bercea, 2012). 

Therefore, the idea and relevance of this research is 
to carry out a personal brand analysis: to fulfil experi-
ment on the content viewed by consumers (technique of 
content analysis), to reveal the emotional and structural 
dimensions of the chosen content in the social network 
Instagram. The aim of the research is to find out the in-
fluence of a personal brand on consumers by invoking 
the content in the social network Instagram. This social 
network was chosen by authors as the Instagram provides 
unique opportunities for personal selling in online busi-
ness, education opportunities recommending goods or 
services by a personal brand, playing the role of an expert 
with experience in a particular field. Thereby providing the 
opportunity to compete in the social network Instagram, 
where a personal brand acts the role of a product or ser-
vice (Shutaleva et al., 2022). 

The importance of this research: from a business per-
spective, it is important for organizations to see the better 
engagement of customers in social media. This is a win-
dow of opportunity to market their products and improve 
corporate productivity via higher sales, and for marketers 

1. Introduction 

For individuals who want to successfully provide their ser-
vices or goods, it is important to create the right commu-
nicative image of themselves in society and have a quality 
personal brand. Through engagement tools in media a 
personal brand can communicate an important message 
and have a positive influence on a business’s success. 

The field of neuromarketing is quite new. It is a 
branch of neuroscience research. Neuromarketing is an 
emerging field which goes beyond traditional tools of 
quantitative and qualitative research, focusing on con-
sumer’s brain reactions to find and fix the relationship 
between behavior and the neuronal system. Thus, neuro-
marketing research helps to better understand the effects 
of marketing stimuli on consumers. With neuromarketing 
tools the research gap is being filled by using advertising 
messages in order to optimize the processing of informa-
tion in our brain. Researchers suggest using neuromar-
keting tools together with traditional marketing research 
instruments. It will help to better understand consumer 
behavior and bring additional added value for traditional 
marketing research tools. It will allow researchers to find 
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to look for different ways to exploit the potential of per-
sonal brand on social media (Narayanaswamy & Heiens, 
2022).

The novelty. A personal brand has a strong connec-
tion to society. One of the main challenges faced by busi-
nesses and individuals who care about their reputation on 
social networks is how to attract and engage consumers 
to choose their products or services. In this case, the per-
sonal brand is a valuable tool to create a positive image 
and reputation value. Although, the importance of a per-
sonal brand has already been extensively highlighted in 
the scientific community. There is a lack of research on 
the importance of content: how does a personal brand 
influence consumers in the social network Instagram. Ac-
cording to Casaló et al. (2020) research, it is important to 
investigate the characteristics of Instagram content (origi-
nality, uniqueness, quality, and quantity) in order to assess 
the influence of the tool on users. According to Brems 
et al. (2017), the creation of personal brand is a process 
in which an individual actively attempts to manage others’ 
impressions by invoking personal skills and experience. 
Customers’ attitudes towards a brand determine familiar-
ity with personal brand, and also grow trust. The more 
significant the awareness and trust, the higher expected 
purchase engagement (Zhang et al., 2019). A brand is not 
only a commercial tool, but also an important cultural and 
social category that has a significant influence on com-
merce and consumer behavior. A strong and recognizable 
brand is important to stand out in the market and attract 
new customers. 

The paper is structured in the following way: the re-
search paper starts from the introduction, the first part 
presents the literature review, the second part outlines 
research methodology, and the third part provides the 
empirical results and discussion. The paper ends with the 
main conclusions and references.

2. Literature review

At the beginning of the research, it is important to define 
the concept of the personal brand. Currently, a personal 
brand is a relatively new, emerging topic in the market, in 
many cases associated with the creation of businesses or 
companies. The focus of personal brand is on the audience 
and on the establishment of overall connection. It helps to 
purposefully prepare the company’s Strategic Plan, con-
duct market analysis, set strategic goals, and get to know 
more about the customer and competitors (Tarnovskaya, 
2017). Content creators use a variety of tools to engage 
users of social media to watch/follow the content being 
created. Personal brand’s communication with users is go-
ing through live streams or comments section, where users 
can express their opinions or show emotions about visible 
content (live translation, posts, reels or similar). In this way, 
content creators gain fans and thus influence their follow-
ers, becoming a personal brands (Ki et al., 2020). 

Following a literature review and an analysis of the 
different definitions of a personal brand, it can be stated 

that the perception of this concept varies. Most authors 
attribute personal branding to business creation or its de-
velopment, creation of a name or social media accounts, 
or online personal website. The creators of social networks 
show how they live their life posting the messages from 
daily life, while the audience provides feedback by im-
pressions or comments. It is important to note that social 
networks are becoming an increasingly important part of 
human lives. According to Wei et al. (2022), with increasing 
number of users, new business directions are emerging: 
consumers for consumers, and consumers for businesses. 
Feedback from users occurs through emotional expres-
sions in the comments section, liking actions, sharing with 
friends or the community. In this way it creates an image 
and a strong link between the brand and consumers. With 
such access to consumers, the personal brand publicises 
the companies’ products and helps to create a unique and 
memorable image in the market. Otherwise, it can be a 
great channel for the own (personal brand’s) product or 
service, which can be publicized without intermediaries. 
In summary, a brand is not only just a logo or a commer-
cial tool, but a feeling experienced by a consumer. It can 
be noted that a brand is an individual symbol that cre-
ates its own identity in social networks, as well as a close 
relationship and strengthening the bond with consumers 
(networks’ users). By publicizing an individually created 
product or service, a person cooperates with brands, and 
in this way increasing the awareness of the product by 
providing recommendations for certain brands. When you 
are starting this activity, it is important to conduct a per-
sonal self-analysis and set the goals. The following model 
will allow to start building a personal brand. It is impor-
tant to note, that the term of “personal branding” – is the 
process of creation of personal brand, when the term of 
“personal brand” is the brand as itself of such a person.

The importance of personal brand in a career is being 
discovered in many fields, such as business, public life, pol-
itics, and others. A career depends on the recognition of a 
personal brand success, influences in the job market and 
the ability to stand out from competitors. Building a per-
sonal brand is a complex and long-term process. The over-
all personal brand’s strategy should consider the unique 
qualities and potential of each individual characteristics 
(Zabojnik, 2018). One of the most successful approaches 
to create a personal brand is the Personal Branding Can-
vas model (Viek et al., 2022). It helps to implement vision 
and use feedback mechanisms, learn how to create busi-
ness models of personal brands’ (Moshood et al., 2022). 
Also, there are developed new models that differ in cer-
tain characteristics and are adapted to specialized areas of 
business, among which personal branding is no exception. 

The choice of business model depends on the tar-
get groups and the market intended for. One effective 
method is recommended, especially for novice marketers, 
which is called the Personal Branding Canvas, created by 
Zabojnik (2018). This framework consists of ten sections 
which define the strategically important aspects of per-
sonal branding through questions. The model of Personal 
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Branding Canvas is presented in Figure 1. It will help to 
self-assess and adapt person’s existing skills in the mar-
ketplace, even without advanced marketing skills. Stag-
es of creating a Personal Branding Canvas are identity, 
profession, reasons to believe, skills, promise, position-
ing, communication, audience, results, and investment. 
It is easy in use and practical approach which allows to 
outline personal goals and properly form a visual frame-
work. Luigi Centenaro was designed the model in 2013, 
and he argues that in order to survive the new industrial 
revolution, it is no longer enough only to develop new 
skills. Due to increasing competition, today’s personnel 
must reinvent themselves, create new values, and ensure 
that their values are clearly understood and continuously 
evolve their strategy. It is time to move from professional 
development to professional innovation. It is important 
to create added value for customers and social media 
audiences. At the beginning of the activity, the follow-
ing are important: communication with customers and 
investments. Personal Branding Canvas model is applied 
in the implementation of a successful personal brand by 
creating a clear awareness and credibility of the person-
al brand. Personal branding is an ongoing process that 
needs to be carried out in order to a predetermined im-
age or impression in relation to other individuals, groups 
or organizations perspective. An analysis of the Personal 
Branding Canvas model showed that it is important to 
examine personal strengths and weaknesses, career, and 
work experience (Viek et al., 2022).

Building a personal brand in social networks is a crucial 
process that allows you to create a unique and recognisa-
ble image in the market. First of all it is important to iden-
tify the principles of activity of personal brand (to foresee 
a working philosophy). This step requires a clear vision, 
mission and values, and the understanding of the target 
audience, thus, a unique identity-building strategy can be 
designed. Using these principles, it is possible to create an 
effective strategy that will help to achieve estimated goals. 
The key stages of creation a brand are important factors 
that influence brand’s success in the context of social net-
works (Schwöbel-Patel, 2019).

The stages of personal branding in the social networks 
are (Schwöbel-Patel, 2019):

1. Developing a vision, mission and values.
2. Analysis and selection of the target audience.
3. Content marketing and traffic of media channels.
4. Relationship building, mentoring and control.
In terms of stages of social media development, it is 

important to highlight the personal brand online activity. 
In Schwöbel-Patel (2019) approach to the typology of so-
cial networks, distinguishes the term “personal brand eq-
uity”. The author argues that stages mentioned above are 
equated to strategic actions which help to build personal 
character and visibility in online world (the public space). 
Applying this personalized specific strategy, we can launch 
activities for action in social networks. The most important 
personal brand assets include profile, social networks, do-
main (name), and website. After analyzing the stages of 
personal branding in social networks it can be noted that 
successful personal brand depends on a clear vision and 
good understanding of the target audience. It is important 
to assess the meaning of the personal brand’s activity, the 
competitive advantage, and the target customer. Social 
media platforms are the powerful channels for personal 
brand’s activities, so it is essential for strategic steps to 
develop a profile, name, and website. Each stage needs to 
be implemented properly, taking into account the goals, 
audience and specifics of social networks, in order to suc-
cessfully develop a personal brand and have an influence 
on users (consumers). After implementing the stages of 
brand formation, it is extremely important to evaluate the 
relationship with the audience, which is constantly devel-
oping and later becomes a decisive factor in the formation 
of opinion. 

Social networks are the most important platforms in 
the creation of personal brand and perform marketing 
strategies. They provide an opportunity to communicate 
directly with target audiences, build awareness, increase 
loyalty, and create society. Social networks have a signifi-
cant influence on consumer behavior and brand opinion. 
Social media – various online networks that provide users 
the opportunity to communicate with each other verbally 

Figure 1. The Personal Branding Canvas (adapted from Viek et al., 2022)
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and visually (Carr & Hayes, 2015). Regardless of the physi-
cal location, employees can participate in all business pro-
cesses through social media platforms (Grover et al., 2022). 
Social media provides a virtual marketplace for organisa-
tions to develop campaigns, promotions, and/or adver-
tisements (Djafarova & Bowes, 2021). In social networks, 
a person chooses content in which opinions are formed, 
reviews of products and services are made, taking into 
account the market context (Grover et al., 2022). In to-
day’s society, consumers increasingly use social networks 
to spend their free time and express their opinions about 
products and services. Therefore, it is important to take 
this trend into account when creating content and using 
marketing strategies. Competitions, special themes sharing 
of specific topics, closed and open questions are effective 
tools to attract audiences. However, it is necessary to pay 
attention to avoid overloading users with heavy informa-
tion, political or tabloid articles, news or similar informa-
tion. In addition, it is important to consider the time of 
the posted posts. For example, in the first half of the day 
the information can be a discussion of current events or 
the presentation of interesting facts, and in the evening, 
when major users expect lighter content, it can be shared 
information about a joke, funny video or story of the day. 
Engaging content and the use of social media marketing 
tools attract and retain customer attention.

An analysis of US social networks shows that the most 
popular social networks in the world are Facebook, Insta-
gram, Twitter, YouTube and TikTok. Facebook is the old-
est and most widely used social network where users can 
share their views on products, create communities and 
give feedback in the comments section. Instagram plat-
form is popular among young users, while Twitter is more 
intended for news and famous people around the world 
sharing opinions. YouTube is the largest video commu-
nity and advertising platform that reaches a wide audi-
ence. A new and growing social networking platform is 
TikTok, especially among younger users. TikTok is a new 
and innovative way to build brand image using short and 
interactive videos that can easily attract consumers and 
evoke emotions (van Stekelenborg et al., 2019). In social 
networks dominate three media formats: text, video, and 
photos. It’s important to choose platforms that support 
multiple formats, such as video and text or photos. All 
three formats are supported on the Facebook platform, 
while our analysing Instagram network is focused on 
photos and videos. Instagram and TikTok, attract the at-
tention of younger users (22–34 year-old audience) (van 
Stekelenborg et al., 2019). Based on these findings, it can 
be argued that choosing the right social network and its 
popularity should be taken into account, as well as media 
formats, user engagement and age of target groups. This 
will help you communicate effectively with users.

Social networks enable companies to communicate di-
rectly with target audiences, build awareness, loyalty, and 
community. In the business sector, social networks are 
widely used as a means of communication with consum-

ers, for personal brands’ activities and a means of attract-
ing customers. It enables peer-to-peer collaboration with 
personal brands. It is therefore important to take stock 
of the prevailing trends in social networking, to find out 
similarities and differences and choose the most appropri-
ate platform.

According to a number of studies, social networks have 
a significant influence on consumer behavior and opin-
ion of a commercial brand (Carr & Hayes, 2015). Social 
networks are widely used in business as a means of com-
munication with consumers, for personal brand promotion 
and customer attraction. One of the main advantages of 
using social networks is the large number of users, which 
reach billions of people worldwide. Social networks offer 
a great opportunity to reach many potential consumers 
and build loyalty for a personal brand. The growing use 
of social media platforms has opened a wider range of 
opportunities to connect with the public, spread and raise 
the profile of companies’ products (Pedroni & Pofi, 2018). 
Social media in modern society is shaped by economic, 
political, and cultural power structures (Fuchs, 2015). These 
networks allow to reach a large number of users, to cre-
ate connections, communicate, to build communities, and 
to develop product loyalty. Many organizations advertise 
their business on social media in order to attract as many 
users and customers as possible (Siddiqui & Singh, 2016). 
When a personal brand or business uses social networks, it 
strengthens the connection with consumers, ensures faster 
communication between, and allows customers to easily 
follow business news. In this case, there is a noticeable col-
laboration between a business and a personal brand which 
can create content in the social networks and attract cus-
tomers. The image that a brand gains from its social media 
influencers helps to build direct relationships with the key 
consumers and fosters brand loyalty (Glucksman, 2017). 
Social networks provide organization’s the opportunity to 
monitor consumer behaviour, analyse market trends and 
get direct feedback. This data can be useful for develop-
ing business strategies, improving products and planning 
marketing activities. 

Social networks are dominated by three media formats: 
text, video, and photos. It is important to choose the right 
platform to communicate with target users. It is advisable 
to choose platforms that support multiple media formats, 
such as video and text or photos. The time which users 
spend on platforms is relatively small – 7.8 minutes on 
average for all platforms. Users spend the longest time 
per visit on the YouTube platform – 13.2 minutes, on the 
TikTok they spend a similar time – 10.9 minutes, when Ins-
tagram is the platform with the least amount of time users 
spend – only 3 minutes per visit. However, looking at the 
number of visits per month, Instagram ranks second with 
69 user visits, and its subsidiary Facebook – with 120 vis-
its. The rest platforms have the number of visits between 
42 and 52. Users visit the Facebook (Meta) platform most 
often and spend about 4 minutes of their time (Haenlein 
et al., 2020).
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Facebook and Twitter are long-standing social net-
working platforms with the largest number of users in 
their forties and older. Instagram is popular among users 
in their twenty’s-thirties, while TikTok is dominant among 
the twenty’s year-old audience. Younger users value fast-
accessible, interesting, and visually appealing content, so 
these platforms are more focused on visual media such as 
photos and videos (Haenlein et al., 2020). 

Influencers are divided into five different types (cat-
egories) according to the number of followers: nano influ-
encers, micro influencers, medium influencers, macro influ-
encers, and mega influencers. As the category grows, the 
number of followers increases, engagement with the con-
tent, higher rewards for advertisements, and public status 
increases. Influencers can have a significant influence on a 
brand’s popularity and reach, depending on their category 
and number of followers. Based on the Kothapalli (2021) 
analysis, nano influencers have a base of 1000 followers, 
when micro influencers have from 1000 to 100,000 fol-
lowers. In this tier, influencers influence by engaging in 
activities, providing services, or creating products, often 
considered niche specialists. Average influencers have be-
tween 50,000 to 100,000 followers. Nowadays, it is begin-
ning to be noticed that macro influencers who have from 1 
million followers and more, have in their base well-known 
people on a regional or national scale, whose popularity 
and circle of users ensure high accessibility and have up 
to a million followers (Kothapalli, 2021).

In this research paper the term “influencer” has the 
same meaning as “opinion leader”.

The following paragraph provides the information of 
personal brand’s influence on consumers. As the market 
grows and the business expands, companies have a grow-
ing need to increase awareness and sales of products or 
services, so more and more attention is paid to personal 
brand’s using. Particularly popular those personal brands 
which emphasize activities and hobbies of their interest, in 
which they have experience and can share recommenda-
tions. They were people whose friends were always asking 
for advice, and the same principle applies to attracting 
users on social networks. Therefore, a circle of friends 
helps to attract an audience. In the context of marketing, 
we can also come across other concepts that correspond 
to the term of opinion leader, as described by Sahelices-
Pinto and Rodríguez-Santos (2014) study. Opinion leaders 
have a high influence on the awareness, decision-making 
and behaviour of ordinary consumers in public opinion 
dissemination process, as argued by Zhao et al. (2018). 
Based on Chaudhry and Irshad (2013), mid-level consum-
ers often rely on the advice of opinion leaders when mak-
ing purchasing decisions. Opinion leaders are another 
way to define a personal brand and characteristic to be 
followed in social networks. Influencers in social media 
who are popular have their own audiences, which they 
reach through their social media channels. Such influenc-
ers can post the content in their channels in exchange 
for rewards (Campbell & Grimm, 2019). Social networks 

have become a popular source of consumer information, 
where consumers share their thoughts, opinions, and ex-
periences. Opinion formers can be considered as digital 
leaders, moderators, and strategic communication actors 
(Borchers, 2019). They are self-presenting themselves and 
implementing self-promotion, and in this way engage with 
their followers on various social networks such as Insta-
gram, YouTube, Twitter and TikTok (Abidin, 2016; Dhanesh 
& Duthler, 2019). Social media influencers’ promotional 
messages are often perceived as honest feedback (re-
views), and therefore have a significant (strong) influence 
on consumers. According to research studies on how opin-
ion leaders influence people’s behavior – one of the most 
important reasons is their credibility and authority (Chu 
& Kim, 2011). If an opinion leader (influencer) has a large 
follower base and he/she is perceived as an expert in his 
or her field, his or her opinion can be seen as credible and 
authoritative. It influences other people’s attitudes towards 
certain products or services they recommend. In addition, 
the opinion leader approach can also be an effective tool 
for personal brand advertising strategy, due to their ability 
to create a strong emotional connection with the audi-
ence. 

Creating content that encourages people to identify 
themselves and their lifestyle with the content creator, cre-
ates a strong connection between the audience and the 
opinion leader. Social network leaders (influencers), who 
have experience and knowledge in the practice of their 
field, share with the audience, talking about the peculiari-
ties of the activity or the emotions that their work brings 
to them. This is a self-evident circumstance that allows you 
to offer a product or service, increase the awareness of a 
personal brand and attract more followers. This sharing of 
knowledge and advice is valuable for consumers who may 
have difficulty understanding the technicalities involved 
in purchasing a product or service. In a study by Berg-
ström and Jervelycke Belfrage (2018), it was found that 
opinion leaders play an important role in content tools 
and intermediaries. Recommendations of opinion leaders 
influence consumers’ choice among a large assortment. 
Opinion leaders can provide valuable information about 
goods or services, share personal experiences and recom-
mendations, and help consumers to make informed deci-
sions. Opinion leaders are an essential source of knowl-
edge creation in communities (Kang et al., 2023). This 
principle creates a sense of community, with audiences 
sharing experiences and emotions, leaving recommenda-
tions or requests. The Instagram platform has a feature 
that allows you to reply to a comment while making a 
video. Influencers provide more opportunities to engage 
with consumers, to create connections and evoke emo-
tions. Consumers who get to know a brand through opin-
ion leaders perceive the brand as a more significant and of 
higher quality (Nagy et al., 2017). Consumers with less ex-
perience in a particular product often trust the advice and 
recommendations of opinion leaders (influencers) (Casaló 
et al., 2020). Djafarova and Rushworth (2017) note that 
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Instagram opinion leaders influence the purchase behavior 
of young female users, while profiles of non-traditional 
famous people are influential due to their high credibility. 
Communication with consumers helps us to understand 
preferences and requirements. It is important for building 
a personal brand that meets consumer needs. Social net-
works are particularly effective in the context of personal 
brand because of their social power, which is translating to 
a high influence on consumers (Fuchs, 2015). 

3. Research methodology 

The aim of the research is to find out the influence of a 
personal brand on consumers, i.e. which stimuli are at-
tended to. A quantitative research approach is used to 
achieve this goal. 

The intended purpose of the research paper is to de-
termine the influence of a personal brand on a user in a 
social network.

Objectives of the research:
1. To examine the concept of personal brand from a 

theoretical perspective.
2. To examine the communication of personal brand 

in social networks.
3. To conduct a scientific experiment using the eye-

tracking technology “Neuromarketing & AI LAB”.
4. To analyse the influence of personal brand engage-

ment in the social network Instagram. 
Variety of standard methods. Research papers in the 

literature review mostly cover the methodologies which 
integrate interviewing of participants (surveys of a number 
of respondents), analysis of literature review, quantitative 
research, and also methodologies which apply such prin-
ciples as induction, comparative analysis, gnoseological 
interpretation and analysis, deductive method. 

Research methodology for this research. Analysis of 
literature review (descriptive and content analysis), and 
methodologies are chosen which apply such principles as 
induction, comparative analysis, gnoseological interpreta-
tion and analysis (analytical, comparison, logical, synthe-
sis), logical definition and theory construction – deductive 
method. The field of neuromarketing is fairly new, which 
goes beyond traditional tools of quantitative and qualita-
tive research. So, neuromarketing research helps to better 
understand the effects of marketing stimuli on consumers. 
Therefore, the method – experiment is chosen, and tech-
nique of content analysis is selected. 

An experiment is empirical research that helps to 
check the connection of causal phenomena by planned 
management (changing, correcting) the conditions of a 
process or phenomenon. During experimental research, 
the researcher deliberately controls and manipulates the 
conditions that lead to the proceeding of interest. The re-
searcher manipulates the chosen independent variable by 
causing different variations in the dependent variable. Af-
ter comparing the differences in the results, the researcher 
can determine the reason for the variation in the results, 
and this is a big advantage of the experimental method 

(Boniface, 2019).
Based on previous information, an experiment of per-

sonal brand influence is chosen: research of human emo-
tions (behavior) and chosen content in the social network 
Instagram.

The method of experiment in this research was select-
ed based on a similar study conducted by Zahmati et al. 
(2020).  

Research data collection method: an experiment. Data 
processing method: the technology (software) of “Neuro-
marketing & AI LAB”. Data analysis method: descriptive 
statistics method. Experiment: empirical research that helps 
to check the purpose by changing the process conditions 
(showing purposefully selected material with stimuli). The 
“Neuromarketing & AI LAB” technology allows us to per-
form an experiment, scan the look of the subject’s eye and 
present the results of the research. A map of the areas 
of interest of the research group – AOI (Areas of Inter-
est), heat maps have been chosen to illustrate the results 
of the research (Hofer et al., 2023; Farooqui, 2023). The 
method of comparative analysis will allow us to compare 
the obtained results and the data. One group of users was 
chosen for the research, because such research is quite 
expensive.

Research instruments. A stimulus can be any factor that 
causes or enhances physiological and psychological reac-
tions in the body. In the context of personal brand, stimuli 
can be advertising elements such as images, colors, or tex-
tual information. Two stimuli were used in the research: 
the first main stimulus – active Lithuanian Instagram stars, 
television faces, businessmen. The selection of stimuli 
had several limitations of the research. All these personal 
brands had to be Lithuanian Instagram macro influencers 
(opinion formers) with up to 100,000 followers, managing 
businesses, providing goods or services. Following a re-
view of the most popular Lithuanian influencers, the next 
stimuli were selected: Karolina Meschino [421000 follow-
ers in 2023 April 18], Mantas Stonkus [314,000 followers 
in 2023 April 18], Žydrūnas Savickas [514,000 followers in 
2023 April 18]. Three photos were selected with the per-
sonal brands (stimuli). The selected stimuli correspond to 
the goals set in this publication: to determine the influence 
of a personal brand on a user in a social network. The 
selection of the second stimulus: the brand of business 
companies has to be identified, but this met several limi-
tations of the research. The photos were selected from a 
personal influencers Instagram profiles’, and secondly, the 
photo had to feature two stimuli: the brand and the influ-
encer providing the goods or services. After the searching 
of Instagram personal profiles, 3 photos were selected: a) 
a photo of a grocery to analyse the case with Karolina 
Meschino; b) the photo of a gift for entertainment and 
recreation “Gera dovana” and clothing store “H&M” – for 
the case of Mantas Stonkus; c) the photo of nutritional 
supplements of the brand “Real Pharm” – for the case of 
Žydrūnas Savickas. Different profiles in the experiment 
allowed us to compare the personal brand influence (in 
our case – influencer’s influence) on consumers. Once the 
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photos were selected, they were prepared for the experi-
ment: photo editing programs were used to retouch the 
3 photos and remove the key stimuli – influencers from 
them. The remaining 5 photos were randomly selected 
from “Eurokos” shop: various beauty brands’ ads on the 
Instagram social network.

Research sample and selection method. Using the 
“Sample Size Calculation” method (Das et al., 2016), and 
choosing a confidence level of 95%, specifying the popula-
tion (2000), it was estimated that 33 respondents are need-
ed for the experiment (7 extra respondents were involved 
in the research). In total 40 people were participated in 
the experiment (18 men and 22 women). The participants 
of the experiment were randomly selected students in the 
Instagram target group (22–34 year old), and the majority 
were studied at SMK University of Applied Sciences. This 
ensured the homogeneity of the target group. 

Research design. The research was conducted us-
ing eye-tracking technology “Neuromarketing & AI LAB” 
and sampling frequency software RealEye v13.13.10. Eye 
tracking technique allows to analyze behavior of research 
participants and cognition without measuring brain activ-
ity. Eye tracking tool helps to identify where the potential 
customer is looking at, for how long, and the path of his/
her view and changes in human dilation while the subjects 
looks at stimuli. Eye tracking could be useful in develop-
ment of advertisements and concept testing, assessment, 
logo and package design, online usability and micro-site 
development or in-store marketing (Bercea, 2012). Thus, 
experiment participants performed tasks on a smart device 
by opening a dedicated link, using the front-facing cam-
era, and approving the application. The principle of use: 
experiment participant had to follow red balls with his/
her eyes when the programme was tracking and detecting 
(catching) eyes looking points. In total – 11 photos were 
selected for the research: 6 photos related to the influenc-
ers (stimuli) with Karolina Meschino, Mantas Stonkus and 
Žydrūnas Savickas (2 photos of every influencer – one with 
the stimulus, and another – retouched without stimulus); 
and 5 random photos of Eurokos ads.  During the experi-
ment participants did not have to perform specific tasks, 
but just to look on the moving pictures passed by. Photos 
were shown for 6 seconds in random order with an interval 
of 1.5 seconds between photos. It allows research imple-
mentors’ to prioritize the areas of interest that attracted 
the most attention and emotion. 

Research ethics. Research participants were informed 
of their voluntary participation and anonymous contribu-
tion, as well as the possibility of withdrawing from the 
study at any time without specifying the reason.

4. Empirical results and discussion

The stimuli (influencers) of the experiment are well-known 
Lithuanian society members and personal brands when 
the popularity also influences viewers’ engagement. Dur-
ing the quantitative research, the data was collected and 
recorded by the “Neuromarketing & AI LAB” equipment. 

Visualisation of the characteristics was realized with “heat 
maps” method, where “T” is the duration of one stimulus 
looking time of 6 seconds.  The research was composed 
of 11 photos in Instagram social network in total: 3 pho-
tos of Lithuanian publicly well-known persons – influencers 
(Karolina Meschino, Mantas Stonkus, Židrūnas Savickas); 
3 retouched photos without influencers; and 5 photos of 
beauty products advertisements of “Eurokos” shop, select-
ed as distractions for research participants (the idea – to 
mix influencers’ photos with not related once, and conduct 
the research). All photos for users have been shown in 
random order. 

During the experiment 3 observation zones were fixed: 
icon, face, and product. After receiving the data of the ex-
perimental results, the method of descriptive statistics has 
been chosen: analysis of the received data was obtained, 
and a heat map of the areas of interest of the research 
group – AOI (en. Areas of Interest), has been chosen to 
illustrate the results of the research. The most important 
indicators of the research: Fixation (the number of fixations 
the user has made while exploring the content); Fixation 
duration (average time a user stays looking at a single 
point); Ratio (percentage of time a user stays looking at 
a single point), (percentage indicating how many possible 
areas the user has viewed). The most important indicators 
of the research are: 

 ■ Fixations (number of fixations made by the user 
while examining the content); 

 ■ Fixation duration (average time the user stays look-
ing at one point); 

 ■ Ratio (percentage showing how many available 
zones the user viewed). 

These three metrics are the most representative of user 
engagement as they allow comparisons between the three 
units of measurement.  

In Figure 2 we see the stimulus under consideration – 
Mantas Stonkus in partnership with “Gera dovana” and 
promoting “H&M” products. 1) Avg. TTFF: average time 
from the page opening to the first moment the user starts 
seeing the website or advertised product. The average 
time with an influencer (personal brand) is 2.99 seconds, 
and without it – 2.23 seconds. 2) Avg. Time Spent: average 
time spent by the user examining the content of the page 
or product. In this case, the average time is 0.44 seconds 
with a personal brand, and without it – 0.43 seconds. 3) 
Fixations: the number of fixations of user gazes performed 
by examining the content of a page or product with a 
personal brand is 47, and 34 without a stimulus. 4) Ra-
tio: a percentage showing how many of the 40 possible 
zones the user has viewed. In this case, the user viewed 
17 zones from 40 possible (43%) with personal brand, and 
15 zones – without influencer (38%). 5) Avg. Fixation Dura-
tion: the average time a user stays looking at one point. 
The average time in the presence of the personal brand is 
0.15 seconds, without the stimulus – 0.19 seconds. 6) Avg. 
FFD: average time it takes for a user to jump from one 
place next to another. Research results showed that the 
average time for the photo with personal brand is 0.14 
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seconds, without influencer – 0.2 seconds. 7) Avg. Revis-
its: average number of times a user returns to a certain 
place on the page/photo, or to a product with a personal 
brand – 0.31, but only with trademark – 0.21. 8) Avg. TTFC: 
average time to first click/action is NA for the both photos 
(value not specified). 9) AOI Size: percentage showing how 
much of the entire page or product areas user viewed. 
Results showed, that with a personal brand indicator is 
6.3%, without it – 3.6%. 

In the Figure 2 we see the stimulus under consider-
ation – Mantas Stonkus in partnership with “Gera dovana” 
and promoting “H&M” products. 1) Avg. TTFF: average 
time from the page opening to the first moment the user 
starts seeing the website or advertised product. The aver-
age time with an influencer (personal brand) is 2.99 sec-
onds, and without it – 2.23 seconds. 2) Avg. Time Spent: 
average time spent by the user examining the content of 
the page or the product. In this case, the average time 
is 0.44 seconds with a personal brand, and without it – 
0.43 seconds. 3) Fixations: the number of fixations of user 
gazes performed by examining the content of a page or 
product with a personal brand is 47, and 34 without a 
stimulus. 4) Ratio: a percentage showing how many of the 
40 possible zones the user has viewed. In this case, the 
user viewed 17 zones from 40 possible (43%) with per-
sonal brand, and 15 zones – without influencer (38%). 
5) Avg. Fixation Duration: the average time a user stays 
looking at one point. The average time in the presence of 
the personal brand is 0.15 seconds, without the stimulus – 
0.19 seconds. 6) Avg. FFD: average time it takes for a user 

Avg. TTFF (Average Time to First Fixation): 2.99 s
Avg. Time Spent: 0.44 s
Fixations (how many times participants’ eyes stopped or fixated on 
specific points within the stimulus): 47
Ratio (fixations that occurred in a specific area of interest): 17/40 (38%)
Avg. Fixation Duration (the average duration of each fixation): 0.19 s
Avg. FFD (Average First Fixation Duration): 0.2 s
Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.31
Avg. TTFC (Average Time to First Click/action): N/A
AOI Size (participants considered as an area of interest. Area of Interest 
Size):  3.6%

Avg. TTFF (Average Time to First Fixation): 2.23 s
Avg. Time Spent: 0.43 s
Fixations (how many times participants’ eyes stopped or fixated on 
specific points within the stimulus): 34
Ratio (fixations that occurred in a specific area of interest): 15/40 (43%)
Avg. Fixation Duration (the average duration of each fixation): 0.15 s
Avg. FFD (Average First Fixation Duration): 0.14 s
Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.21
Avg. TTFC (Average Time to First Click/action): N/A
AOI Size (participants considered as an area of interest. Area of Interest 
Size): 6.3%

Figure 2. Comparison of heat maps and data with and without influencer Mantas Stonkus (prepared by authors, 2023)

to jump from one place next to another. Research results 
showed that the average time for the photo with personal 
brand is 0.14 seconds, without influencer – 0.2 seconds. 
7) Avg. Revisits: average number of times a user returns 
to a certain place on the page/photo, or to a product with 
a personal brand – 0.31, but only with trademark – 0.21. 
8) Avg. TTFC: average time to the first click/action is NA 
for the both photos (value not specified). 9) AOI Size: per-
centage showing how much of the entire page or product 
areas user viewed. Results showed, that with a personal 
brand indicator is 6.3%, without it – 3.6%. 

Comparing the two heat maps it can be concluded that 
with the personal brand Mantas Stonkus the level of en-
gagement is higher in all nine indicators. The photo with 
the personal brand Mantas Stonkus had a higher engage-
ment. Darker clouds of the photos show the areas of eye 
gaze which were fixed the most. In the heat map the at-
tention is often focused on the inscription at the top with 
the name and surname of the stimulus, and the name of 
the brand “Gera dovana”, which allows to recognize the 
organization providing services. 

In the Figure 3 is represented the stimulus under con-
sideration – Žydrūnas Savickas promoting “Real Pharm” 
nutrition products. Conducted research showed these re-
sults. 1) Avg. TTFF: mean time with a personal brand is 
2.77 seconds, compared to the photo with no stimulus – 
1.7 seconds. 2) Avg. Time Spent: the average time is 0.43 
seconds with personal brand and 0.33 seconds without it. 
3) Fixations: 36 with the influencer, but without stimulus – 
39. 4) Ratio: user viewed 14 zones from 40 possible once 
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Avg. TTFF (Average Time to First Fixation): 2.77 s
Avg. Time Spent: 0.43 s
Fixations (times participants’ eyes stopped or fixated on specific points 
within the stimulus): 36
Ratio (fixations that occurred in a specific area of interest.): 14/40 (45%)
Avg. Fixation Duration (the average duration of each fixation): 0.2 s
Avg. FFD (Average First Fixation Duration): 0.18 s
Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.5
Avg. TTFC (Average Time to First Click/action): N/A
AOI Size (participants considered as an area of interest. Area of Interest 
Size):  5.1%

Avg. TTFF (Average Time to First Fixation): 1.7 s
Avg. Time Spent: 0.33 s
Fixations (times participants’ eyes stopped or fixated on specific points 
within the stimulus): 39
Ratio (fixations that occurred in a specific area of interest.): 18/40 (35%)
Avg. Fixation Duration (the average duration of each fixation): 0.14 s
Avg. FFD (Average First Fixation Duration): 0.14 s
Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.23
Avg. TTFC (Average Time to First Click/action): N/A
AOI Size (participants considered as an area of interest. Area of Interest 
Size): 6.4%

Figure 3. Comparison of heat maps and data with and without influencer Žydrūnas Savickas (prepared by authors, 2023) 

1. Avg. TTFF (Average Time to First Fixation): 2.11 s  
2. Avg. Time Spent: 0.21 s  
3. Fixations (times participants’ eyes stopped or fixated on specific points 
within the stimulus): 18 
4. Ratio (fixations that occurred in a specific area of interest.): 13/40 
(33%) 
5. Avg. Fixation Duration (the average duration of each fixation): 0.14 s 
6. Avg. FFD (Average First Fixation Duration): 0.16 s 
7. Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.5 
8. Avg. TTFC (Average Time to First Click/action): N/A 
9. AOI Size (participants considered as an area of interest. Area of 
Interest Size): 4%

1. Avg. TTFF (Average Time to First Fixation): 3.66 s 
2. Avg. Time Spent: 0.34 s 
3. Fixations: (times participants’ eyes stopped or fixated on specific 
points within the stimulus): 12 
4. Ratio (fixations that occurred in a specific area of interest.): 9/40 (33%) 
5. Avg. Fixation Duration (the average duration of each fixation): 0.24 s 
6. Avg. FFD (Average First Fixation Duration): 0.25 s 
7. Avg. Revisits (the average times participants returned their gaze to a 
particular area): 0.3 
8. Avg. TTFC (Average Time to First Click/action): N/A 
9. AOI Size (participants considered as an area of interest. Area of 
Interest Size): 4.4%

Figure 4. Comparison of heat maps and data with and without influencer Karolina Meschino (prepared by authors, 2023)
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(35%) with a personal brand, and without it – 18 zones 
(45%). 5) Avg. Fixation Duration: the average time of this 
indicator with the personal brand is 0.2 seconds, without 
the stimulus – 0.14 seconds. 6) Avg. FFD: average time is 
0.18 seconds with personal brand, and 0.14 seconds with-
out it. 7) Avg. Revisits: 0.5 with the influencer, and 0.23 
without stimulus. 8) Avg. TTFC: average time to first click/
action is NA for both photos (value not specified). 9). AOI 
Size: in case of the personal brand – 5.1%, without the 
influencer – 6.4%. 

By comparing the research results of the two heat 
maps it can be concluded that in the presence of a per-
sonal brand – Žydrūnas Savickas, from three main indica-
tors (Fixations, Fixation duration & Ratio), only one domi-
nated – the time user remains looking at one point. While 
analyzing other results of indicators can be stated, that en-
gagement of users was greater without the primary stimu-
lus, although it is notable that the influencer in the photo 
is placing in the background behind the dietary supple-
ment products, which is not typical in another cases. If we 
pay attention to the heat map, it can be noticed that the 
darker clouds are situated in the area of Žydrūnas Savickas 
body and face. Here the viewing points of users were fixed 
the most frequent. Thus, the photo with the “Real Pharm” 
brand products received the most engagement in com-
parison with personal brand Žydrūnas Savickas.

Stimulus under consideration in Figure 4: Karolina Me-
schino promoting the “Lidl” brand. 1) Avg. TTFF: average 
time with personal brand is 2.11 seconds compared to no 
stimulus – 3.66 seconds. 2) Avg. Time Spent: 0.21 seconds 
with personal brand, and 0.34 seconds without it. 3) Fixa-
tions: 18 with influencer, but without stimulus – 12. 4) Ra-
tio: the users viewed 13 zones of 40 possible once (33%) in 
the presence of a personal brand, and without it – 9 zones 
of 40 possible (23%). 5) Avg. Fixation Duration: the aver-
age time for the picture with influencer – 0.14 seconds, 
without the stimulus – 0.24 seconds. 6) Avg. FFD: Average 
time is 0.16 seconds with a personal brand, without it – 
0.25 seconds.

7) Avg. Revisits: 0.5 – result with a personal brand, and 
only with trademark (without influencer) – 0.3. 8) Avg. 
TTFC: average time to the first click/action is NA for both 
photos (value not specified). 9) AOI Size: in case of per-
sonal brand – 4%, without the stimulus – 4.4%. During 
comparison of research results of the two heat maps, it 
can be concluded that the highest engagement was with 
the personal brand Karolina Meschino. Considering the 
three main indicators, the advantages were in these as-
pects: capturing the content and views of different zones. 
Research results showed that the biggest areas with the 
darkest clouds were fixed looking to the influencer’s body 
and face, as well as the nearby one “Lidl” brand. At the top 
of the photo was an eye text examination with the name, 
surname, and the brand Lidl. By comparing the parameters 
and the heat maps of the two photos it can be stated 
that the photo with Karolina Meschino (influencer) had 
the greatest engagement in comparison with the picture 
without stimulus. The two main parameters from the three 

most important were greater with the influencer: fixations 
and ratio.

The discussion of the authors. After carrying out an 
experiment using the technology “Neuromarketing & AI 
LAB” it was received evidence that a personal brand has 
an influence on users in the social network Instagram at-
tracting greater attention. Upon examination of the re-
search results of the eye tracking experiment, and after 
analysis performed, we can state that on average, users 
spend more time on photo and product analysis to ex-
amine personal brand and at the same time – analyze 
content provided by influencers. The results of the experi-
ment show that the effect of the personal brand on the 
consumer is proved by attracting attention and creation 
of more active engagement. The results of the experiment 
show that the personal brand has the influence on the 
consumer by attracting attention and encourage higher in-
volvement. Such results of the experiment were expected.  
During monitoring of the 3 main indicators of the research 
it was confirmed that users in Instagram are focusing their 
attention on the stimulus face and brand next to influencer 
first. In addition, the method and results of this conducted 
experimental research are similar to Zahmati et al. (2020). 
They were also conducted similar research in which two 
AOI points of stimulus were determined (sponsor body 
and face in their case), in order to investigate the influ-
ence of the sportsman (stimulus) on advertising. Later, 
these two points were analyzed using an eye-tracking 
technique. The findings showed that the influencer’s face 
acquired the highest number of fixations and the highest 
fixation duration. Also, this research results showed that 
the presence of an influencer-sponsor on a promotional 
poster can attract attention of the direct audience. The 
presence of influencers in advertisements increases mar-
keting influence and encourages the engagement of the 
audience. This is proved by analysis made by the group of 
researchers Contero-López et al. (2022). Also, it was ob-
served that the direction of gaze of the stimulus-influencer 
is particularly significant and can direct users’ attention. 
From a marketing perspective, a photo is more impactful 
with an influencer’s eyes directed to the product rather 
than to user (viewer). 

5. Conclusions 

After examining the concept of a personal brand, it can be 
stated that a personal brand is an individual symbol that 
creates its own identity in the social networks. It reveals 
everyday life, talents, strengths and communicates with the 
audience, creating a strong connection with users. When 
publishing an individually created product or service, the 
personal brand cooperates with trademarks and thus not 
only increases the awareness of the personal brand, but 
also helps to attract more attention to the goods or ser-
vices of business companies.

After analyzing the communication of a personal brand 
in social networks, it became clear that first, it is suggested 
to use the “Personal Branding Canvas” model for creating 
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a personal brand. It serves to set career goals and helps to 
achieve them. When starting activities in social networks, 
creating content and get mentorship, first necessary to 
determine the operating principles (philosophy) of a per-
sonal brand: to set a vision, mission, and values, as well 
as to determine the target audience. The second step is 
to create a personal brand social network, which consists 
of the following stages: profile, social network, name and 
website. The most popular social networks in the world are 
Facebook (Meta), Instagram, Twitter, YouTube and TikTok 
which have different target audiences. In social networks 
three media formats are dominating: text, video records, 
and photos. It is important to choose networks with mul-
tiple formats, such as videos and text or photos (all three 
formats are supported on the Facebook network, while 
Instagram focuses on photos and videos). Instagram and 
TikTok attract the attention of younger consumers. The 
Instagram platform is the most popular among the audi-
ence of about 20–30-year-old. When choosing the right 
social network, it should be considered popularity, media 
formats, user engagement and age of target groups. This 
will help to communicate effectively with users (potential 
consumers).

It was selected to use eye-tracking technology “Neu-
romarketing & AI LAB” for the research and conduct an 
experiment in the social network Instagram. It was found 
that the target audience of Instagram is young users (up 
to around 30 years old), who are interested in the lives of 
friends, acquaintances and famous people, and spend their 
free time. Instagram offers content through photos and 
videos, visually presents information and evokes emotions 
for users. In the context of personal brand, stimuli can be 
advertising elements such as images, colours or textual 
information. The scientific research was integrated the first 
stimulus: personal brands – macro Lithuanian Instagram 
influencers (opinion makers Karolina Meschino, Mantas 
Stonkus, and Žydrūnas Savickas), with up to 100,000 fol-
lowers; and second stimulus: other business brands. Differ-
ent profiles of influencers in the experiment allowed us to 
compare the influence of a personal brand on consumers. 
After analysis and comparing two heat maps of Mantas 
Stonkus it can be concluded that with the personal brand 
(Mantas Stonkus) the level of user’s engagement is much 
higher in all nine analyzed indicators. Thus, the eyes of us-
ers were focused mostly on the stimulus. During the analy-
sis of the heat map with Mantas Stonkus we see that users 
are paying attention to the note on the top of photo with 
the name and surname, and to the nearby brand “Gera 
dovana” – the brand providing services which is promoting 
by the influencer. Research results of the case of Žydrūnas 
Savickas showed that in the presence of a personal brand 
(stimulus Žydrūnas Savickas), only one indicator from the 
main three has been dominated – the time user remains 
looking at one point. Although, it is notable that the in-
fluencer in the photo is placed in the background behind 
the dietary supplement products, and this could influ-
ence such results. The most frequent viewing points of 
users were the body and face of Žydrūnas Savickas. The 

research results in Karolina Meschino case highlight that 
in the presence of a personal brand (stimulus Karolina Me-
schino), the highest consumer engagement and attracting 
attention dominated in Karolina Meschino’s zone (body 
and face), and the nearby “Lidl” brand. In addition, users 
also captured the top of the photo: the influencer’s name 
and brand name “Lidl”. The photo with Karolina Meschino 
had higher engagement.

After conducting an analysis of the influence of a per-
sonal brand involvement to the social network Instagram, 
it was found that the body and face of the personal brand 
had the highest results – fixation frequency, which means 
the influence on the business brands of companies. After 
conducting an eye tracking experiment with “Neuromar-
keting & AI LAB” technology it can be concluded that a 
personal brand has a significant influence: it attracts the 
attention of consumers and promotes engagement. A 
specific personal brand increases interest, which attracts 
more attention from consumers. It allows them to watch 
ads longer, pay attention to business brands, which leads 
to increased consumption and implementation of higher 
sales. The results of the research show that the effect of 
a personal brand on a consumer is in attracting atten-
tion and promoting engagement. A personal brand influ-
ences users with its content on social networks by sharing 
personal opinion when recommending goods or services. 
Karolina Meschino analysis on the social network Insta-
gram confirmed the users monitoring of the 3 main zones: 
the users were focused their attention on the face of the 
influencer, the body and the business brand. 

Personal brands captures consumer attention and 
drives engagement. It is recommended to use personal 
brands as one of the main stimulus to advertise products 
or services of business. On the other hand, it is recom-
mended to gather a wider community and develop own 
business for influencers. Further research using neuromar-
keting tool of eye tracking may be carrying out for analys-
ing personal brands influence in other social networks like 
Facebook, TikTok, YouTube, and expand the target group 
and choose other influencers categories: ex. medium, mac-
ro influencers and mega influencers, or to compare their 
influence in different social networks.    
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