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ABSTRACT 

 

PURPOSE -   In this master's thesis, The Lack of Personality in Personal Branding, the overall 

research question why today's young job applicants in Denmark put so much emphasis on painting 

the "perfect" picture of themselves in their personal branding when recruiters - to a greater extent 

- are looking for personality and the job applicants' ability to stand out and differentiate 

themselves from the rest will be addressed. 

DESIGN/METHODOLOGY/APPROACH -   This master's thesis follow a deductive approach to 

empirical research; and the methodology is based on semi-structured interviews with a branding 

expert and recruitment managers in order to shed light on the topics of personal branding and 

recruitment from different angles. 

FINDINGS -   The findings indicate that there is a lack of personality in personal branding. Young 

Danish job applicants lack in showcasing and 'forcing through' their personality in their job 

applications. They have a misconception of what the point of personal branding is, as they have 

too much focus on the 'branding'-part, instead of turning the focus on the 'personal'-aspect in 

their personal branding. 

PRACTICAL IMPLICATIONS -   This research emphasize that successfully creating, building and 

managing a strong personal brand can serve as a young job applicant's pathway to professional 

success. Controlling your own personal brand can help you to stand out and differentiate yourself 

from other candidates.  

 

KEYWORDS -   PERSONAL BRANDING, THE SELF-CONCEPT, IDENTITY, THE POST-MODERN SOCIETY, 

THE DIGITAL AGE, SOCIAL MEDIA, GENERATION SOME, RECRUITMENT  

 

 

PAPER TYPE -   MASTER'S THESIS 
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THE LACK OF PERSONALITY IN PERSONAL BRANDING 

 

 

1. INTRODUCTION 

 

The Danish stand-up comedian Sofie Hagen once said "I don't do cross-fit - I have a personality" in 

her English stand-up show 'Bubblewrap' from 20151. This was of course said with a sense of humor 

and some irony and exaggeration, but it works as a good starting line for this project, as she has a 

point and there is a meaning and some thoughts behind the statement. She refers to the bunch of 

people, who nowadays care so much about their image and how they look and appear. 

 

We live in a world where we constantly leave impressions when meeting other people - both in 

the real world and online. All these impressions continuously create a story about who we are and 

what we stand for in the minds of other people. We are post-modern people, who create our own 

identity and are preoccupied maintaining it. We are all managers of our own personal brand, 

which is the sum of all the impressions that we leave to the surrounding world. 

 

This increased focus on self-actualization in today's society has caused many people (and 

especially the young generation) to invest an increasingly amount of time in the concept of 

personal branding and in branding themselves. They attach great importance and put much 

emphasis on their appearance and how they look in the eyes of other people; and in painting the 

"perfect" life. This is also seen in the Danish labor market today, where many young job applicants, 

who are on the threshold of entering the Danish labor market, attach great importance and put 

much emphasis on their appearance and in painting the "perfect" picture of oneself as an 

onrushing individual with straight 12's on the grade transcript, a study relevant job, volunteer 

                                            
1 Sofie Hagen: 'Bubblewrap'. August 2015. 
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work with kids in Africa and a completed marathon, although companies and recruiters - to a 

greater extent - call for personality in job applications and are looking for the job applicants' ability 

to stand out and differentiate themselves from the rest. 

 

But why is it that we - as humans - have this need to brand ourselves and look good in the view of 

other people's eyes? - And why do today's young job applicants put so much emphasis on painting 

the "perfect" picture of themselves in their personal branding? 

 

 

This wonder about the society will be brought into question in this study and will be further 

described in the next section, where the problem area (and the overall topic of this thesis) will be 

presented for the readers - in more depth. The following section will outline the limitations of this 

study and what it will refrain from investigating. Next, the research question of this master's thesis 

will be formulated and highlighted together with a number of sub-questions that will help 

answering the overall research question. After that, the structure of this thesis, which will serve as 

reading instructions for the readers on what they can expect of each of the chapters and sections 

in this thesis, will be presented. At last, my motivation and the relevance of writing about this 

specific topic will be described. 

 

Hence, this first introductory chapter will 'set the scene' for the reading of the rest of the chapters 

in this master's thesis and guide the readers through the project.  

 

 

● 1.1 - PROBLEM AREA 

 

The problem area will present the readers for the topic of this master's thesis and delve into a 

problem, which in academia can be defined as "an academic question to which we do not know 

the answer" (CBS, 2016). The aim of the problem area is to describe this problem in details and tell 

the readers about the suspense, schism, challenge or other reason that makes the chosen topic 

(and problem) of academic interest (Ankersborg, 2015; p. 93). 
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The problem area of this master's thesis is based on an observation made in the real world. In 

Denmark today, people (and especially the young generation) invest a lot of time in personal 

branding - and self-actualization. They focus a lot on their 'surface' and how they appear in the 

eyes of other people. This is especially seen among young job applicants, who are on the threshold 

of entering the Danish labor market. They attach great importance and put much emphasis on 

their appearance and in painting the "perfect" picture of oneself as an onrushing individual with 

straight 12's on the grade transcript, a study relevant job, volunteer work with kids in Africa and a 

completed marathon, which should resemble the 'recipe' to be the dream candidate for 

prospective employers on the Danish labor market. This cause a problem, as many job applicants' 

CV's look the same and are difficult to tell apart for recruiters, who find it hard to separate these 

applications from one another. At the same time, recent studies have shown that companies and 

recruiters - to a greater extent - call for personality in job applications and that prior job 

experience is vital for graduates when 'kicking the door in' to the Danish labor market. Recruiters 

are looking for personality and the job applicants' ability to stand out and differentiate themselves 

from the rest. Thus, many young job applicants have a wrong idea about what companies and 

recruiters expect from them in their applications, which causes a lack of matching/balanced 

expectations. 

 

For many young job applicants, whom are fighting for the jobs and facing great competition in the 

labor market, everything is about how their CV looks; and they are paying more attention to their 

LinkedIn profile than working with their own personal brand and identity. As mentioned above, 

this makes it hard for companies and recruiters to distinguish one job applicant from another, 

because it seems like the many young job applicants are following the same 'formula', which they 

believe is the right one and can land them their future (dream) job. Thus, they lack in emphasizing 

their personal self and identity. 

 

This identified problem is of academic interest, as there is a lack of theoretical insight into 

personal branding activities in a job seeking perspective, in which it is relevant to review the 

development in society that gave rise to the concept of personal branding as a communicative way 

for people to brand themselves - either in person, on paper or online. 
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Furthermore, not much research has been done within the topic of personal branding from an 

academic standpoint. The concept of personal branding has evolved rapidly within the last few 

decades due to the advent of the digital era (and the arrival of social media), but most literature 

about personal branding consists of 'self-help'-books on how to build and maintain a strong 

personal brand - in a professional context. Hence, the concept is mainly used in consultancy work 

and most of the knowledge we find about this topic is not based on academic research or 

marketing studies. Thus, this thesis will try to collect the academic research that has been written 

about personal branding in order to understand why we - as humans - have this need to brand 

ourselves and look good in the view of other people's eyes. 

 

 

● 1.2 - LIMITATIONS 

 

In this section the limitations for this study will be outlined. The limitations serve as the link 

between the problem area, which "draws" the area with the 'bold strokes of the brush', and the 

research question that contains the specific problem to be investigated (Ankersborg, 2015; p. 93-

94). This will lead the readers on the 'right trail' in terms of what they can expect that this research 

will be about - and most importantly what it will refrain from investigating. 

 

First of all, this master's thesis is based on today's Denmark in its current situation, as it researches 

an observation made in the Danish society. However, some of the conclusive remarks may be 

relevant for people in other countries to consider as well, as some of the remarks serve as general 

considerations. Furthermore, this thesis focuses on (and targets) the young job applicants in 

Denmark, who are on the threshold of entering the Danish labor market. 

 

Although, this thesis touches upon the fields of psychology and sociology, this study is a research 

within the marketing discipline, why it delimits from going into depth with psychological and 

sociological theory as well as rhetoric issues. However, the study will describe the main aspects of 

those fields in brief, when referring to them in the paper, for the general understanding of the 

topic. The aim of the thesis is not to develop a strategic plan of action with tools and 'consultancy-
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like' advice on how individuals can or should brand themselves in order to find and land the right 

job; the purpose of this thesis is to explain what general considerations are worth making 

regarding one's communicative actions when looking for a job and how personal branding and 

working with your own personal brand can be of importance when applying for a job. Thus, the 

field will be considered from a young job applicant's perspective in terms of how he/she can 

impress the labor market and eventual future employers by putting oneself in a favorable position 

- in a competitive and changing labor market. For that reason, a number of expert interviews with 

recruiters have been conducted in order to illustrate a recruiter's perspective in terms of how they 

see the current labor market and what they attach great importance to in the job applications that 

they receive. 

 

Furthermore, this thesis also takes social media into consideration, as these platforms have 

become a very popular and strong communication tool for personal branding today. However, this 

study will mainly focus on Facebook and LinkedIn (and ignore other social media), as these two 

social networking services are the most widely used in Denmark and represent two different types 

of platforms that together cover a wide range of features; in which LinkedIn is more professionally 

oriented and Facebook is of more social nature. This 'interplay' between these two types of 

platforms poses an interesting problematic for the individual who wants to use both media 

without letting the social and professional coalesce. 

 

Last but not least, it is important to mention that the topic of personal branding is a complex area, 

as there are many different opinions about the subject manner and what characterizes a strong 

personal brand. Thus, the topic area is associated with a certain level of complexity, which will be 

dealt with along the way. 
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● 1.3 - RESEARCH QUESTION 

 

When having described the problem area (and limitations) of this study, we can start formulating a 

research question. As mentioned in the previous section, a problem can be defined as "an 

academic question to which we do not know the answer" (CBS, 2016); and thus, a research 

question is the formulation of this question. For a question to be an academic question, it must be 

complex enough to be interesting to make the subject of an academic research (Ankersborg, 2013; 

p. 52) and will require academic theories and methods in the research of the question and 

determined problem. This means that the concrete problem does not necessarily need to be 

solved, as a research question "is the phrasing of the academic question, i.e. the problem that you 

will investigate and answer, but not necessarily solve" (CBS, 2016). 

 

According to CBS's guidelines, the purpose of the research question is twofold (CBS, 2016): 

 

   1) While you work on your thesis, the research question guides you and keeps your investigation 

        on track. 

   2) Once you submit your thesis, the research question becomes a communication tool in that 

        your examiners can see what your thesis is about. 

 

Thus, the research question of this master's thesis has been developed during the entire thesis 

process - with adjustments made along the way. These purposes are important to remember, as 

you acquire more knowledge during the thesis process when working with the topic and concrete 

problem; and thus become able to revise and clarify the research question along the way. When 

managing a big project like the master's thesis, you will never be able to fully predict the direction 

of the thesis, as you might encounter obstacles along the way that will need you to adjust the 

angle of the project and turn it in a slightly other direction. But by working continuously with the 

research question throughout the thesis process, you will be able to better maintain the control of 

the thesis process. 
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This continuously work with the research question has entailed a research question that follows 

the criteria for a good research question; which means that it is open, balanced (not biased) and 

has an analytical focus that shows academic wondering (Ankersborg, 2015; p. 53). A research 

question to be open means that it must allow for all kind of answers to be made. There is no 

academic literature, in which the conclusion simply contains a 'Yes' or a 'No', and as the conclusion 

holds the answer to the research question, the problem formulation must not include a question 

that can be answered with either a 'Yes' or a 'No'. A research question to be balanced means that 

it must not pointed in any particular direction. It must have an open 'event space', which allows 

for investigating all of the nuances within the limits imposed by the research question. That the 

research questions needs to have an analytical focus means that it must be include the complexity 

that testify there is a problem and that the question therefore is relevant to make the subject of 

an academic research (as described earlier). Moreover, the analytical focus tells the readers what 

parts of the problem area the study focuses on, and thereby where the research primarily 

contributes to the creation of knowledge (and also helps to show the limitation of the research). 

 

The research question that will search as the central point in this master's thesis fulfills the criteria 

mentioned above and is highlighted below: 

 

"Why do today's young job applicants put so much emphasis on painting the "perfect" 

picture of themselves in their personal branding when recruiters - to a greater extent - 

are looking for personality and the job applicants' ability to stand out and differentiate 

themselves from the rest?" 

 

Thus, the research question investigates the problem from a young job applicant's perspective in 

terms of how he/she can impress the labor market and eventual future employers by putting 

oneself in a favorable position - in a competitive and changing labor market. 

 

 

 

 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 12 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

This formulated research question (above) will be answered with the help of a number of sub-

questions that are listed below: 

- What is a personal brand? - And how does it differ from a 'regular' brand? 

- Why do we - as humans - have the need to brand ourselves? 

- What is the self-concept and conception of identity? 

- What social development has created a focus on self-actualization? 

- What impact has the digital age (and the introduction of social media) had on personal branding? 

- How can personal branding be used in relation to job seeking? 

 

The first five sub-questions will already be touched upon and partly answered in the theory 

chapter (and then further described in the analysis), whereas the last sub-question will be 

answered in the findings chapter with analysis of the empirical data based on the theory and 

theoretical concepts. 

 

 

● 1.4 - STRUCTURE OF THE THESIS 

 

The structure of the thesis is a 'direct consequence' of the formulated research question and 

related sub-questions listed in the previous section. This section will introduce a 'common thread' 

and serve as reading instructions for the readers on what they can expect of each of the chapters 

and sections in this thesis. 

 

This master's thesis will follow a deductive structure, based on the idea that chosen theory will be 

applied or tested using selected methods on a limited amount of data - either collected by the 

student or others (Ankersborg, 2015; p. 86). Based on this idea, it is logical to discuss the chosen 

theory and selected methods in the beginning of the thesis, followed by a findings chapter with 

analysis of the empirical data based on the theory. 
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This thesis will follow this structure by first giving a short summary (abstract) of the master's thesis 

by summarizing the purpose of the study, the methodology used, the findings and practical 

implications before "diving" into the thesis and introducing the readers to the topic, the problem 

area, its limitations, the research question (including a number of sub-questions) and the 

motivation and relevance for writing about this specific topic. After the introduction chapter, the 

chosen theory that concentrate on the main literature within the topic area and the selected 

methods that help to answer the research question will be discussed. In the following section, the 

findings are presented and being analyzed on the basis of the collected data and already existing 

knowledge that translates into a section on future implications. At last, the research question is 

being answered in a final conclusion and recommendations are given for further research of the 

topic.   

 

The advantages of following a deductive structure are that this structure is the 'classic' way of 

working with a master's thesis (and any other written project for that matter) and that it also can 

be used in theses that do not necessarily test any theories - like in a literature review approach 

where the thesis include a review of the already existing literature within a given topic, which are 

then applied together (and apart) in different parts of the analysis. Such approach is not a simple 

review but can be seen as a critical reflection. 

 

However, there are also some disadvantages - or challenges - that are important to be aware of 

when following a deductive structure. One thing is that you risk only searching for evidence in the 

empirical data that confirms the theory and ignores the empirical "trails" that are contrary to the 

theory and can be used to modify this. A master's thesis must be critical reflective, and thus it is 

rarely sufficient to simply confirm existing theory (Ankersborg, 2015; p. 88). Another risk is that 

the chapters in the thesis are not interrelated. If the results of the discussion in the theory chapter 

(or even worse, the theory at all) are not actually used in the analysis of the empirical data, it will 

affect the outcome (and worth) of the thesis negatively. Ankersborg (2015) refers to this point in 

the master's thesis process as the 'make it or break it' (Ankersborg, 2015; p. 86). It is not sufficient 

that the theory chapter is critical reflective, evaluative and debating, if the theory in the analysis is 

applied without the discussed reservations. 
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Hence, the deductive structure involves a certain amount of repetition of points/punch-lines from 

the theory chapter when being applied in the analysis. 

 

 

● 1.5 - MOTIVATION & RELEVANCE 

 

My motivation for writing about personal branding comes from my general interest in branding 

and how people see themselves as brands and brand themselves through their actions, behaviour 

and possessions. With the advent of the digital era (and social media), personal branding has 

gained increased attention within the last few decades with the arrival of new opportunities, tools 

and platforms for branding oneself. 

 

The concept of personal branding really caught my attention a few years back, when I watched a 

funny video by the American online entertainment company Above Average that develops, 

produces and distributes comedy. They made a short 2-minute comedy video (that went viral) 

about the 'first person to run a marathon without talking about it' (Above Average, 2015), which 

parodies runners and their need to share their running routines (and healthy lifestyle) with the 

rest of the world by posting a 'sweaty selfie' on social media after a run. To describe the video in 

short, Above Average illustrates that social media has "got out of hands" by telling the inspiring 

story of the first woman in history to run a marathon without telling anyone about it (not even her 

husband!) - and with the "guts" and determination to not even post anything about it on 

Facebook, upload any self-congratulatory pictures on Instagram etc. (Above Average, 2015). The 

woman refused to talk to anyone about it by saying: "Why would I have talked about something 

that’s not interesting to anyone else?", while a sportscaster states that "the whole point of running 

a marathon is being able to tell people that you have run a marathon; otherwise just go for a long 

run" (Above Average, 2015). I found the video very funny - but also very spot-on considering how 

many people nowadays tend to "brag" about themselves and their achievements with social 

media as their communication (and branding) tool. It also made me ask myself the question, if it is 

really possible to run a marathon without social media? And of course it is - many people have 

done so, before there was even something called social media. 
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However, in today's society it has been much more difficult, as we - as humans - seek approval and 

personal recognition from other people (a more thorough assessment of the human needs will 

follow in the theory chapter). Here, social media has become a vital branding tool for people - and 

also runners (both professionals and amateurs) in their search for approval and personal 

recognition. They post their achievements hoping to be admired - but also as a way motivating 

themselves to 'keep on track' by including social media as part of their running routines (like their 

run did not happen, if they did not post it on social media). 

 

This human need to brand ourselves and appear in a certain way leads me to the link with the 

research question of this master's thesis. During my time of studies I have come across (and 

somehow observed) many students, who - likewise the example with the runners - attach great 

importance to how they appear and look in the eyes of other people - and especially in the eyes of 

prospective employers for whom they try to impress by painting the "perfect" picture of 

themselves in their personal branding. Many students make a virtue of presenting themselves as 

an onrushing individual with straight 12's on the grade transcript, a study relevant job, volunteer 

work with kids in Africa and a completed marathon, which - in their belief - should resemble the 

'recipe' to be the dream candidate for prospective employers on the Danish labor market. 

However, this belief contrast with the concept of personal branding, which - in short - is about 

how people market themselves as individuals - as if they were a brand - and differentiate 

themselves from others (a broader definition and a more thorough examination of the concept 

will be provided in the theory chapter). In a sense you can say that these students, whose CV's are 

difficult to tell apart, have misunderstood the concept of personal branding. 

 

Thus, I find the topic of personal branding very relevant, as it is very topical. The world is changing 

rapidly - especially with the digitalization - and the labor market is adjusting to these societal 

changes. Hence, this master's thesis is in particular relevant for (or you could say targeting) 

graduates or young job applicants, who are on the threshold of entering the Danish labor market. 
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Also, not much research has been done within this area, which makes it interesting to research. 

You can argue that people have always been branding themselves, but we have never been as 

much aware about personal branding and been paying it as much attention as we do today, which 

is highly due to the digitalization and the arrival of new tools for personal branding. 

 

At last, my motivation for writing about personal branding also comes from the basic idea that I 

want to write about something that interests me and that the people (who read my thesis) can 

learn from - or at least make them start thinking about their own personal brand and how they 

brand themselves through their actions, behaviour and possessions. For me it is meaningful (and 

motivating) to spend around six months' time researching this specific topic and working with this 

project in the hope that anyone reading this thesis will gain something from it - whether it is new 

acquired knowledge, inspiration or new self-insight of how they work with their personal brand. 

Personally, I am not motivated by writing my thesis as a case study (about a specific company) that 

may soon be "forgotten" because it is not "realistic" in the way that the managerial/practical 

implications suggested will never 'see the light' in the real world, because they are possible in 

theory - but not in practice; and thus never will be implemented in that specific company. At least 

that is what motivates me and make me believe that these six months of studying hard and 

digging deep into the specific topic is of extra value. Of course it is also important to meet the 

learning objectives of the master's thesis, but the aim of the thesis is not to come up with 

something that will revolutionize the world or change the future of a company; but for the student 

to show that he/she is able to apply scientific theories and methods while working with a specific 

academic topic and -problem. 
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2. THEORY 

 

In this chapter the theories and theoretical concepts selected and used for the analysis will be 

reviewed. First of all, the definitions of branding and the concept of personal branding will be 

defined and identified before going in depth with the self-concept (and the four dimensions of the 

self-concept; actual-, ideal-, social- and ideal social self) and why we - as humans - have the need 

to brands ourselves. In the following section, the conception of identity will be looked into. Next, 

the development in society will be reviewed in order to identify the characteristics of the post-

modern society and how this type of society has shaped humans as individuals. In continuation of 

the social development and characterization of the post-modern man, the digital age and what 

impact it has had on the concept of personal branding (among other things, with the introduction 

of social media) will be brought to attention. At last, the 'Generation SOME' will be defined; for 

whom will be the main focus of this study. 

 

These theories and theoretical concepts will together form the theoretical framework. 

 

 

● 2.1 - BRANDING 

 

To understand the concept of personal branding, which is the main topic of this master's thesis, it 

is first of all necessary to "trace the roots" of the notion of branding and define and state what a 

'brand' is. According to Kotler et al. (2012), a brand can be defined as "a name, symbol, logo, 

design or image, or any combination of these, which is designed to identify a product or service 

and distinguish it from those of their competitors" and "an entity which offers customers (and 

other relevant parties) added value over and above its functional performance" (Kotler et al., 2012; 

p. 467). 
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The American Marketing Association (AMA) further describes a brand as "a customer experience 

represented by a collection of images and ideas" (AMA, 2017) that refers to the features 

mentioned in Kotler et al.'s definition of a brand (defined above). These differences that 

distinguishes one brand from another "may be functional, rational, or tangible - related to product 

performance of the brand" or "may also be more symbolic, emotional, or intangible - related to 

what the brand represents" (Kotler & Keller, 2016; p. 140).  

 

The magic things that great brands are made of can be design, typography, vision, imagination, a 

dose of foresight etc. or a 'golden ratio' of all those things that help brands grow and stand out  

(Inet-Design, 2015). Succeeding in creating and building a strong brand and successfully managing 

this brand can be "an engine for growth" (Kotler & Keller, 2016; p. 467) within a company. 

Successful brand management "can be a powerful means to secure a competitive advantage" 

(Kotler & Keller, 2016; p. 472). However, brands can also be 'tricky'. A brand is not static, as it can 

be constantly changing due to change of perception in the mind of the consumer. This means that 

any brand - no matter how strong it is - is fragile, because it can be weakened if not managed 

properly. A consumer may change his/her perception of a brand, if he/she has a bad experience 

with it - or the opposite. Thus, you can argue that a brand is always "under construction". 

 

The concept of branding originates from the time, where cattle farmers 'branded' their cattles by 

'burn-marking' them in order to be able to distinguish one cattle from another (Ingvordsen, 2015; 

p. 27). Hence, branding is an old concept that "has been around for centuries as a means to 

distinguish the products or services of one company of those from another" (Kotler & Keller, 2016; 

p. 468). Thus, the concept of branding can be summed up to be about identity-creation and 

differentiation. 

 

"Branding is not like sprinting - it's more like a marathon. A unique promise kept over time. It's a 

story well told - a story that will resonate in the hearts and minds of your customers far into the 

future" (Inet-Design, 2015). 
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● 2.2 - PERSONAL BRANDING 

 

The definition of a brand and branding in general (defined in the section above) helps us with a 

general understanding of the notion of branding and serve as a basis for understanding the topic 

and concept of personal branding and how this concept is alike the nature of branding - but also 

how it differs from it. 

 

According to several marketing researchers (e.g. Shepherd, 2005; Labrecque et al., 2010), the 

concept of personal branding was invented by Tom Peters in 1997 in his article "The Brand Called 

You" for the American business magazine Fast Company. Since then there has been published a 

steady flow of books, journal articles etc. on personal branding, self-marketing and self-

improvement (Shepherd, 2015; p. 590). However, the concept of personal branding and self-

marketing "do not figure very largely - if at all - in the academic marketing literature" and "despite 

the interest taken by university careers advisers in graduate job search, both subjects appear to be 

largely absent from marketing curricula in higher education" (Shepherd, 2015; p. 589-590). Thus, 

there is still some uncertainty about what the concept of personal branding implies, as a clear 

definition of the concept is lacking. This lack of a clear definition of the concept is also a result of 

"a lack of consistent terminology" (Shepherd, 2015; p. 591). Until now academic works have 

referred to the concept using different terms, including person marketing and self-marketing, 

which Shepherd (2005) defines as "those varied activities undertaken by individuals to make 

themselves known in the marketplace, usually, (though not exclusively) for the purpose of 

obtaining gainful employment" (Shepherd, 2015; p. 590). 

 

Nevertheless, Tom Peters was the first one introducing (and popularizing) the concept of personal 

branding back in 1997 and argues that we - as humans - need to understand that we are all 

branded: "We are CEOs of our own companies: Me Inc. To be in business today, our most 

important job is to be head marketer for the brand called You" (Peters, 1997). The key point of his 

article is that everyone has a personal brand and "everyone has a chance to stand out", "everyone 

has a chance to learn, improve, and build up their skills" and "everyone has a chance to be a brand 

worthy of remark" (Peters, 1997). 
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Thus, a personal brand differs from a 'normal' brand by applying to human beings and how they 

can market themselves as individuals. This is based on the obvious logic of applying the same 

marketing- and branding principles (originally developed for products, services and corporations) 

to people; what the American author and journalist Rob Walker refers to as the 'life-as-company'-

philosophy (Walker, 2000). 

 

Personal branding is the work with your personal (and professional) identity and the perception 

that other people have of you. You cannot control what other people think (or might think) of you, 

but you can affect it positively by working with your personal brand and how you gain visibility so 

that you make sure that your "audience" (whether it is your family and friends, a future employer 

and/or your clients) sees you - both on- and offline. Communicating your personal brand is 

important in terms of capitalizing on your personal talent. If you are original and stand out from 

the rest, you can create a strong personal brand by combining your talent with your personality, 

professionalism and presence. This also aligns with Rampersad (2008), who define a personal 

brand as "the synthesis of all the expectations, images, and perceptions it creates in the minds of 

others when they see or hear your name" (Rampersad, 2008; p. 34). 

 

The concept of personal branding "has become increasingly important in the digital age" 

(Labrecque et al., 2010; p. 38) or what Peters (1997)  refers to as 'the age of the individual' (Peters, 

1997). The digital age (which will be elaborated in a later section) has brought new applications 

that "enable people to manage their personal brand, fine-tune their profiles, and share their ideas 

through blogs, micro posts, and online discussions" (Labrecque et al., 2010; p. 37). These online 

tools "have allowed personal branding to become an important marketing task for everyday 

people" (Labrecque et al., 2010; p. 38). 

 

Although, the concept of personal branding has never gained so much attention and people being 

so much aware about the concept as of today, you can argue that people have always been 

branding themselves (as described in the introduction chapter). Think of kings in the world history; 

they have always known the value of personal branding and their possession of huge castles and 

gold-plated valuables and accessories told something about their position in the society and 
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strengthened their own personal brand and image among the population. These basic lines of 

thoughts are confirmed by Belk (1998), who states that "our possessions are a major contributor to 

and reflection of our identities" (Belk, 1988; p. 139). According to Belk (1988), we regard our 

possessions as parts of ourselves (Belk, 1988; p. 139) and states that "it seems an inescapable fact 

of modern life that we learn, define, and remind ourselves of who we are by our possessions", 

(Belk, 1988; p. 160). This fact is supported by Tuan (1980), who argues that "our fragile sense of 

self needs support, and this we get by having and possessing things because, to a large degree, we 

are what we have and possess" (Tuan, 1980; p. 472). 

 

To give a more 'up-to-date' example of possessions (than the example with the kings given above), 

think of a man buying a new red sports car; the man's purchase and possession of a sports car tells 

something about him as a person (and his personality) and is a way for him to brand himself (and 

his self-image) and maybe signal some kind of social status. However, purchasing things to signal 

some kind of social status are diluting, as there are not the same differences between people from 

different social classes as there used to be. Today, it is more likely that you will see people driving 

a red sports car without thinking that they are rich - at least not in the western world. 

 

To sum up in short, personal branding is about how people market themselves as individuals - as if 

they were a brand - and differentiate themselves from others. One's personal brand is based on a 

set of actions, behaviour and possessions, and the way we behave, communicate, dress and the 

things that we possess tells something about who we are as persons (and maybe also where we 

come from); and thus is a part of our personal brand. The way we communicate - both verbally 

and non-verbally - affects the impression that the surrounding world has of us as individuals. 

 

A well-known English author, named Alan Alexander Milne (best known for his stories about the 

teddy bear Winnie-the-Pooh) once said: "The things that make me different, are the things that 

make me" (Inet-Design, 2015). Could this be a perfect definition of personal branding? Maybe. At 

least it touches upon what the concept of personal branding is all about: Differentiation! 

  

 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 22 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

● 2.3 - THE SELF-CONCEPT 

 

The American philosopher and psychologist William James laid the foundations for the modern 

conceptions of self (Belk, 1988; p. 139). James (1890) held that "a man's Self is the sum fatal of all 

that he CAN call his, not only his body and his psychic powers, but his clothes and his house, his 

wife and children, his ancestors and friends, his reputation and works, his lands and horses, and 

yacht and bank-account" (James, 1890; p. 291). Thus, we - as humans - are the sum of our 

possessions (Belk, 1988). Exploring the consciousness of self is important in order to understand 

the emergence of the self-concept within psychological social psychology. 

 

In 1979, the sociologist Morris Rosenberg defined the self-concept as "the totality of an 

individual's thoughts and feelings having reference to himself as an object" (Rosenberg, 1979; p. 

7). A decade earlier, Turner (1968) provided a little more specific definition of the self-concept by 

stating that "typically my self-conception is a vague but vitally felt idea of what I am like in my best 

moments, of what I am striving toward and have some encouragement to believe I can achieve, or 

of what I can do when the situation supplies incentives for unqualified effort" (Turner, 1968; p. 98). 

Thus, the self-concept can be viewed as a theory that a person holds about oneself - as a sort of 

self-ideology (Gecas, 1982; p. 3). The "more or less discrete perceptions of self which the individual 

regards as part, or characteristic of, his being" (Ross, 1971; p. 40) defines a man's self-concept, 

and include all of these perceptions of self that "the individual has differentiated as descriptive of 

the he calls I or me" (Ross, 1971; p. 40).  

 

Sirgy (1982) has defined four dimensions of the self-concept: actual self-, ideal self-, social self- 

and ideal social self-concept (Sirgy, 1982; p. 287). These four dimensions of the self-concept are 

described (and exemplified by examples for each of the different self-concepts) below: 
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ACTUAL SELF) 

The actual self-concept refers to how a person perceives him-/herself (Sirgy, 1982; p. 287); and 

thus what kind of self-perception he/she holds of oneself. The actual self is also referred to as the 

'real self', 'basic self', 'extant self' and 'simply self' (Sirgy, 1982; p. 288) and tells something about 

who you are (the 'real' you). 

 

An example of the actual self-concept can be if someone attends a concert with a specific 

singer/band (from a particular music genre), because this person really likes this specific 

musician/band and it shows/represents something about who this person are and what 

characterizes him/her - or at least what kind of music he/she listens to. Thus, it matches the 

person's personal brand and confirms the self-perception that he/she holds of oneself. 

 

IDEAL SELF) 

The ideal self-concept refers to how a person would like to perceive him-/herself (Sirgy, 1982; p. 

287); and thus how he/she would like to see oneself. The ideal self is also referred to as the 

'idealized image' and 'desired self' (Sirgy, 1982; p. 287) and tells something about how a person 

would like to be. This is a kind of ideal state of mind, as to where you want to see yourself. 

 

An example of the ideal self-concept can be if someone works voluntarily for a specific non-profit 

organisation, cause etc., because this person would like to be associated with the good traits that 

come from working voluntarily and it shows something about who this person would like to be 

and how he/she wants to be characterized. Thus, it refers to an ideal state of mind and reflects 

how he/she would like to see oneself.  

 

SOCIAL SELF) 

The social self-concept refers to how a person presents him-/herself to others (Sirgy, 1982; p. 

287); and thus what kind of perception he/she believes that others (such as family members, 

friends, co-workers etc.) hold of him-/herself. The social self is also referred to as the 'looking-glass 

self' and 'presenting self' (Sirgy, 1982; p. 288) and tells something about the image you think that 

other people have of you. 
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According to James (1890), a man's social self "is the recognition which he gets from his mates" 

(James, 1890; p. 293). In reality we are all just social "animals", who constantly try to look good in 

the view of other people's eyes, "liking to be in sight of our fellows" with "an innate propensity to 

get ourselves noticed, and noticed favorably, by our kind" (James, 1890; p. 293). James (1890) 

further argued that "a man has as many social selves as there are individuals who recognize him 

and carry an image of him in their mind" or "as many different social selves as there are distinct 

groups of persons about whose opinion he cares" (James, 1890; p. 294). 

 

An example of social self-image can be if someone buys an expensive garment, because this 

person "intends to impress others by that act of consumption" (Ross, 1971; p. 39) and "live up to" 

the image that others might have of him/her as a smart and fashionable person. Thus, it matches 

the perception that he/she believes that other people hold of him-/herself. 

 

IDEAL SOCIAL SELF) 

The ideal social self-concept refers to how a person would like others to perceive him-/herself 

(Sirgy, 1982; p. 288); and thus what kind of perception he/she would like others (such as family 

members, friends, co-workers etc.) hold of him-/herself. The ideal social self is also referred to as 

the 'desired social self' (Sirgy, 1982; p. 288) and tells something about the image you hope/want 

that other people have of you. Thus, the ideal social self-concept is closely related to the ideal self-

concept, as it also refers to an ideal state of mind - just in a social context. 

 

An example of the ideal social self-concept can be if someone runs a marathon, because this 

person would like others to see him/her as an active and goal-oriented person, living a healthy 

lifestyle. Thus, it also - like with the ideal self - refers to an ideal state of mind and reflects the 

perception that he/she would like other people hold of him-/herself. 
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All of these abovementioned self-concepts are important to review in order to understand why we 

- as humans - have this need to brand ourselves and look good in the view of other people's eyes. 

Knowing the differences between the self-concepts may also "yield new insights into our 

understanding of the role of aspects of the self in maintaining and enhancing well-being" (Hardin & 

Larsen, 2014; p. 225). 

 

 

● 2.4 - IDENTITY 

 

When talking about the concept of personal branding, it is also important to explore the 

conception of identity, as personal branding is the work with your personal (and professional) 

identity (as described in a previous section); and thus goes hand in hand with your personal brand. 

Identity "focuses on the meanings comprising the self as an object, gives structure and content to 

self-concept, and anchors the self to social system" (Gecas, 1982; p. 4). As described in the 

previous sections, we - as humans - identify ourselves with the things we possess. Belk (1988) 

suggests that "this identification with our things begins quite early in life as the infant learns to 

distinguish self from environment and then from others who may envy our possessions" (Belk, 

1988; p. 160). Hence, the conception of identity relates to the self-concept (described in the 

previous section). 

 

In 1956, a German-American psychoanalyst and development psychologist, named Erik Erikson, 

described identity as "an individual's link with the unique values, fostered by a unique history" 

(Brooks & Anumudu, 2016; p. 23). Furthermore, Erikson described that in order to develop an 

identity, the individual "must learn to be most himself where he means most to others - those 

others, to be sure, who have come to mean most to him" (Brooks & Anumudu, 2016; p. 23), in 

which he specified that the culmination of a person's identity development "is a conception of 

himself and his community's recognition of him" (Brooks & Anumudu, 2016; p. 23). Drawing on 

Erikson's thoughts on psychosocial identity development, McAdams (2008) conceptualized 

identity development into the concept 'narrative identity', which he refers to as "an individual's 

internalized, evolving, and integrative story of the self" (McAdams, 2008; p. 242). 
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These abovementioned thoughts on identity development help us to better understand how 

people develop identities. In today's society (to be further reviewed in the following section), 

more and more people "strive to construct lives and identities in decontextualized environments of 

labor and technology" (Brooks & Anumudu, 2016; p. 23). According to the Polish-British sociologist 

and philosopher Zygmunt Bauman (2000), the society has moved towards a 'liquid modernity' 

(Bauman, 2000); a social system in which everything is fluid and constantly changing. This shift in 

society delves into the core of people's personalities, as people have realized that they can 

develop and construct their own identities; and that those identities can be fluid (Pedersen, 2007). 

 

This relates to another of Bauman's works, in which Bauman (2004) grapples with the insecurity 

and uncertainty of liquid modernity. He argues that people's identities "are undergoing a process 

of continual transformation" (Bauman, 2004), in which they have become more precarious, as we 

live in a world that is constantly changing (Bauman, 2004). He believes that people today have a 

historically high degree of freedom to influence their lives (and identities) but that they at the 

same time are aware that virtually everything in their lives can change (Pedersen, 2007) due to the 

rapidly changing world. However, this permanent state of latent change has also caused more 

insecurity and uncertainty in human life (Pedersen, 2007), as individuals are unable to maintain a 

consistent self (due to the societal changes); and hence people's identities never "solidifies" 

before they are dissolved and re-constructed (Bauman, 2000; p. 82-83). Thus, people constantly 

try to renew their identities and revitalize their selves in an attempt to establish some security in 

their lives. Based on that, Bauman (2004) refers to people's identities as being "in a state of 

continuous flux" (Bauman, 2004). 

 

Another interesting aspect when talking about the conception of identity is that most people - to a 

greater or lesser extent - face an identity crisis at some point during their lifetime. It was Erik 

Erikson, who coined the phrase 'identity crisis', which he described as "a common, yet passing, 

stage in 'normal' personal development, which in all probability will come to its natural end as the 

adolescents mature" (Bauman, 2001; p. 126). For most people, this identity crisis occurs in the 

teenage years, when people go through the initial stages of personal development (and identity-

building) and try to find out who they are as a person and maybe feel some sort of insecurity and 
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uncertainty and a low (or lower) self-esteem. These effects are rooted in the doubts that many 

people face during this period of their lives, as to who they are and what characterize them as a 

person. However, as Erikson stated, these feelings disappear when people mature and become 

more self-sustained. 

 

The conception of identity (and identity crisis) is relevant to consider in a personal branding 

context in terms of getting a better understanding of the changing nature of social life in the 

contemporary age and how people brand themselves in the modern world. 

 

 

● 2.5 - THE POST-MODERN SOCIETY 

 

When researching and discussing a phenomenon taking place in today's society, it is important to 

understand the society we live in. In this regard, it is necessary to take a look at the state of the 

society by historically reviewing its development until today in order to clarify how the society has 

shaped today's humans. Here, a theory on social development by an American political scientist, 

named Ronald Inglehart, is included in order to construct a frame of understanding and an overall 

theoretical basis for the research question of this master's thesis. According to Inglehart (1997), 

we can distinguish between three different types of society: The traditional-, the modern- and the 

post-modern society (Inglehart, 1997; p. 27-28). The traditional society is seen as the first stage of 

economic development, in which the members of the society's survival primarily depend on their 

ability to be self-sufficient, and where the social status - to a greater extent - is something that 

people are born into (and thus determined from their childhood) rather than "building" up 

themselves by moving up the social classes. This type of society is still seen today in less developed 

countries. However, as this master's thesis takes its point of departure in Denmark and the Danish 

society, it will pay more attention to the modern- and post-modern society, which also "are 

strongly correlated with a society's level of economic development" as "the values of richer 

societies differ systematically from those of the poorer societies" (Inglehart, 1997; p. 100).  
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The transition from the traditional society to the modern society took place during the industrial 

revolution in the late eighteenth century, when the industrialization and technological 

development brought economic growth, which resulted in increased wealth and freedom among 

the population as a whole. This increased wealth improved the quality of human life (and life 

expectancy) and encouraged a growing materialism and consumption of material goods. 

 

In the past few decades, some of the advanced industrial societies (including Denmark) have 

transitioned from the modern society to a post-modern society (Inglehart, 1997; p. 20). Like the 

modern society was a movement that opposed the traditional society, the post-modern society is 

sort of a 'backlash' against the modern society and moves in a new direction - away from many of 

the aspects that characterized the modern society. Elementary for this shift - from the modern 

society to the post-modern society - is that the economic growth is no longer seen as 'alpha and 

omega'. Instead, people begin prioritizing values such as personal well-being and self-actualization 

rather than materialism (Inglehart, 1997; p. 28). Economic growth and materialism still play a role 

in the post-modern society and people's need for material things do not disappear (when being 

satisfied), but the members of the post-modern society increasingly prioritize the need for self-

realization (Inglehart, 1997; p. 44), when the other needs are met and survival is no longer a real 

concern. 

 

Thus, the development of society - from modernization to post-modernization - has led to a 

fundamental shift in basic values among human beings and moved towards "a more human 

society with more room for individual autonomy, diversity, and self-expression" (Inglehart, 1997; p. 

12). The increased focus on personal self-expression has formed the basis for the development of 

the concept of personal branding, which helps us to understand the needs of the post-modern 

man. Furthermore, the development of the society has led to advances in technology and the 

emergence of social media that can be used as a tool for cultivating one's personal brand (which 

will be elaborated in a later section). 

 

 

 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 29 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

The transition to a post-modern society is characterized by a number of new human needs and 

values. This also relates to the American psychologist Abraham Maslow's theory on hierarchy of 

needs, in which he "sought to explain why people are driven by particular needs at particular 

times" (Kotler et al., 2012; p. 260). According to Maslow, human needs can be arranged in a 

hierarchical order from most to least important: Physiological needs, safety needs, social needs, 

esteem needs and self-actualization needs (see 'Figure 1' below). The needs are ranked in order of 

importance in the shape of a pyramid, where people will first try to satisfy their basic needs (like 

the need for food, water and shelter) and then "climb up the ladder" and try to satisfy their 

psychological- and self-fulfillment needs. 

 

Figure 1 - Maslow's Hierarchy of Needs: 

 

*Adapted from StudiousGuy.com 
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The need for self-fulfillment (and the "top step on the ladder") can be applied to the post-modern 

society, in which the post-modern man develops the need for self-actualization. Through the 

process of the modernism, the self-actualization needs (like the need for self-development, self-

realization, approval and personal recognition) have become more relevant, as people in the post-

modern society - to a greater extent - are conscious and concerned about their personal brand and 

how they appear and look in the eyes of other people. For each step we "climb up the ladder" in 

this pyramid, the less specific the needs are to be satisfied. People differ and may perceive the 

self-actualization needs very specifically (and differently), which is the core in today's post-modern 

society; people want to be unique. Jacobsen (1999) argues that this pyramid can be turned 

'upside-down', as more emphasis is put on the self-fulfillment needs than the basic needs in the 

post-modern society, since the post-modern man's focus has shifted from being materialist to 

becoming more existentialist (Jacobsen, 1999; p. 26). Jacobsen (1999) refers to this as the inverted 

hierarchy of needs (Jacobsen, 1999; p. 26). 

 

 

● 2.6 - THE DIGITAL AGE 

 

As mentioned when defining the concept of personal branding in a previous section, the digital 

age plays a big role in the popularizing of the concept of personal branding due to the new 

applications it has brought that enable people to manage their personal brand; as a marketing task 

for everyday people. 

 

The digital age originates from the term 'digitalization', which can be defined as the "integration of 

digital technologies into everyday life by the digitization of everything that can be digitized" 

(BusinessDictionary, 2017). During the last couple of decades, the use of digital tools and IT 

(Information Technology) has increased massively - with the rise of the Internet. The adoption and 

increased use of digital technologies (like electronic media and computer-based business 

processes) has shaped our world into a digital society.  
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Although, the most radical digital changes have already taken place, the digitalization - and the 

computerization of systems and jobs - is still fundamentally changing the society and the labor 

market (and the future of it). Hence, the digitalization can be said to be equivalent to the industrial 

revolution in the late eighteenth century, as the society - during the digitalization process - have 

had to adapt to the new revolutionary changes in the digital transition to new processes. 

 

Thus, the digitalization has - and still is - fundamentally changing the society and the world we live 

in. Almost everything is being digitized and it changes the way we are living, working, socializing 

etc. Today, our social life is structured around digital communication and social media, which will 

be elaborated in the following section. 

 

 

● 2.7 - SOCIAL MEDIA 

 

The concept of social media is a phenomenon that has arrived with the digitalization. As our social 

life - and partly our working life- is structured around digital communication, it is important to 

define the concept of social media and what role it plays in the post-modern society. Kaplan & 

Haenlein (2010) defines social media as "a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and exchange of 

User Generated Content" (Kaplan & Haenlein, 2010; p. 61). The foundation of Web 2.0 is defined 

by O'Reilly (2007), who state that "Web 2.0 is the network as platform, spanning all connected 

devices; Web 2.0 applications are those that make the most of the intrinsic advantages of that 

platform: delivering software as a continually-updated service that gets better the more people use 

it... creating network effects through an 'architecture of participation', and going beyond the page 

metaphor of Web 1.0 to deliver rich user experiences" (O'Reilly, 2007; p. 17). 

 

In the age of Web 2.0, "self-branding tactics involve creating and maintaining social and 

networking profiles, personal Web sites, and blogs, as well as using search engine optimization 

techniques to encourage access to one's information" (Labrecque et al., 2010; p. 39). In today's 

web-centric world we - as humans - have more power than ever to brand ourselves. 
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With the advent of the digital era, a shift has been seen in the way that we - as humans - interact 

over the Web, in which social media has become a very popular and strong communication tool 

for personal branding. Whereas branding efforts usually require some financial support to create 

brand awareness (and brand loyalty in the long-term), social media "gives the opportunity to the 

people to promote themselves as brands in a relatively cheap and efficient manner" (Karaduman, 

2013; p. 465). Below you will find short descriptions of two of the most popular social media 

platforms that are important to mention when talking about personal branding in a professional 

context: Facebook and LinkedIN. 

 

FACEBOOK) 

Facebook Inc. is an American stock-listed corporation, online social media and social networking 

service that was founded and launched on 4TH of February 2004 by Mark Zuckerberg, chairman 

and CEO of Facebook, along with Chris Hughes, Dustin Moskovitz and Eduardo Saverin (Facebook, 

2017a). Facebook's mission is "to give people the power to share and make the world more open 

and connected" (Facebook, 2017b) and reached 1.86 billion monthly active users as of 31ST of 

December 2016 (Facebook, 2017a). 

 

On Facebook people can stay connected with family members, friends, co-workers etc., discover 

what is going on in the world and share and express what matters to them (Facebook, 2017b). 

Hence, Facebook also serves as a personal branding tool, as Facebook-users can create and build 

their own (online) brand on the social media platform by posting and sharing things that reflect 

themselves, their personality and identity. Besides 'microblogging' via status updates, people can 

post pictures and videos and share content that tells something about their person and their 

interests and opinions. Furthermore, the users can even decide how much information should be 

public (and how much should be private) via the profile settings, and thus manage and control 

their own personal brand. 
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LINKEDIN) 

LinkedIn is an American social networking service with a business- and employment-orientation 

that was founded on 28TH of December 2002 (and launched on 5TH May 2003) by Reid Hoffman, 

chairman of LinkedIn, along with Allen Blue, Konstantin Guericke, Eric Ly and Jean-Luc Vaillant 

(LinkedIn, 2017). LinkedIn's mission is to give the world's professionals the possibility to establish 

connections and make them more productive and successful (LinkedIn, 2017) and is the world's 

largest professional network with more than 467 million members in 200 countries worldwide 

(LinkedIn, 2017). 

 

On LinkedIn people can connect with co-workers, professional peers etc. and get access to jobs, 

news, updates and insights that help them to become better in their professional lives (LinkedIn, 

2017). Hence, LinkedIn also serves as a social media platform for personal branding, as LinkedIn-

members can post their CV (with educational background, work expertise etc.) and showcase their 

skills and accomplishments to the network, and thus maintain their professional identity. People 

can stay connected with their professional network but also join network groups, in which they 

can share knowledge and discuss business related things or issues. 

 

Whereas Facebook is of more social nature with focus on making the communication more open 

worldwide by inviting to a high level of interaction, LinkedIn is more professionally oriented with 

focus on bringing professionals together. Many companies also use LinkedIn to post job openings 

and find candidates for specific positions among all of the profiles. Thus, LinkedIn also serves as a 

recruitment platform, where people can work with their online visibility and apply for jobs, and 

companies where can search for candidates. 

 

However, Facebook can also serve as a 'search engine' by giving companies the possibility to check 

any job applicant's Facebook-profile and gain a more nuanced picture of 'the person behind the 

application' in the recruitment process. 
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● 2.8 - GENERATION SOME 

 

As described earlier, the main focus of this study will be what I define as the 'Generation SOME' - a 

generation of young people that has been born in the digital age and grown up with social media 

(hence the name SOME) and been living with the possibilities that these tools have brought in 

terms branding opportunities. The Generation SOME originate from Generation Y, which include 

people born between about 1980 and 2000 (also referred to as millennials). Members of 

Generation Y are known for being shaped by technology, as children born from 1980 to 2000 grew 

up with access to the Internet and electronic devices (like computers, cell phones etc.) in their 

youth; and thus are "comfortable sharing their entire life online" (Wallop, 2014). In Denmark, this 

generation accounts for around 18% of the total population (Prasz, 2016).  

 

The majority of these 18% also belong to the Generation SOME. Sociologists have branded this 

generation as being 'narcissist', which is rooted in the deep-modern insecurity and uncertainty 

there is among the members of this generation, who are in constant search for approval and 

personal recognition and are concerned about how they appear and look in the eyes of other 

people. The members of this generation are in fact 'like-hunters' that "crave" this satisfying feeling 

of being special. The self-glorification are "nurtured" in a universe that in its tunnel vision toward 

the 'selfie-screen' breaks away from the heliocentric world picture and puts the ego in the center 

of the solar system (Friis, 2017). The Generation SOME-members have - to a greater or lesser 

extent - a delusion of reality in common. 

 

The Danish broadcasting corporation DR (Danmarks Radio) has also recently brought a short satire 

series about this generation (DR, 2016). In short, the series turn over the generation in a funny 

way by portraying and making a caricature of members of this generation's boundless narcissism 

and self-assertion in a number of sketches that takes a point of departure in real life situations. 

The series, for instance, make fun of the generation's perfectionistic entrepreneurs that compete 

on (and brag about) grade transcripts, CV's and job achievements. Thus, the series can be seen as 

a sign of a clash against this generation's narcissism. 
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3. METHODOLOGY 

 

In this chapter the methods used for the data collection and the analytical approaches that 

underlie the research of this subject will be discussed. First, the structure of this thesis and the 

research design will be presented. In the following section, the methods used for the data 

collection will be discussed; divided into primary- and secondary data. Here, the choice of doing a 

qualitative research (and how this has been done) will be argued for and how the collected data 

has been analyzed. 

 

 

● 3.1 - DEDUCTIVE STRUCTURE 

 

As mentioned in the introduction chapter, this master's thesis will follow and use a traditional 

deductive structure that will guide the readers through the project by first introducing the readers 

to the topic and research question and then discussing the chosen theory and selected methods 

(in the given order) in the beginning of the thesis before presenting the findings and the analysis 

of those - based on the theory and theoretical concepts. The point of placing the theory chapter 

before the methodology chapter is that the existing knowledge within the topic area are taking 

into account and discussed before moving on to the methodology and the discussion of how this 

thesis will contribute to the already existing knowledge through the study that will help answering 

the research question.  
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● 3.2 - RESEARCH DESIGN 

 

The research design is closely related to the research question, as there need to be a logic 

correlation between the research question and research design in order to create and add value to 

the conclusion. Whereas the research question tells the readers what you want to investigate, the 

research design tells the readers how you want to investigate it (CBS, 2016). Hence, there is 

coherence between the research question and the methodology. To help determining what type 

of investigation we are dealing with, we can try to place the formulated research question in the 

model below:  

 

 

*Adapted from Ankersborg (2017) 

 

According to the model above, this master's thesis will follow a deductive approach to empirical 

research (the upper right corner) - based on the formulated research question. A deductive 

approach to empirical research aims at contributing to the empirical field - and in a smaller degree 

to the theoretical knowledge within the field (Ankersborg, 2017) by combining theories from 

different academic areas that are related to the topic. Thus, the research question has a deductive 
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approach and takes its point of departure where theory and empiricism meet (Ankersborg, 2017). 

As mentioned in the introduction chapter and the previous section, this thesis will follow the 

traditional deductive structure that will build equally on theory and data in which the empirical 

analysis will form the main body of the text (Ankersborg, 2017). Supplementary theories that each 

have different explanations or explain different parts of the field will form a theoretical framework 

that serves as a basis for the empirical analysis (Ankersborg, 2017) together with the collected 

data. 

 

The challenge of "dealing" with the deductive approach to empirical research is "to remember to 

change perspective along the way towards an inductive approach – otherwise it will just be a true 

or false kind of research that confirms the hypotheses without creating new knowledge" 

(Ankersborg, 2017). Hence, this study will also tend towards an inductive approach to empirical 

research that aims at modifying existing theory or contributing with new theory (or new 

knowledge) within an area of empirical research (Ankersborg, 2017), as the research question 

takes a point of departure in a wondering of something observed in real life. Based on this initial 

wondering, relevant literature and theories will be added and empirical data will be collected, 

which will arise new questions throughout the thesis process that in the end will lead to the thesis 

being an answer to the initial wondering. 

 

Thus, this thesis is an explanatory research that explains (hence the name explanatory) a 

phenomenon - in this case an observed problem in real life. An explanatory research implies that 

"the research in question is intended to explain, rather than simply to describe, the phenomena 

studied" (Given, 2008; p. 324), which differs the explanatory research from the descriptive 

research, as "an explanation tells us not only what happens but also why" (Given, 2008; p. 323). 

The explanatory research is used when the purpose is to examine why something seems to be in a 

previously described manner (Ankersborg, 2015; p. 64). This research method can also be 

classified as a 'wonder about society'-approach, as it seeks to understand an observation made 

and why it is this way. According to Ankersborg (2017), academic wondering is 'the name of the 

game' (Ankersborg, 2017) and she emphasizes that the ability to wonder is essential in academic 

research. 
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As mentioned earlier, the concrete problem does not necessarily need to be solved by offering any 

possible conclusions (in terms of verification, modification or falsification of theory). The purpose 

of the explanatory research is to explain the problem, where little information may exist, and 

provide a better understanding of it - based on existing theory and new data (and insights). This 

type of research can establish causal conclusions, but they cannot be proved with certainty - as no 

method can do (Given, 2008; p. 325). Therefore, the explanatory research project is a complex 

research method, as it can be difficult to offer conclusions with the highest level of certainty when 

various factors in the social environment are influencing and affecting the phenomenon, which 

requires many resources to investigate. However, the explanatory research works as a great 

research method for explaining what has been observed on the basis of already existing theory or 

eventually laying the groundwork for further research of the specific topic and problem. 

 

Thus, this thesis is primarily an empirical thesis, as it takes its point of departure in circumstances 

in 'reality' that are complex enough and will require academic theories and methods to be 

answered. The used methods for the data collection and some of the most applicable qualitative 

methods for the analysis (and explaining the problem) will be described and discussed in the 

following section. 

 

 

● 3.3 - DATA COLLECTION 

 

In this section the methods used (and the ones left out) for the data collection in this master's 

thesis will be discussed and how this collected data has been analyzed. 

This thesis is based on two types of data collection: Primary data and secondary data. These two 

types of data will be described in the following sections, and their quality will be evaluated. 
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3.3.1 - PRIMARY DATA 

 

As mentioned above, this thesis is based on two types of data collection. One of them is primary 

data, which are data collected by the researcher (Andersen, 2010; p. 151). For this thesis, three 

semi-structured interviews have been conducted and the transcription of these interviews serves 

as the primary data in this thesis. 

 

In the following section, you will find the argumentation for doing a qualitative research (and how 

this has been done) and a presentation of how the aforementioned interviews have been 

prepared and conducted (with the choice of interview technique and choice of informants) and 

how the collected interview data has been analyzed (with the level of transcription). 

 

 

3.3.1.1 - QUALITATIVE RESEARCH 

 

A qualitative research "is a situated activity that locates the observer in the world" and "consists of 

a set of interpretive material practices that make the world visible" (Given, 2008; p. 312). These 

practices transform the world, in which the qualitative research "involves an interpretive 

naturalistic approach to the world" (Given, 2008; p. 312). This means that a qualitative research 

investigates things in their natural setting and tries to explain and make sense of (or interpret) a 

phenomenon in terms of the meanings that people attach to it (Given, 2008; p. 312).  

 

Thus, the qualitative research interview, which "has become one of the most widespread 

knowledge-producing practices across the social scientific disciplines" (Given, 2008; p. 471), is 

relevant for this research study, as this study is an explanatory research with the purpose to 

interpret the phenomenon by explaining why today's young job applicants put so much emphasis 

on painting the "perfect" picture of themselves. The research will try to explain this phenomenon 

"by showing how we conceptualize our reality and our images of the world" (Given, 2008; p. 313) 

based on the theoretical framework. 
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The qualitative research is based on qualitative data, which are often represented by text - 

opposite to quantitative data which are represented by numbers (Andersen, 2010; p. 150) that can 

be measured, weighed etc. Thus, when qualitative researchers refer to the term data and speak of 

analyzing data, they mean the participants' words and the assessment of those. As such, 

qualitative research "is a means of empirical investigation - in the purest sense" (Given, 2008; p. 

191). 

 

In the problem area (presented in the introductory chapter) it was described that our prior 

knowledge of the subject matter is relatively insufficient and that the reality we are investigating is 

rather 'blurred'. This has led to an explanatory approach to work (as described earlier), which 

invites to the use of a qualitative technique in this thesis; as I want to investigate and understand a 

group of people's actions and attitudes, statistics cannot be used (Ankersborg, 2015; p. 69). This 

thesis is sort of a hermeneutic research, as it seeks to better understand the world we are living in 

by investigating an observation made. Hence, it is not possible to use statistics, as the purpose of 

hermeneutic and a hermeneutic based research is to make a context-dependent interpretation, 

which requires qualitative material, whereas statistics are based on formulas and quantitative data 

(Ankersborg, 2015; p. 70). In other words, it can be problematic to work with quantitative 

methods in this research, as they will not be able to imply the complexity it is to work with 

hermeneutic; and thus not allow for deeper insights into the subject matter, which is a 

prerequisite for a reliable analysis. 

 

On the other hand, by doing a quantitative research (based on quantitative data) or a mixed 

method research (based on both quantitative- and qualitative data) the research could get a new 

angle - or "turn" in another direction. Within this topic and subject, you could, for instance, collect 

quantitative data by doing a survey/questionnaire. The strength of the survey (as a quantitative 

method) is that it can examine a larger population (Ankersborg, 2015; p. 82), and thus represent a 

broader group of people. Here, a survey could have been done on the Generation SOME (whom 

are the main focus of this study) and their use of social media as a communication tool for the 

creation and build-up of their own personal (online) brand. This could have given a better 

understanding of these young people's work with their personal brand and whether - or to what 
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degree - they are aware of they appear on social media, in their CV etc. Do they have a 'personal-

brand-strategy' in terms of how they work with their own personal brand on social media and 

think about their online behaviour? Or is it a subconscious action, when they, for instance, like a 

picture or post on Facebook with an eye to how it looks in the view of other people's eyes that 

they like this post or picture? These insights could have given the research an extra dimension or a 

new angle. 

 

However, as this study is no quantitative research and it has been determined that quantitative 

data will not serve as a means to answer the formulated research question (that seeks to explain 

the underlying reasons why today's young job applicants put so much emphasis on painting the 

"perfect" picture of themselves), no primary quantitative data has been collected. Instead, three 

semi-structured interviews have been conducted as a means of data collection. It is the data 

collection process "that separates qualitative research from speculative, philosophical, or archival 

research" (Given, 2008; p. 191). The semi-structured interviews as a means of data collection will 

be described in details in the following section. 

 

SEMI-STRUCTURED INTERVIEWS) 

The primary data of this master's thesis are based on semi-structured interviews. The semi-

structured interview is a type of in-depth interview and "a qualitative data collection strategy in 

which the researcher asks informants a series of predetermined but open-ended questions" (Given, 

2008; p. 811). This is an interview technique to be used when the researcher - prior to the 

interview - already has a certain theoretical and practical knowledge about the topic and problem 

that he/she is interested in researching, but is open for new perspectives and information that an 

informant (or interviewee) can bring and contribute with (Andersen, 2010; p. 169). For this 

research study, three semi-structured interviews have been conducted. 
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For all of the three in-depth interviews, a written interview guide has been developed in advance 

(attached in the appendices). A written interview guide is a 'self-help' for the interviewer to bring 

for the interviews to ensure that all of the right questions (with the right wording) are asked and 

that all the relevant topics get covered, which can provide the necessary insights to help 

answering the research question. Here, it has been taking into account how not to ask questions 

(King & Horrocks, 2010; p. 49) by making sure that the questions asked are not leading (or biased 

in any way), over-complex or multiple (King & Horrocks, 2010; p. 51-52), which is important to be 

aware of in order to gain and collect rich and relevant interview data. Asking the right questions 

ensures the interpretive validity. 

 

Furthermore, all of the three interviews have been audio recorded and transcribed (which will be 

described in a later section). 

 

CHOICE OF INFORMANTS) 

The choice of informants (or interviewees) is an important step in the preparation for interviews. 

First and foremost, it is important to consider whom to interview and what positions they have in 

the field in relation to the formulated research question; and thus which insights they can 

contribute with to answering this question. Furthermore, it is also important to consider how the 

informants are linked to each other to ensure a certain level of variation of the insights, which is 

necessary in relation to the research question - and to avoid the analysis to be biased. 

 

With that in mind, the informants were chosen based on if they had some common features that 

would be relevant for the research topic and the initial research question. The topics 'personal 

branding' and 'recruitment' were identified as being the main topics of this study and to cover 

these topics and "shed light" on them from different angles, it was decided to conduct in-depth 

interviews with one branding expert and two recruitment managers. 
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The chosen branding expert to be interviewed (see page 88-90 in appendices) runs his own 

marketing agency and acts as an external lecturer at Copenhagen Business School (CBS), from 

which he also has his master's degree. Furthermore, he has also participated in the public debate 

about personal branding and the 'Future of Work' in Denmark. The main purposes of interviewing 

a branding expert were to gain insights on how he defines the concept of personal branding and 

how he sees this concept become prevalent in today's society and for the future Danish labor 

market. 

 

The first of the two chosen recruitment managers to be interviewed (see page 91-93 in 

appendices) works in a smaller company and part of his job description and work tasks are to be 

involved in the recruitment process of new employees. However, since it is a smaller company, 

which does not hire new employees on a daily or weekly basis, his job title is not only 'Recruitment 

Manager', as he also works with other tasks within the company; where most of them are linked 

to his job as personal assistant to the CEO of the company. Nevertheless, he is involved in all 

aspects of inviting, interviewing and recruiting new employees to the company. 

 

The other chosen recruitment manager to be interviewed (see page 94-96 in appendices) works in 

a medium-sized company and she is employed as 'Human Resources-Manager'. Opposite to the 

other interviewed manager (working with recruitment as part of his job), this woman only works 

with recruitment and other HR-related tasks within the company (such as employer branding). 

 

The main purposes of interviewing the recruitment managers (or responsible for the recruitment 

process) were to gain insights on what social trends that influence the labor market and which 

aspects they are looking at (and which ones are the most important) when recruiting new 

employees to their organisation. 

 

When citing or quoting the informants in the paper, they will be referred to by their occupation: 

Branding expert, recruitment manager 1 and recruitment manager 2. 
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TRANSCRIPTION OF SEMI-STRUCTURED INTERVIEWS) 

The conducted semi-structured interviews have also been transcribed (attached in the 

appendices). Transcription "is the process of converting recorded material into text and, as such, is 

usually a necessary precursor to commencing the analysis of your interview data" (King & 

Horrocks, 2010; p. 142-143). This process can be seen as the first step of the analysis, as 

transcribing the interviews on your own helps you to become more familiar with the interview 

data you have collected (King & Horrocks, 2010; p. 143). 

 

It has been decided to "only" carry out a partial transcription of the three conducted semi-

structured interviews (to be found in the appendices), meaning that only parts of the interviews 

will be transcribed and attached in the appendices. By listening through the audio files, the main 

areas of interest have been identified; and those sections have been transcribed in full. Hence, all 

patterns in the interview data that is of interest regarding the research topic and is used in 

answering the research question and sub-questions has been transcribed in full length. So every 

time an informant (from one of the three conducted interviews) is cited or quoted in the paper, 

the citation or quote refers to a part of one of the interviews that has been transcribed in full and 

is attached in the appendices. In that way it is possible to check up on the context in which the 

spoken words were said; and, consequently, check for the validity of the interview data. 

 

Although, the three conducted semi-structured interviews have not been transcribed in full, the 

interview guides for all of the three interviews have also been attached in the appendices, so that 

it is possible to check which questions the informants have been asked; and thus which questions 

that have not been transcribed and used directly in the answer of the research question and sub-

questions. This means that some of the questions asked during the interviews served as a basis to 

better understand the topic- and problem area and get more insights - but which insights are not 

directly included in the analysis in the form of a citation, a quote or an inserted text passage. 
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These three in-depth interviews were all conducted in Danish and the partial transcription of the 

three interviews is done in Danish as well. However, when citing any of these interviews in the 

actual paper, the quotes are translated into English for the readability. As any translation involves 

interpretation (Ankersborg, 2015; p. 96) and a risk of misinterpreting the informants, any possible 

doubt or uncertainty regarding the translation and interpretation of the interviews will be 

mentioned in the text when quoting and citing the informants in the actual text. Thus, 

interpretation of the translations is taken into account when quoting. 

 

 

3.3.2 - SECONDARY DATA 

 

Besides primary data, this thesis is also based on secondary data, which - opposite to primary data 

- "are preexisting data that have been collected for a different purpose or by someone other than 

the researcher" (Given, 2008; p. 804). These secondary data "may have been gathered originally 

for another research study or for administrative purposes" (Given, 2008; p. 804). 

 

In this thesis, the collection of already existing data material are used to back up the primary data 

and serve as complementary data sources that can help explain the problem area and refine the 

analysis. Thus, the answer of the research question is based on a combination of primary- and 

secondary data. 

 

The secondary data in this thesis consists of both research data and process data. Research data 

are data collected by other researchers (Andersen, 2010; p. 159). Here, a number of research 

databases (such as CBS Databases2) have been used to collect research data based on published 

research in the form of books, journal articles, reports etc. The collected literature is produced by 

researchers, institutions or experts and will help to "shed light" on the topic area and defined 

problem and serve as the groundwork for answering the research question. 

 

 

                                            
2 CBS Databases: http://www.cbs.dk/en/library/databases 

http://www.cbs.dk/en/library/databases
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Whereas research data are data produced by other researchers, process data are data produced in 

connection with the ongoing activities in the society and organizations (Andersen, 2010; p. 159). 

Process data can be either quantitative (such as various ongoing process registrations) or 

qualitative (such as documents, television programs, videos, movies, pictures, audios, reports and 

newspaper articles), but as this study is a qualitative research, it will be based on qualitative 

process data in the form of a television series, a video and a number of newspaper articles. All 

these types of process data will - together with the collected research data - help to "shed light" 

on the research topic from different angles and testify to a scientific research. 

 

 

3.3.3 - QUALITY OF DATA 

 

After the collection of both primary- and secondary data, it is time to analyze these data. Here, it is 

important to declare how these data have been treated in the analysis in order to check for the 

quality of these data in terms of validity and reliability. It is in particular important when doing a 

qualitative research, as it is subject to the risk of being biased by the researcher, as he/she 

personally can affect the research results when collecting and assessing the data, in which 

significant interpretation elements are involved (Andersen, 2010; p. 209). Thus, it is important - as 

a researcher - to be self-critical of one's own data material and used methods. It is essential not to 

"make up" a pattern that actually does not emanate from the data material (Andersen, 2010; p. 

209). According to Miles (1979), "the most serious and central difficulty in the use of qualitative 

data is that methods of analysis are not well formulated" (Miles, 1979; p. 590) - compared to 

quantitative data, where there are more clear conventions for the researcher (Miles, 1979; p. 

590). So how can we be sure that our findings (based on a qualitative method) are not, in fact, 

wrong? The short answer to that question is that we simply cannot be absolutely sure. According 

to Andersen (2010), it is a general, scientific virtue that we shall never be absolutely sure that 

what we - as researchers - conclude in our research is the only right answer. We must always ask 

questions, be critical and try to use contradictory and alternative explanations and interpretations 

of our material (Andersen, 2010; p. 210). 
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Thus, it can be hard to determine the validity of a qualitative research, as this type of research 

depends on some creativity (Andersen, 2010; p. 198-199) - without being bound by formalities and 

conventions. However, the possible risk of the research being biased has been taken into account 

and dealt with during the entire research process. This has been done by continuously trying to 

remain self-critical of my own collected data material and the used methods. I have - in the best 

way possible - tried to be objective in the interview settings (when collecting the data) by 

remaining neutral in the dialogue and not influencing the informants by asking leading questions. 

By constantly questioning the research results and challenging my own understanding, the 

conditions for a valid and reliable research have been improved. Thus, the data collection has 

been treated with a 'critical eye' and certain skepticism in an attempt to avoid biased research 

results. 
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4. FINDINGS & ANALYSIS 

 

In this chapter the findings from the conducted semi-structured interviews will be presented and 

analyzed with the use of the theoretical framework presented earlier. Here, the theories and 

theoretical concepts will also be further described when applied and used in the analysis. First 

section will determine the fundamental ideas of a successful personal brand by referring to the 

definition of the concept of personal branding in the theory - and describe what it will take for a 

job applicant to stand out in the eyes of recruiters. Next section will present the reader for the 

finding that today's young job applicants have a distorted view of the Danish labor market. In 

addition, the gap between actual self and ideal self will be determined. Following this, the 

characteristics of the post-modern man will be described in the fourth section. Next, some of the 

underlying reasons for the distorted view that the young generation holds will be outlined - in 

terms of the societal pressure on graduates. In the sixth and final section of the analysis, the bend 

between profile (on social media) and reality will be looked into - and why this is important to be 

aware of for young job applicants when applying for jobs. 

 

These different sections will all help to answer the research question why young job applicants put 

so much emphasis on painting the "perfect" picture of themselves in their personal branding when 

recruiters - to a greater extent - are looking for personality and the job applicants' ability to stand 

out and differentiate themselves from the rest. 

 

While there can be several social reasons for personal branding, like dating, establishing 

relationships/friendships or simply for self-expression, the focus of this master's thesis is on 

gaining employment or putting oneself in a favorable position for future employers by creating 

and building a strong personal brand. 
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● 4.1 - A SUCCESSFUL PERSONAL BRAND 

 

As defined in the theory chapter, a brand can be defined as "a name, symbol, logo, design or 

image, or any combination of these, which is designed to identify a product or service and 

distinguish it from those of their competitors" (Kotler et al., 2012; p. 467). Moreover, a successful 

brand is "an identified product, service, person or place, augmented in such a way that the buyer or 

user perceives relevant unique, sustained added value that matches their needs most closely" 

(Kotler et al., 2012; p. 467-468). 

 

According to Aconis (2003), branding has lost its magic and is about to "die" (Aconis, 2003; p. 12). 

As companies become better and better at establishing and building brands, we have ended up 

with a situation, where it becomes harder and harder for us - as consumers - to distinguish one 

brand from another. Think of toothpaste brands like Aquafresh, Colgate, Oral-b, Sensodyne, 

Zendium etc.; it is hard to distinguish between these brands and know exactly which one is the 

best, as they all brand themselves as the best one for your teeth and 'being best in test' without 

differentiating notably from the rest of the brands on the shelf. The whole point of branding is to 

create differentiation and being unique, but 'we can't see the wood for the trees' with all the 

companies branding themselves nowadays (Aconis, 2013; p. 13). 

 

The same applies for personal brands; personal branding is about creating differentiation and 

being unique in order to distinguish oneself and stand apart from your peers. According to 

Philbrick & Cleveland (2015), a personal brand can be defined as "the combination of personal 

attributes, values, drivers, strengths, and passions you draw from that differentiates your unique 

promise of value from your peers, and helps those assessing you to determine if they should hire 

you or do business with you" (Philbrick & Cleveland, 2015; p. 183). 

 

However, one problem with personal branding is that it usually only causes us to focus on our 

'surface' - but not on our identity. We - as humans - tend to focus on how we should look and 

appear instead of focusing on our strengths and what makes us unique. We forget the content; 

our personality, characteristics and values (Branding Expert; p. 88 in appendices). 
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This tendency to focus on our 'surface' has also been brought up to debate recently by Anne 

Sophia Hermansen, who is a Danish debate editor and blogger for the Danish national daily 

newspaper 'Berlingske' - and former TV host and radio presenter. She is known to be one of the 

women with the greatest influence in the debate on societal issues in Denmark. Anne Sophia 

Hermansen believes that this tendency to focus on our 'surface' is rooted in the sense that we - as 

Danish citizens - suppose it says something good about us that we look like all the others 

(Hermansen, 2016) and do not 'fall off limits'. In a sense, we are "afraid" of being different and 

standing out from the rest. 

 

Nonetheless, that is what the concept of personal branding is all about: Differentiation! As 

described in the theory chapter, personal branding is about how people market themselves as 

individuals - as if they were a brand - and differentiate themselves from others. It is "directly 

intended to create an asset and brand equity that pertains to a particular person or individual" 

(Karaduman, 2013; p. 465). This also aligns with the interviewed branding expert's definition of the 

concept of personal branding, which he defines as "the way in which you - as a person - market 

yourself, as if you were a brand" (Branding Expert; p. 88 in appendices). 

 

According to Philbrick & Cleveland (2015), personal branding "is an introspective process by which 

you define yourself professionally, and it can serve as your pathway to professional success" 

(Philbrick & Cleveland, 2015; p. 181). In continuation, Philbrick & Cleveland (2015) states that this 

process - by which you define yourself professionally - "should begin long before you start the job 

search" (Philbrick & Cleveland, 2015; p. 181), as the process is deeply introspective and "will take 

time and effort to complete" (Philbrick & Cleveland, 2015; p. 182). During this process, the most 

important thing is that you try to take control of your own personal brand and try to craft the 

perception that other people have of you "by managing your personal brand strategically, 

consistently, and effectively" (Philbrick & Cleveland, 2015; p. 183). As Karaduman (2013) argues: 

"Everyone has a personal brand, but having it is not enough" (Karaduman, 2013; p. 466). You need 

to manage your personal brand proactively and promote it to make it well-known by people 

(Karaduman, 2013; p. 466) - just like you would have to do with a regular product brand. And like 

all other brands, a personal brand is not static and will evolve over time. 
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A strong personal brand "is an important asset in today's online, virtual, and individual age" 

(Rampersad, 2008; p. 34), as it is becoming increasingly essential as "the key to personal success" 

(Rampersad, 2008; p. 34). Despite you cannot control other people's perception of you (as 

described in the theory chapter), you can affect it positively by working with your personal brand 

and the story that you tell. Successful personal branding "entails managing perceptions effectively 

and controlling and influencing how others perceive you and think of you" (Rampersad, 2008; p. 

34). 

 

As a job applicant you should try to take control of your own personal brand and the message you 

send, because it affects how recruiters will perceive you. Controlling your own personal brand will 

help you to distinguish yourself from other candidates, which is important in creating and building 

a strong personal brand. You need to define yourself and create a unique value proposition, and 

"if you're really smart, you figure out what it takes to create a distinctive role for yourself - you 

create a message and a strategy to promote the brand called You" (Peters, 1997). Personal 

branding relates to perception, but it also "indicates the value you can contribute to whatever 

organization hires you" (Philbrick & Cleveland, 2015; p. 183). Your personal brand is your unique 

promise of value and "should be authentic; reflect your true character; and be built on your values, 

strengths, uniqueness, and genius" (Rampersad, 2008; p. 34). As a job applicant you should 

emphasize these in your personal branding in order to catch the attention of the recruiters, 

capture their interest and impress them with the unique you; and stay on top of mind of the 

recruiters. 

 

So saying, in order to stand out in the eyes of recruiters, you have to be "your best self and tell 

your own story" (Recruitment Manager 1; p. 91 in appendices) and "shout out" to the companies: 

"Here I am, here is what I want to do and here is what I have to offer" (Recruitment Manager 2; p. 

94 in appendices). Basically, the goal is to get noticed (Recruitment Manager 2; p. 94 in 

appendices). "Every candidate can look the same in terms of where they go to school, the classes 

that they take and grade point average" (Recruitment Manager 2; p. 94 in appendices), and thus it 

is important to distinguish yourself in some way. "A personal brand is a choice you make - it is a 

statement that you want to make about yourself" (Branding Expert; p. 88 in appendices). 
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Personal branding can be narrowed down to be about standing out and being original (Ingvordsen, 

2015; p. 1). According to Ingvordsen (2015), an original person can be described as a charismatic 

and eccentric person, whose mindset and response pattern are unusual, distinctive, creative and 

individual (Ingvordsen, 2015; p. 11). In order to stand out, you must be innovative, different and 

original and do things in your own way and trust in it (Ingvordsen, 2015; p. 41). It is about finding 

the core of one's personality and finding one's own original and personal story (Fejerskov, 2016).  

 

However, we will also need to take a look at the competitive marketplace in order to determine 

whether a personal brand is successful or not. As for regular brands (associated with a product, 

service or corporation), not all brands in the marketplace can be strong and succeed in 

differentiating itself from others and creating a competitive advantage. The same applies for 

personal brands. Not every single personal brand can be a strong brand, as a strong personal 

brand depends on the other brands in the marketplace and how they act. A strong personal brand 

can, in principle, be weakened, if other and stronger personal brands enter the market. That is 

why it is necessary for people to understand the importance of continuously working with and 

managing your personal brand, as it is your unique sum of qualities that serves as your main 

competitive parameter (Ingvordsen, 2015; p. 1). 

 

Nevertheless, as a job applicant in today's competitive marketplace, you need to stand out and 

differentiate yourself from the other candidates competing for the same job(s). If you do not 

succeed in creating and building the most attractive brand in the "category", you will become 

unimportant (Aconis, 2003; p. 103). You may develop a nice identity, but not that preference and 

loyalty (Aconis, 2003; p. 103) that will consolidate your presence on the market and make your 

personal brand stand out. However, if you succeed in branding yourself in an organic, authentic 

and holistic way, your personal brand "will be strong, clear, complete, and valuable to others" 

(Rampersad, 2008; p. 34). Job applicants can fulfill their career ambitions professionally by using 

personal branding, as developing your personal brand "will help improve your perceived value in 

the marketplace, build credibility and a solid reputation within your industry, enrich your 

relationships, and unlock your performance potential" (Rampersad, 2008; p. 37). 
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To sum up, personal branding - in a professional context - can be defined as "the deployment of 

individuals' identity narratives for career and employment purposes" (Brooks & Anamudu, 2016; p. 

23). Personal branding can be used in relation to job seeking in the way that successfully building 

and managing a personal brand "can serve as your pathway to professional success" (Philbrick & 

Cleveland, 2015; p. 188). A strong personal brand can help you "to summarize and concisely 

communicate what makes you special to the professional world" (Philbrick & Cleveland, 2015; p. 

188) and help you to stand out in the eyes of the recruiters by getting noticed, being remembered 

- and eventually getting hired. 

 

 

● 4.2 - DISTORTED VIEW OF THE DANISH LABOR MARKET 

 

Anthony Aconis, a Danish branding expert and external lecturer at Copenhagen Business School 

(CBS), believes that the "perfect" CV (or résumé) has become 'deadly dull' (Fejerskov, 2016). In an 

in-depth interview with the Danish fashion and lifestyle magazine 'Euroman', he expresses his 

thoughts on personal branding and how he believes the future Danish labor market will look like - 

and what it will demand of future employees. He believes that future employers will demand 

personalities, and thus calls for personality in young people's job applications. Anthony Aconis 

states that many young job applicants nowadays do not only have the same educational 

background and similar grade point average; they also have the same hobbies and have "cleared" 

their Facebook-profiles for personal photos - especially the ones that tell a less 'polished' story 

about themselves (Fejerskov, 2016). 

 

A grade transcript with straight 12's, a study relevant job, volunteer work with kids in Africa and a 

completed marathon should resemble the 'recipe' to be the dream candidate in a Danish labor 

market that to a high degree demands well-educated and ambitious young people. But according 

to Anthony Aconis, that is no longer enough, because the majority of the candidates' CV looks like 

that nowadays (Fejerskov, 2016). He believes that these young people pay more attention to their 

LinkedIn-profile (and how their CV looks) than to their own person and personality (Fejerskov, 

2016). This mindset is supported by Anne Sophia Hermansen (introduced in the previous section), 
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who believes that LinkedIn display one picture after another of people without any soul, as they 

portray themselves without mistakes, failures, chances, creativity, independence and personality 

(Hermansen, 2016). She believes that many people's CV are linear - although our lives are not - 

and that it is like most people already started following a career plan as a teenager (Hermansen, 

2016). Thus, many young job applicants' CV appear "perfect", and this makes it hard for companies 

and recruiters to distinguish one job applicant from another and identify 'the person behind the 

application', because it seems like that many are following the same 'formula' in the objective of 

becoming the dream candidate (Fejerskov, 2016). This has made Anthony Aconis ask the question: 

"Who are you in fact, if you push the CV to the side?" (Fejerskov, 2016), which is an interesting 

question in today's self-actualizing society. 

 

For Anthony Aconis, the many similar candidates in the marketplace are a result of a labor market, 

whose basic mechanisms have changed much in recent years (Fejerskov, 2016). Due to the 

digitalization process, in which everything is being digitized, the society is in constant 

development, which is reflected in the labor market.  We - as employees - are switching jobs more 

often, where it previously was not abnormal to work 20-30 years or a whole working life at the 

same place (Fejerskov, 2016). Shepherd (2005) refers to this tendency as "the death of the 'job for 

life' and the rise of the 'portfolio career'" (Shepherd, 2005; p. 593). Furthermore, several of the 

largest Danish companies are spending more money on educating and retaining employees than 

recruiting new ones (Fejerskov, 2016). The mobility and flexibility in the labor market has 

increased quite remarkably, as we shop around jobs in industries and re-educate ourselves 

because of a desire to experience something new and challenge ourselves (Fejerskov, 2016). This 

development has led to an increased competition in the labor market, in which there is a great 

demand for the good jobs; and while the competition has increased, we have also become more 

people in the labor market and more jobs and positions are being digitized (Fejerskov, 2016). Thus, 

the pursuit of the dream job and the dream candidate has been intensified - and the same has the 

understanding of getting the CV 'spot on'. Our focus on achieving in a fragmented and competitive 

labor market is higher than ever (Fejerskov, 2016), and we have become aware of the 

opportunities that personal branding offers - both professionally and socially. 
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Thomas Bigum, another Danish branding expert and founder of the course activities company 

Bigum&Co, argues that many people have mistaken what the point of personal branding is (Bigum, 

2016a). In a short YouTube-video made for Henley Business School, he expresses his thoughts on 

personal branding and how we can clear the misconception that many people have about personal 

branding. He argues that many people - because they look at other people - believes that the point 

of branding oneself is to make the news, to be recognized on the streets and alter one's ego and 

gain self-satisfaction by branding oneself (Bigum, 2016a). This problematic is also discussed by the 

branding expert interviewed for the purpose of this research. He argues that this problem occurs 

"when it is something you do in effect of something else" and "you do not really know why you do 

it, you just do it because you think that is the way it is and what works" (Branding Expert; p. 89 in 

appendices). 

 

According to Bigum (2016a), this misplaced perception that people holds about personal branding 

cause them to draw conclusions that do not "catch" the essence and point of personal branding 

(Bigum, 2016a), because they tend to look at how other people brand themselves and what works 

for them; and thus adopt their methods and techniques. He argues that the essential and actual 

purpose of personal branding is to get influence and be influential (Bigum, 2016a) - and in the case 

of this research influence recruiters to choose you. If you succeed in controlling and managing 

your own brand, you will be able to get influence (Bigum, 2016b). Ingvordsen (2015) supports this 

belief, in which she states that the purpose of personal branding is not about achieving fame, but 

about getting influence (Ingvordsen, 2015; p. 1). Fame and financial success are not the goal of 

personal branding, but the result of a strong personal brand (Ingvordsen, 2015; p. 1). When 

branding yourself, financial gain and growth should not be your primary focus in the beginning - 

hopefully this will come later as a long-term gain of your continuous work with your personal 

brand (Ingvordsen, 2015; p. 39). 
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Thus, it all comes down to people having a wrong idea about the concept of personal branding and 

the purpose of it. The Generation SOME, as I have defined the generation of young people who 

has been born in the digital age and grown up with social media and been living with the 

possibilities that these tools have brought in terms branding opportunities, has a distorted view of 

the Danish labor market and what companies and recruiters expect from them today. This has 

caused a lack of matching/balanced expectations, as young job applicants from the Generation 

SOME, who are on the threshold of entering the Danish labor market, are not aware of what 

companies and recruiters expect from them in their applications. 

 

This distorted view and delusion about the reality that the young generation holds is also 

supported by the interviewed recruitment managers. As one of the recruitment managers argues, 

the biggest general problem among young job applicants is that they have a wrong expectation of 

what companies would like to see from them in their applications (Recruitment Manager 2; p. 95 

in appendices). When writing an application, many young job applicants use a template that they 

either have from the writing of previous job applicants or have found on the Internet (Recruitment 

Manager 2; p. 95 in appendices). However, this way of writing one's application - based on a 

template - is most likely resulting in the application not being target-specific (in relation to a 

company) and that the applicant's personality will not 'force its way through', because the 

applicant simply has written the application based on a template or a website with tricks on how 

write the "perfect" application; and which thousands of job applicants have 'clicked' on and used. 

This makes it hard for companies and recruiters to distinguish one job application from another, 

because many job applicants have used the same template. According to the recruitment 

manager, there is a tendency that young job applicants forget the personality and do not 'force 

through' their personality and characteristics in their application, because they have some a wrong 

expectation of what companies would like to see from them in their applications (as described 

above), and thus fill their application with "all sorts of re-used and 'cliché-filled' adjectives to 

describe themselves positively" (Recruitment Manager 2; p. 95 in appendices). 
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Thus, there is what I describe as a lack of personality in personal branding (hence the title name of 

the project), as people - and in this case young job applicants - lack in showcasing and 'forcing 

through' their personality in their job applications. In personal branding, you need to make sure 

that you do not have too much focus on the 'branding'-part, but instead turn the focus on the 

'personal'-aspect (Fejerskov, 2016), which consists of half the name of the concept of 'personal 

branding'. As described in the previous section, people forget the content and tend to focus on 

how they should look and appear instead of focusing on their strengths and what makes them 

unique. We - as humans - "brand ourselves based on an ideal or an idea of what works and, for 

example, what results in 'likes' on social media" (Branding Expert; p. 88 in appendices). The same 

counts for young job applicants, who lack in personalizing their job applications and emphasizing 

their personality and uniqueness. 

 

Meanwhile, interviews with recruitment managers from several Danish companies have indicated 

that they - to a greater extent - call for personality in job applications and are looking for the job 

applicants' ability to stand out and differentiate themselves from the rest. As described previously 

in this section, Anthony Aconis believes that future employers will demand personalities 

(Fejerskov, 2016) when hiring new employees. This belief is also supported by recruitment 

managers in some of the largest corporations in Denmark, who have specified what they value and 

attach great importance to when hiring graduates or newly educated. Nikolaj Svane, Head of 

Talent and Organizational Development in Maersk Oil (part of the A. P. Moller-Maersk Group), 

emphasizes that personality - in combination with experience and specific skills - is attached great 

importance for them when hiring graduates or newly educated (Graversen & Hesseldal, 2016). In 

IBM Denmark, they also attach great importance to the graduates' personality. Sanne Urbak, 

Employer Branding Manager in IBM Denmark, says that they are very concerned about seeing the 

applicant in the 'big picture' (Graversen & Hesseldal, 2016). They look at the job applicant's 

educational background and qualifications but also take the applicant's personality and how 

he/she appears and presents oneself into consideration (Graversen & Hesseldal, 2016). 
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These indications also aligns with the interviewed branding expert's view, as he believes that 

future employers - to a greater extent - seek "individuals with personality, charisma and edge and 

want a fiery soul, who is passionate and dedicated, and who has an understanding of what it takes 

to make results or create value in a given company" (Branding Expert; p. 90 in appendices). This is 

an indication that companies and recruiters - to a greater extent - attach value to the job 

applicant's personality (Branding Expert; p. 90 in appendices). 

 

In today's society, it is hard to stand out due to the tough competition in the marketplace (as 

described in the previous section). A good grade transcript and extracurricular activities will not 

guarantee that you will land your dream job - or even land the interview. Without the right tools 

and the right timing, it can be difficult to stand out in a global marketplace that is getting bigger 

and bigger. Our prerequisites are so similar that what separates us the most is our personality (as 

described earlier in this section), which is believed to play a more important role than the 

professional qualifications in the future. As one of the interviewed recruitment managers stated, 

"the candidates are becoming more and more alike when it comes to educational background and 

skills and it is to a high degree their personality that separates them from each other" 

(Recruitment Manager 2; p. 94-95 in appendices). 

 

According to Shepherd (2005), politicians and pundits "advocate reskilling to meet changing 

market circumstances, and suggest continual personal reinvention to remain competitive in an 

increasingly competitive modern world" (Shepherd, 2005; p. 593). However, in personal branding 

individuals "are not usually advised to undertake a personal makeover in response to market 

needs" (Shepherd, 2005; p. 593). They should not try to change themselves, but instead work with 

what they have got and make that special. Individuals "are encouraged to discover what they have 

to offer, by means of a self audit, and then to 'sell' this effectively to well-targeted clients as a 

branded 'package'" (Shepherd, 2005; p. 593). According to Shepherd (2005), there "appears to be 

an unavoidable conflict" (Shepherd, 2005; p. 593) herein, which needs to be to be discussed by 

academic marketers. On one hand, individuals "are expected to respond to consumers in line with 

the marketing principle" (Shepherd, 2005; p. 593), but on the other hand they "are advised to 

construct a 'truthful' brand image rooted in their unique set of attributes and attitudes" (Shepherd, 
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2005; p. 593). However, Shepherd (2005) reveals a possible way out of this 'unavoidable conflict' 

(as introduced above). The solution "rests on undertaking the self audit based on a full 

understanding of one's target market and one's competitors" (Shepherd, 2005; p. 594). The 

personal brand is then constructed with the target market and competitors in mind, and thus not 

only reflects the unique you but also the presence of other competing personal brands in the 

market (Shepherd, 2005; p. 594). Personal branding "is essentially an attention-getting device, and 

is frequently sold as the key to helping the aspiring professional to achieve competitive advantage 

in a crowded marketplace" (Shepherd, 2005; p. 597). 

  

Therefore, it is more important than ever to be aware of the importance of personal branding and 

in branding oneself. You can say that a strong personal brand is the added value that distinguishes 

one brand from its competitors (Ingvordsen, 2015; p. 32). According to Anthony Aconis, it is 

important to remember being assertive (Fejerskov, 2016). Like all other marketing, the 

assertiveness is crucial (Fejerskov, 2016); and in this case crucial to whether you get a job or 

become successful or influential. Anthony Aconis argues that this assertiveness never comes from 

the 'polished' and constructed, but from the edged, authentic and surprising (Fejerskov, 2016). 

You need to cause some 'stir' around your person in order to gain some attention. 

 

 

● 4.3 - GAP BETWEEN ACTUAL SELF AND IDEAL SELF 

 

The distorted view that the young generation holds about the Danish labor market (as described in 

the previous section) indicate that there is a gap between the actual self and ideal self. As defined 

in the theory chapter, the actual self-concept refers to how a person perceives him-/herself, 

whereas the ideal self-concept refers to how a person would like to perceive him-/herself (Sirgy, 

1982; p. 287). You can argue that there is a gap between these two self-concepts, because the 

young job applicants today have a wrong idea about how they should appear and what companies 

and recruiters expect from them in their applications, which cause the applicants to paint an 

idealized or "perfect" image of themselves. Thus, they - to a greater extent - present themselves in 

relation to how they would like to be, which is kind of an ideal state of mind. Adding voluntary 
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work to one's CV, for instance, does not necessarily tell something about the job applicant as a 

person, because doing voluntary work can be a result of faulty impression management, which can 

harm the personal brand image due to poor disclosure decisions (Labrecque et al., 2010; p. 47). 

Thus, it might not reflect the person's real identity and, again, refer to an ideal state of mind and 

reflect how the job applicant would like to see oneself, because this job applicant would like to be 

associated with the good traits that come from working voluntarily. Nikolaj Svane (introduced in 

the previous section) also has a contribution to this debate. He argues that if a job applicant wants 

to do voluntary work, it should be meaningful and have a purpose in relation to which direction 

the applicant will 'turn' his/her professional career (Graversen & Hesseldal, 2016).  

 

In personal branding it is important being honest (Ingvordsen, 2015; p. 42). Ingvordsen (2015) 

argues that your personal brand must not be based on spin and that you have to take a point of 

departure in who you are as a person and your strengths (Ingvordsen, 2015; p. 42). In today's 

society, we generally perceive and judge each other based on fairly superficial perceptions, and 

the digital world has not made things easier and less superficial. Here, we - fully consciously - can 

create and develop our own identity, as we are 'the master of our own destiny' and 'filter' what 

information we send out. The Generation SOME is facing this challenge today, where people are 

having troubles living up to each other's online profiles, and who - seemingly - has the most 

amazing and exciting life. Therefore, it is more important than ever that we are honest about our 

personal brand, so that we do not lose ourselves along the way and paint a picture of ourselves 

that is not true and which we can not live up to (Ingvordsen, 2015; p. 43). When all things form a 

synthesis, you will get integrity - that is, a connection between your actions, values, methods, your 

image and the expectations of others (Ingvordsen, 2015; p. 43). The importance of being honest in 

the 'job-hunting' is also discussed by Johan Bülow, founder and CEO of Lakrids by Johan Bülow. He 

emphasizes that it is important for young job applicants to be honest about what they can and 

what they are able to develop to themselves, so that they both are being honest with themselves 

and the employer they are about to meet in a possible job interview (Graversen & Hesseldal, 

2016). He further argues that it is important that the job applicants are aware of their strengths 

and not least their weaknesses, as nobody are world champion in everything (Graversen & 

Hesseldal, 2016). 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 61 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

Einar Baldvin Baldursson, work psychologist and associate professor at Aalborg University, states 

that it is extremely difficult to find oneself in today's society, because we - in general - are more 

concerned about how we look in other people's eyes (Ostrynski, 2017). In fact, we are all just 

social "animals", who constantly try to look good in the view of other people's eyes. Thus, people 

constantly try to enhance their self-esteem, which refers to "the tendency to seek experiences that 

enhance self-concept" (Sirgy, 1982; p. 287), in their search for approval and personal recognition. 

However, this enhancement of self-esteem operates in a grey zone between the actual self and 

the ideal self. 

 

This gap between actual self and ideal self may also lead to the development of different selves, 

which can be confusing, as "holding diverse self-views impedes maintaining sense of identity by 

inevitably eliciting uncertainty and confusion about the self" (Pilarska, 2016; p. 88). Individuals may 

develop an 'alter ego', which is a term that can be described as a person's second self. An alter ego 

is distinct from a person's original personality and identity and often originates from a hidden or 

displaced part of a person's own personality. Thus, it is an integral part of the person and a person 

with an alter ego can be said to be living a 'double life', as he/she has a dual personality and 

identity. However, individuals, who develop different selves or have several brand identities, "run 

the risk of having them contaminate or undermine one another in the marketplace" (Shepherd, 

2005; p. 596), which can indicate imprecise targeting and ineffective personal brand management 

(Shepherd, 2005; p. 596). Hence, it can be a 'dangerous cocktail' - in this case for young job 

applicants - to explore and develop several selves. On the other hand, Hardin & Larsen (2014) 

argues that "changing one's actual self may be particularly difficult" (Hardin & Larsen, 2014; p. 

225), as they have evidence that "personality traits are fairly stable across adulthood" (Hardin & 

Larsen, 2014; p. 224). Furthermore, Hardin & Larsen (2014) offer the idea that "individuals can find 

happiness by increasing actual self-regard" but "stop short of unconditionally claiming that people 

should value who they already are" (Hardin & Larsen, 2014; p. 224). "Finding virtue in normatively 

undesirable qualities (e.g., selfishness, recklessness) may foster a temporary sense of well-being 

but make it difficult to meet long-term goals" (Hardin & Larsen, 2014; p. 224). 
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Here, it is also important to mention the importance of consistency. Sirgy (1982) denotes self-

consistency as "the tendency for an individual to behave consistently" (Sirgy, 1982; p. 287) with 

his/her view of oneself. Sirgy (1982) refers to consistency as one of the dimensions that has been 

characterizing the structure of the self-concept, along with stability, clarity and accuracy. He states 

that consistency "is the extent to which two or more self-attitudes of the same individual are 

contradictory", stability "refers to the degree of which a self-attitude does not change over time", 

clarity "denotes the extent to which a particular self-concept or self-picture is sharp and 

unambiguous" and accuracy "is the extent to which a given self-concept reflects one's true 

disposition" (Sirgy, 1982; p. 287). Those four dimensions are important to consider when 

developing a clear self-concept that reflect one's actual self, which tells something about the 'real' 

you and who you are. Personal branding efforts should create 'an air of authenticity' (Labrecque et 

al., 2010; p. 39), in which the message is clear and consistent (Labrecque et al., 2010; p. 39). 

 

 

● 4.4 - THE POST-MODERN MAN 

 

One of the reasons why we - as humans - put so much emphasis on the "perfect" life has to be 

seen in the light of the society we live in. As described in the theory chapter, we live in a post-

modern society, where increased focus on personal self-expression has formed the basis for the 

development of the concept of personal branding. The development of society - from 

modernization to post-modernization - has led to a fundamental shift in basic values among 

human beings and moved towards "a more human society with more room for individual 

autonomy, diversity, and self-expression" (Inglehart, 1997; p. 12). The transition to a post-modern 

society is characterized by a number of new human needs and values, including the need for self-

fulfillment. This self-actualization need (and need for self-development, self-realization, approval 

and personal recognition) has become more relevant, as people in the post-modern society - to a 

greater extent - are conscious and concerned about their personal brand and how they appear and 

look in the eyes of other people. 
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As a result of the consumer society we live in, the Polish-British sociologist and philosopher, 

Zygmunt Bauman, argues that humans - in today's changing world - seek security by perceiving 

themselves and each other as goods (Pedersen, 2007), which is a focal point in personal branding. 

As described in the theory chapter, Bauman believes that people today are aware that virtually 

everything in their lives can change (Pedersen, 2007) due to the rapidly changing world, and that 

this permanent state of latent change has caused more insecurity and uncertainty in human life 

(Pedersen, 2007), as individuals are unable to maintain a consistent self (due to the societal 

changes); and hence people's identities never "solidifies" before they are dissolved and re-

constructed (Bauman, 2000; p. 82-83). This causes people to constantly trying to renew their 

identities and revitalize their selves in an attempt to establish some security in their lives. 

 

Bauman argues that one way to handle the freedom is to find new ways to establish security, and 

one of these has 'got in by the back door' with the consumer society; that we consider ourselves 

as goods (Pedersen, 2007). When you buy a thing, it is because you hope that it will satisfy a need. 

Then, if you find that it does not or that one's need, meanwhile, has been satisfied by something 

else, what do you do as a good consumer? According to Bauman, you throw it out or go to the 

store to get your money back (Pedersen, 2007). Imagine doing the same with people. Then we 

would have a disaster real quick, because humans are not like goods - humans have feelings 

(Pedersen, 2007). Nevertheless, that is what we - to an increasing extent - are doing (Pedersen, 

2007). According to Bauman, we look at each other as disposable things with constant fear of 

exceeding the 'expiration date' (Pedersen, 2007).  

 

It is here, the concept of personal branding comes into the picture - along with an awareness that 

you are just a 'factor of production' like many others (Pedersen, 2007). In order to avoid ending up 

in such category with a 'disposable'-label on, we follow a new strategy; we behave as if we were 

goods in a store by always presenting ourselves as new and attractive (Pedersen, 2007). Therefore, 

we live with a constant pressure to present ourselves as new by wearing new clothes, finding new 

interests, getting a new job, buying a new house or maybe even refine ourselves (Pedersen 2007). 

According to Bauman, the only problem is that this strategy has the built-in mistake that 

something 'new' never becomes a permanent solution to the uncertainty issue (Pedersen, 2007). 
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Bauman finds that if you do not make yourself an attractive 'good', you do not stand a chance in a 

marketed world, where you can not think differently (Pedersen, 2007).  

 

This is interesting in relation to the research question of this master's thesis, as the post-modern 

man - and in this case the young job applicant - can regard himself as a 'good' to be purchased by a 

company or employer. The values that characterize the post-modern man can be directly linked to 

humans' need for personal branding. Through personal branding, the individual must 

communicate his 'product declaration'. The post-modern man constantly renews his identity by 

'packaging' himself in the way he dresses, behaves and communicates. Thus, it is not merely 

physical means, but also about the way the post-modern man presents himself.  

 

Today, it is mainstream consumer psychology that we often buy things with other than rationality 

(Ingvordsen, 2015; p. 32). We - as consumers - constantly buy products controlled by our feelings, 

which helps to develop our own identity (Ingvordsen, 2015; p. 32). Hence, we buy experiences and 

stories that give us a personal satisfaction. Stories can "endow lives with some unity and purpose, 

while also reflecting societal expectations and norms" and "seek recognition from a society and 

subgroups their creators deem important" (Brooks & Anamudu, 2016; p. 23). According to Belk 

(1988), we "may summarize the major categories of extended self as body, internal processes, 

ideas, and experiences, and those persons, places, and things to which one feels attached" (Belk, 

1988; p. 141). However, material goods are not attached with as great importance in the post-

modern society as in the modern society, as the post-modern man increasingly prioritizes the need 

for self-realization (Inglehart, 1997; p. 44). Nevertheless, Belk (1988) argues that "material 

possessions tends to decrease with age, but remains high throughout life as we seek to express 

ourselves through possessions and use material possessions to seek happiness, remind ourselves of 

experiences, accomplishments, and other people in our lives, and even create a sense of 

immortality after death" (Belk, 1988; p. 160). 
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Back to Zygmunt Bauman. His basic thought is that the society has moved towards a 'liquid 

modernity' (Bauman, 2000) and a social system in which everything is fluid and constantly 

changing. This is, among other things, reflected in the working live, where no people today expects 

at the same place or within the same field for a longer period (Pedersen, 2007). As described 

earlier, Shepherd (2005) refers to this tendency as "the death of the 'job for life' and the rise of the 

'portfolio career'" (Shepherd, 2005; p. 593), in which people are switching jobs more often, where 

it previously was not abnormal to work 20-30 years or a whole working life at the same place 

(Fejerskov, 2016). This change is rooted in the core of our personality, where we have realized that 

our identity is something that we create ourselves, and that it can be fluid (Pedersen, 2007). 

 

The abovementioned tendency that people switch jobs more often is also at the Generation 

SOME, whose members - to a greater extent than previous generations - attach great importance 

to a good work-life balance with a great degree of flexibility and the possibility to 'swap' jobs 

(Prasz, 2016). Thus, it is a demanding generation that is ready to enter the labor market. 

The Generation SOME originates from the current post-modern society. As described in the theory 

chapter, this generation has been branded by sociologists as being 'narcissist', as there is a deep-

modern insecurity and uncertainty rooted among the members of this generation. The members 

of this generation are in constant search for approval and personal recognition and are concerned 

about how they appear and look in the eyes of other people. 

 

Thus, an answer to the question why we - as humans - put so much emphasis on the "perfect" life 

and in painting the "perfect" picture of ourselves has to be seen as a consequence of the post-

modern society we live in.  According to Yu (2016), "we all need to share more of the bad along 

with the good to show the ups and downs and... not just the perfect image" (Yu, 2016). It has been 

emphasized that it is not vital to appear "perfect" in order to create and build a strong personal 

brand, as it - most likely - does not portray the actual self. 
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Although William James, who laid the foundations for the modern conceptions of self, lived before 

the transition to a post-modern society, he sums up the human need for attention pretty well: "If 

no one turned round when we entered, answered when we spoke, or minded what we did, but if 

every person we met 'cut us dead', and acted as if we were non-existing things, a kind of rage and 

impotent despair would ere long well up in us, from which the cruellest bodily tortures would be a 

relief; for these would make us feel that, however bad might be our plight, we had not sunk to such 

a depth as to be unworthy of attention at all" (James, 1890; p. 293-294). 

 

 

● 4.5 - SOCIETAL PRESSURE ON GRADUATES 

 

According to one of the interviewed recruitment managers, this distorted view that the young 

generation holds about the Danish labor market (as described previously in the analysis) is among 

other things caused by a societal pressure om graduates and the members of the Generation 

SOME. He believes that this delusion has to be seen as a consequence of the enormous pressure 

students are undergoing with the 'scramble for higher marks' and the study progress reform 

(Recruitment Manager 1; p. 93 in appendices). They are in a fierce competitive environment with 

internal competion, where there are sky-high requirements and expectations to the students and 

"it is always about being the best or among the best" (Recruitment Manager 1; p. 93 in 

appendices).  

 

This is also supported by a recent study by the Danish association for graduates, Djøf (Danmarks 

Jurist- og Økonomforbund), who has conducted two smaller studies on student life (in spring 

2016), which have covered different topics about being a student in Denmark in 2016 and the 

expectation pressure that is connected to being a student in today's educational system (Djøf, 

2016). The report sheds light on the hardworking students, who are fighting to live up to their own 

and the society's sky-high requirements and ambitions for their studies (Djøf, 2016). The study 

finds that students are highly influenced by the societal trend happening right now (Djøf 2015), in 

which students feel a societal pressure to perform well and be the best in relation to their studies, 

their career and in the more social aspects of life. 
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However, there is also a sign of movement away from the focus on grades grade transcripts and 

greater emphasis on personality (as described in previous sections). Le Gammeltoft, a Danish 

entrepreneur and opinion maker, has also participated in the debate about the recruitment of 

young job applicants and the importance of personality. She states that when she - as an owner of 

her own company - is looking for new employees, she looks at the overall picture of the job 

candidate but attach great importance to the job applicant having a forceful personality 

(Gammeltoft, 2016). For her, it speaks for the applicant's personality, if this person has made some 

choices throughout his/her life (Gammeltoft, 2016). She also criticizes the educational system in 

Denmark, which she believes should emphasize the importance of creating the very best - not just 

candidates, but people (Gammeltoft, 2016). This view is also supported by one of the interviewed 

recruit managers, who state that they "place much more emphasis on the applicant's personality 

(and personality) than this person's grades and grade point average" (Recruitment Manager 2; p. 

94 in appendices). However, she also stresses that they - although they do not require their job 

applicants to show their grades - can not neglect or deny that the grading system is an effective 

way of comparing candidates and their "proven" abilities and can function as a smart method to 

sort out candidates in the initial phase of the recruitment process (Recruitment Manager 2; p. 94 

in appendices). 

 

Thus, many companies and recruiters - to a greater extent - focus on soft issues today. This has to 

be seen as a consequence of the transition from a modern society to a post-modern society. In the 

modern society, companies and recruiters attached great importance to grades in job applications, 

but the transition to a post-modern society has shifted focus towards softer- and more post-

modern values like personality, values, norms etc. 

 

 

 

 

 

 

 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 68 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

● 4.6 - BEND BETWEEN PROFILE AND REALITY 

 

A source of skepticism to personal branding, which mainly stem from a complexity inherent in the 

online environment (Labrecque et al., 2010; p. 39), is the discussion whether a personal brand is 

actually the same as a person's real personality. With the digital age and the arrival of new online 

tools for personal branding, it has become easier for people to appear - deliberately or 

inadvertently - as something other than what they actually represent and stand for. The digital age 

"promotes the freedom to explore multiple selves" (Labrecque et al., 2010; p. 39) and offer "many 

new possessions and technologies through which we present and extend our self" and "create 

different ways through which we can meet, interact with, and extend our aggregate selves through 

other people while experiencing a transcendent sense that we are part of something bigger than us 

alone" (Belk, 2013; p. 494). 

  

Social media is an obvious opportunity to add one's online profile some individuality and tell a 

story about oneself (Fejerskov, 2016), as it "creates great opportunities for personal branding 

efforts" (Karaduman, 2013; p. 472). It has become an attraction point for people (Karaduman, 

2013; p. 472), as social media serves as a very popular and strong communication tool for 

cultivating one's personal brand and is a great tool to control your own personal brand (Bigum, 

2016b). How you appear on social media is also important to have in mind, when you apply for 

jobs, as the first thing many companies do (when receiving applications) is to 'google' the job 

applicants' and "scan" their profiles on social media (Fejerskov, 2016). This is also confirmed by the 

two interviewed recruitment managers, who state that they most often screen the job applicants' 

Facebook- and LinkedIn-profile at some point during the recruitment process in order to get a 

better picture of 'the person behind the application' (Recruitment Manager 1; p. 91 in 

appendices). One of the recruitment managers also argues that social media serves as a fantastic 

tool to screen candidates, as al information is easily accessible on social media platforms - and 

thus not requiring many resources for companies (Recruitment Manager 1; p. 92 in appendices). It 

creates a clear transparency and "can provide a more nuanced picture of the job applicant, than 

the company could get by reading the person's application and CV" (Recruitment Manager 1; p. 92 

in appendices). 
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Thus, it is important for job applicants to avoid a bend between their profile and the reality. At a 

possible job interview, recruiters quickly sense if there is a bend between the job applicant's 

profile and his/her person in reality, if the applicant is not like they thought or pretend to be 

someone he/she is not. Here, there "is scope for expectation failure when the reality of the first 

meeting between an online dyad reveals the fantasy or fictional element in the personal brand" 

(Shepherd, 2005; p. 599). Failures "become clear during a first face-to-face meeting if a person 

does not match the other's expectations" (Labrecque et al., 2010; p. 39). As one of the interviewed 

recruitment managers stated: "It is easy to see through, if the applicant is not who he/she gave 

oneself out to be" (Recruitment Manager 1; p. 92 in appendices), as it does not take long to form a 

reasonable first-hand impression of the person on the other side of the table at a job interview. If 

a job applicant, for instance, appears as an outgoing person online, but in fact is introvert, the 

recruiter will see through it right away. Embellishing the truth to impress a company or recruiter 

may implant a false memory. As described above, social media can provide the recruiter with a 

more nuanced picture of the job applicant when screening him/her online. However, it can also 

give a less nuanced picture of the job applicant, if there is this bend between profile and reality. As 

described in the theory chapter, social media users can decide how much information should be 

public (and how much should be private) via the profile settings, and thus manage and control 

their own personal brand. 

 

Labrecque et al. (2010) have found a substantial dialectic pressure between self-branding and 

information control (Labrecque et al., 2010; p. 49). Online personal branding requires that 

information is available to others (by the very nature of the online world), but this availability can 

put people at risk in terms of misdirected- and insufficient branding (Labrecque et al., 2010; p. 49). 

Information "can be taken out of context, misconstrued, or misinterpreted" and "brand image 

judgments may lead to optimum, insufficient, or misdirected branding, depending on whether the 

identity and image perfectly balance" (Labrecque et al., 2010; p. 47). Labrecque et al. (2010) argue 

that people's personal branding efforts often represent branding failures, as they are misdirected 

or insufficient, which is caused by a mismatch between their self-stated goals and judgments by 

others (Labrecque et al., 2010; p. 45). The insufficient branding does not occur because of a lack of 

content, but because people fail to emphasize their intended or desired message, which leads to 
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"a mismatch between brand identity and image" (Labrecque et al., 2010; p. 46). According to 

Labrecque et al. (2010), people "confront a tension to use platforms to promote their personal 

brands and keep in touch with others, but also minimize the potential violations that can dilute or 

tarnish their brand" (Labrecque et al., 2010; p. 46). On the other hand, the misdirected branding 

occur when people post content inconsistent with their brand identity, which can result in "serious 

consequences if seen by the wrong target audiences" (Labrecque et al., 2010; p. 46). This point, 

among others, "underscores the importance of assessing brand image, especially when embarking 

on new life paths" (Labrecque et al., 2010; p. 46), which is relevant for young job applicants. At 

last, Labrecque et al. (2010) suggest that "misdirected branding has greater implications for 

professional status, whereas insufficient branding is more critical for social status" (Labrecque et 

al., 2010; p. 49). 

 

Also, what is not mentioned on your social media profile - and in the case with the young job 

applicants (what is not included in their CV's) - also defines your personal brand. One of the 

interviewed recruitment managers mentions that "our brains are arranged in such way that if we - 

as recruiters - only get half the information or half the truth (and we wanted it all, but can not get 

it), we quickly question it and draw conclusions by filling out the blank fields" (Recruitment 

Manager 2; p. 95-96 in appendices). By this, he means that if they, for instance, receive a job 

application in which the applicant appears "perfect", they will quickly question it and perhaps 

think what he/she has to hide, since nobody, in principle, is perfect (Recruitment Manager 2; p. 95 

in appendices). Thus, appearing "perfect" in the way you brand yourself can actually turn out to be 

a problem for the young job applicants. 

 

Although, social media can serve as an opportunity for job applicants to stand out, the same often 

happens for the social media profiles as for the CV's; that everyone end up looking similar 

(Fejerskov, 2016) and whose profiles are difficult to tell apart. This also has to been seen as a 

result of the 'oceans' of social media profiles today, which can make it difficult to find one's own 

expression (Fejerskov, 2016). 
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However, the widely held assumption that everyone is so fake on social media and that "social 

media is turning us into a fake generation" (Alwahaidi, 2015) can be questioned. According to the 

interviewed branding expert, this assumption can be rejected, as "we are not only fake on social 

media - we also tend to be fake in reality" (Branding Expert; p. 89 in appendices). He gave an 

example from his teenage years (Branding Expert; p. 89 in appendices), where he - like many 

others from his generation - grew up with James Dean as his biggest idol and did everything in his 

power to look like him by wearing a white t-shirt and bomber jacket and smoked cigarettes like 

him because he looked cool, even though he did not really feel comfortable in that clothes and 

could not really stand the taste or the smell of the tobacco. He did all this "just" to look cool and 

"cultivate" his image and personal brand by acting and dress in a certain way. His meaning by 

giving this example was to emphasize his belief that the reason why we have become fake should 

not be found in social media, but rather to be found in the developments in society and the post-

modern man's increased need for self-realization (Branding Expert; p. 89 in appendices), as 

discussed earlier in the analysis.  
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5. CONCLUSION 

 

The research question of this master's thesis was as follows: 

 

"Why do today's young job applicants put so much emphasis on painting the "perfect" 

picture of themselves in their personal branding when recruiters - to a greater extent - are 

looking for personality and the job applicants' ability to stand out and differentiate 

themselves from the rest?" 

 

This research indicates that there is a lack of personality in personal branding. Young Danish job 

applicants from the Generation SOME, who are on the threshold of entering the Danish labor 

market, lack in showcasing and 'forcing through' their personality in their job applications. They 

have a misconception of what the point of personal branding is, as they have too much focus on 

the 'branding'-part, instead of turning the focus on the 'personal'-aspect in their personal branding 

and emphasize their personality and uniqueness. Thus, they have in a sense misunderstood the 

concept of personal branding. 

 

Based on a number of conducted semi-structured interviews, it has been found that young job 

applicants have a distorted view of the Danish labor market. They have a wrong idea about what 

companies and recruiters, who - to a greater extent - call for personality in job applications, expect 

from them, which causes a lack of matching/balanced expectations. This distorted view and 

delusion about the reality that the young job applicants hold indicate that there is a gap between 

the actual self and ideal self, because the lack of matching/balanced expectations, which cause the 

applicants to paint an idealized or "perfect" image of themselves, instead of portraying a clear self-

concept that reflects their actual self. 

 

The main reason why we - as humans - have this need to brand ourselves and look good in the 

view of other people's eyes and why today's young job applicants put so much emphasis on the 

"perfect" life and in painting the "perfect" picture has to be seen as a consequence of the post-



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 73 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

modern society we live in. We live in a post-modern society, where increased focus on personal 

self-expression has formed the basis for the development of the concept of personal branding. 

Through the process of the modernism, self-actualization needs (like the need for self-

development, self-realization, approval and personal recognition) have become more relevant, as 

people in the post-modern society - to a greater extent - are conscious and concerned about their 

personal brand and how they appear and look in the eyes of other people. 

 

 

● 5.1 - FURTHER RESEARCH 

 

While the conclusion above summarizes the research in some final and conclusive remarks, this 

section is used to present other perspectives that could be relevant and interesting to investigate 

for further research. 

 

This master's thesis has emphasized a lack of personality in personal branding by researching how 

young job applicants market themselves in today's Denmark. In order to provide an even more 

detailed analysis and a broader picture of personal branding in today's Denmark, a more thorough 

investigation could have been done in terms of conducting more interviews to get more valuable 

insights within the topic area. By interviewing more recruitment managers, we could have got a 

more fair presentation of today's labor market and what companies are expecting from job 

applicants. It could also be interesting to do the same research, as done in this master's thesis, in 

10-20 years' time. By then the situation would probably be different, as the world we live in is 

constantly changing due to the digitalization process and the society (and the labor market) 

continuously has to adapt to all of these new changes - and follow the latest trends. 

 

Furthermore, it could also be interesting to research the 'online vs. offline'-identity, as people 

today can have more than one identity (as described earlier). Here, you could look into this 'dual 

identity' by investigating how people manage their personal brands on- and offline. The growing 

online universe opens for undreamt-of possibilities for people to communicate their personal 

brand, but it may also cause problems if the online identity "clashes" with the reality.   
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Another interesting perspective would be to do a case study and research the concept of personal 

branding in practice - by focusing on a number of cases/examples. Here, you could identify and 

select a group of people to observe and see how they work with and manage their personal brand. 

Observing a group of people could gain an insight into the people's behaviour, when they 

consciously (or unconsciously) brand themselves. These observations could also be 'backed up' by 

interviews with these people in order to get a better understanding of why they brand themselves 

and how many thoughts they give to personal branding in their daily life. At last, you could also 

measure the effects of the people's personal branding activities. This case study approach could 

stand alone as its own project - but also serve as an add-on to the research in this master's thesis. 
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1) INTERVIEW GUIDE FOR IN-DEPTH INTERVIEW WITH BRANDING EXPERT  

 

[in DANISH] 

 

 

¬ Indled kort med en beskrivelse af projektet og dets formål (og hvorfor lige netop de er blevet 

spurgt om at medvirke i dette projekt som interview-person og hvorledes de kan hjælpe med at 

give interessant indsigt/indblik og bidrage med et dybdepsykologisk tilsnit). 

 

¬ Spørg om det vil være okay at optage interviewet på en lydfil - og hvorledes de ønsker at forblive 

anonyme i projektbesvarelsen. 

 

¬ Indled derefter interviewet med at stille et par korte spørgsmål for lige at komme i gang og evt. 

'lette stemningen': 

 

1. Kan du give en kort introduktion til hvem du er og hvad du arbejder med til daglig? 

 

2. Hvad underviser du i på CBS (som ekstern-/gæsteforelæser)? 

 

3. Hvad er din erfaring med branding (og personlig branding)? 

 

4. Hvad er det ved branding (og personlig branding) du finder interessant? 

 

5. Hvordan vil du definere begrebet/konceptet personlig branding? 

 

6. Hvorledes mener du at personlig branding adskiller sig fra den mere traditionelle form for 

branding (af produkter, services, virksomheder)? 

 

¬ Led dernæst interviewet nærmere ind på projektets problemfelt og problemstilling ved at stille 

en række dyberegående spørgsmål: 

 

7. Hvorfor tror du at vi - som mennesker - i dagens samfund går så meget op i at 'brande' os selv og 

præsentere os selv på en bestemt måde? 
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8. Hvor vigtigt mener du det er at kunne skabe og opbygge sig et stærkt personligt brand i nutidens 

samfund (og i fremtiden)? 

 

9. Troværdighed nævnes blandt mange forfattere bag bøger om personlig branding som værende 

grundstenen i skabelsen at et succesfuldt personligt brand; hvad mener du om denne holdning? 

 

10. Med digitaliseringen og den teknologiske udvikling i samfundet er det kommet nye platforme 

og redskaber for personlig branding (heriblandt sociale medier); hvordan har du oplevet denne 

udvikling af personlig branding som begreb/koncept? 

 

11. Kan du komme med nogle styrker/svagheder ved at bruge sociale medier som platforme og 

redskaber til skabelsen af ens personlige brand? 

 

12. Ser du nogle risiko ved at personer i princippet selv kan vælge den historie de vil fortælle på de 

sociale medier (og dermed selv kan styre og kontrollere deres egne personlige brands)?  

 

13. Med fremkomsten af sociale medier mener nogle også at der er en risiko for at personer 

konstruerer en slags 'online' identitet der ikke stemmer overens med virkeligheden; hvad mener du 

om det? 

 

¬ Rund dernæst interviewet af ved at stille et par opsummerende- og fremtidsperspektiverende 

spørgsmål: 

 

14. Hvad mener du er det vigtigste element i skabelsen af sit eget personlige brand? 

 

15. Mener du at danskerne - generelt - er gode til at 'brande' sig selv (og er opmærksomme på 

vigtigheden af dette)? 

 

16. Hvordan tror du fremtiden kommer til at se ud for begrebet/konceptet personlig branding 

(hidtil har udbredelsen af dette jo været stødt stigende i takt med digitaliseringen)? 

 

17. Hvilken indflydelse tror du begrebet/konceptet personlig branding kommer til at få på 

fremtidens arbejdsmarked? 

 

¬ Afslut til sidst interviewet ved at spørge om interview-personen evt. har nogle sidste 

bemærkninger/indskydelser. 
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¬ Tak for hjælpen/medvirken - og kvittér med en flaske vin. 

 

*HUSK! Stil opfølgende og uddybende spørgsmål hvis/når interview-personen siger noget 

interessant og/eller bevæger sig i interessant retning. 
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2) INTERVIEW GUIDE FOR IN-DEPTH INTERVIEWS WITH RECRUITMENT MANAGERS  

 

[in DANISH] 

 

 

¬ Indled kort med en beskrivelse af projektet og dets formål (og hvorfor lige netop de er blevet 

spurgt om at medvirke i dette projekt som interview-person og hvorledes de kan hjælpe med at 

give interessant indsigt/indblik og bidrage med et dybdepsykologisk tilsnit). 

 

¬ Spørg om det vil være okay at optage interviewet på en lydfil - og hvorledes de ønsker at forblive 

anonyme i projektbesvarelsen. 

 

¬ Indled derefter interviewet med at stille et par korte spørgsmål for lige at komme i gang og evt. 

'lette stemningen': 

 

1. Kan du give en kort introduktion til hvem du er og hvad du arbejder med til daglig? 

 

2. Hvad er din erfaring med rekruttering? - Hvor længe har du arbejdet indenfor dette område? 

 

3. Hvad er det ved rekruttering du finder interessant? 

 

4. Hvilke udfordringer er der i forbindelse med rekrutteringen af den rette kandidat? 

 

5. Hvordan forløber rekrutteringsprocessen af nye medarbejdere på din arbejdsplads? 

 

¬ Led dernæst interviewet nærmere ind på projektets problemfelt og problemstilling ved at stille 

en række dyberegående spørgsmål: 

 

6. Har måden hvorpå man rekrutterer nye medarbejdere ændret sig over de seneste år i takt med 

at personer i dagens samfund i højere grad fokuserer på selvudfoldelse og selveksponering (på 

henholdsvis sociale medier og deres professionelle CV)? 
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7. Fornemmer du at der er sket en udvikling i hvad virksomheder efterspørger blandt 

jobansøgerne? - Eller at ansøgerne har ændret sig i forhold til hvad de søger og kan tilbyde 

virksomhederne? 

 

8. Kan man snakke om at der er sket et skift i prioriteringerne omkring ansøgernes 

kvalifikationer/evner (eksempelvis væk fra karakterer/beviser mod større fokus på ansøgernes 

person og personlighed)? 

 

9. Hvor stor en rolle spiller sociale medier (som Facebook og LinkedIn) i informationssøgningen om 

nye mulige kandidater (fra virksomhedernes side)? 

 

10. Bruger I sociale medier til at lede efter mulige kandidater? 

 

11. Betragtes sociale medier (som Facebook og LinkedIn) som værende troværdige medier til at 

give et oprigtigt billede af ansøgernes person og kvalifikationer/evner, når personerne i princippet 

selv kan vælge den historie de vil fortælle på de sociale medier (og dermed selv kan styre og 

kontrollere deres egne personlige brands)? 

 

12. Hvordan vurderer I og sikrer jer mod at ansøgerne ikke har konstrueret en form for 'online' 

identitet (på de sociale medier), der ikke stemmer overens med virkeligheden? 

 

13. Er der nogle faldgrupper unge jobsøgende bør være særlig opmærksomme på ved brugen af 

sociale medier som et redskab til at markedsføre sig selv (og deres kvalifikationer/evner) i 

forbindelse med jobsøgning? - Kan en ansøgers sociale profil på Facebook eksempelvis skæmme 

for dennes professionelle udtryk, hvis ansøgeren har nogle interesser/holdninger/værdier, der ikke 

stemmer overens med virksomhedens? 

 

¬ Rund dernæst interviewet af ved at stille et par opsummerende- og fremtidsperspektiverende 

spørgsmål: 

 

14. Hvad mener du er det vigtigste element i en god jobansøgning? 

 

15. Hvor ser du det største generelle problem hos unge jobansøgere i deres ansøgninger? 
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16. Har du nogen gode råd til hvordan unge jobansøgere kan sætte sig selv i en gunstig position for 

eventuelle fremtidige arbejdsgivere ved at differentiere sig selv og skille sig ud fra mængden i deres 

jobsøgning (og samtidig fremstå troværdig)? 

 

17. Hvordan tror du fremtidens arbejdsmarked kommer til at se ud, når den unge generation (der 

er vokset op med teknologi og sociale medier) for alvor indtager arbejdsmarkedet? 

 

¬ Afslut til sidst interviewet ved at spørge om interview-personen evt. har nogle sidste 

bemærkninger/indskydelser. 

 

¬ Tak for hjælpen/medvirken - og kvittér med en flaske vin. 

 

*HUSK! Stil opfølgende og uddybende spørgsmål hvis/når interview-personen siger noget 

interessant og/eller bevæger sig i interessant retning. 
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3) PARTIAL TRANSCRIPTION OF IN-DEPTH INTERVIEW WITH BRANDING EXPERT 

 

[in DANISH] 

 

 

Interviewer: Martin (M) 

Informant: Branding Expert (BE) 

_____ 

 

Spørgsmål 5 (fra interview-guiden): 

M: "Hvordan vil du definere begrebet/konceptet personlig branding?" 

 

BE: "Jeg vil definere begrebet personlig branding som måden hvorpå du som person markedsfører 

dig selv, som var du et brand. Som jeg engang blev fortalt: 'A personal brand is a choice you make - 

it is a statement that you want to make about yourself'." 

 

 

Spørgsmål 15 (+opfølgende spørgsmål): 

M: "Mener du at danskerne - generelt - er gode til at 'brande' sig selv (og er opmærksomme på 

vigtigheden af dette)?" 

 

BE: "Nej, jeg mener helt grundlæggende at danskerne har misforstået begrebet personlig branding. 

Størstedelen af danskere er enormt opmærksomme på at brande sig selv, hvilket er positivt. Men 

grundlæggende har mange danskere en forkert forståelse og arbejder ikke målrettet og strategisk 

med deres personlige brand. De glemmer indholdet (deres personlighed, egenskaber og værdier) 

og brander sig i stedet ud fra et ideal eller en forestilling om hvad der virker og hvad der 

eksempelvis resulterer i 'likes' på de sociale medier." 

 

M: "Hvad mener du at denne misforståelse af begrebet personlig branding beror på? - Hvori ligger 

problemet?" 
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BE: "Jeg mener, at misforståelsen beror på en relativ fastgroet opfattelse af hvordan man brander 

sig selv. Begrebet personlig branding har jo fået nyt liv med de sociale medier inden for de sidste 

10-15 år, og det har fået folk til at åbne øjnene op for mulighederne der ligger heri. De første der 

rigtigt benyttede sig af de sociale medier til at brande sig selv var med til at sætte dagsordenen - vi 

stadig til dels ser i dag - for hvordan man kan arbejde med og promovere sit personlige brand. 

Dernæst er flere og flere så fulgt trop, som har set hvordan de - som 'first-movere' - er lykkedes 

med at brande sig selv - og nogle måske er gået hen og blevet kendte på det. Og det er der for så 

vidt ikke noget i vejen med. Det er helt naturligt at folk ridder med på bølgen, når de ser en succes. 

Problemet opstår bare når det er noget man gør i effekt af noget andet - man ved ikke rigtigt 

hvorfor man gør det, man gør det bare fordi man tror det er sådan det er og det der virker. Det ser 

jeg som det helt store problem. Folk følger bare med og prøver ikke på at gå sin egen vej og nå 

målet på sin egen måde gennem sin personlige branding." 

 

 

Spørgsmål 13: 

M: "Med fremkomsten af sociale medier mener nogle også at der er en risiko for at personer 

konstruerer en slags 'online' identitet der ikke stemmer overens med virkeligheden; hvad mener du 

om det?" 

 

BE: "Ja, det er jeg til dels enig i. Ingen tvivl om at mange mennesker - den dag i dag - konstruerer 

virkeligheden gennem deres profiler på sociale medier. Men denne vidtgående antagelse om at vi 

kun er 'fake' på sociale medier vil jeg gerne afvise: Vi er ikke bare 'fake' på sociale medier - vi har 

også en tendens til at være 'fake' i virkeligheden. Jeg voksede eksempelvis op med James Dean som 

mit helt store idol i teenageårene (ligesom så mange andre fra min generation gjorde det) og 

gjorde alt i min magt for at se ud som ham ved at iklæde mig hvid t-shirt og bomber-jakke og røg 

cigaretter som ham fordi han så sej ud, selvom jeg egentlig ikke følte mig tilpas i det tøj og i 

virkeligheden ikke kunne fordrage smagen eller lugten af tobak. Alt dette "blot" for at se sej ud og 

"pleje" mit image og personlige brand ved at agere og iklæde mig på en bestemt måde. Dermed 

mener jeg ikke at årsagen til at vi er blevet 'fake' skal findes i de sociale medier - den skal snarere 

findes i udviklingen i samfundet og det moderne menneskes øgede behov for selvrealisering." 
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Spørgsmål 17:  

M: "Hvilken indflydelse tror du begrebet/konceptet personlig branding kommer til at få på 

fremtidens arbejdsmarked?" 

 

BE: "Jeg tror, at fremtidens arbejdsmarked vil ændre sig markant! Det bliver meget interessant - og 

lidt skræmmende - når generationen der er født med digitale medier (og har skabt deres identitet 

derigennem) kommer på arbejdsmarkedet. Jeg tror derfor at personlig branding vil have en større 

rolle at spille i rekrutteringsprocessen fremover. Jeg ser allerede starten på denne udvikling, da 

mange virksomheder i dag i højere grad efterspørger personligheder, når de rekrutterer nye 

medarbejdere. De søger individer med personlighed, karisma og kant og vil have en ildsjæl, der er 

passioneret og dedikeret, og som har en forståelse for hvad det kræver at lave resultater eller 

skabe værdi i den pågældende virksomhed. Det er et udtryk for at jobansøgerens personlighed er 

tillagt en øget værdi, hvilket ligger godt op af min holdning. Som jeg plejer at sige: Hellere end 

stærk karakter end høje karakterer." 

 

 

*The audio file and full transcription are available upon request 
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4) PARTIAL TRANSCRIPTION OF IN-DEPTH INTERVIEW WITH RECRUITMENT MANAGER 1 

 

[in DANISH] 

 

 

Interviewer: Martin (M) 

Informant: Recruitment Manager 1 (RM1) 

_____ 

 

Spørgsmål 7: 

M: "Fornemmer du at der er sket en udvikling i hvad virksomheder efterspørger blandt 

jobansøgerne? - Eller at ansøgerne har ændret sig i forhold til hvad de søger og kan tilbyde 

virksomhederne?" 

 

BE1: "Ja, men jeg vil sige at det er en forholdsvis konstant udvikling i takt med at samfundet hele 

tiden ændrer sig. I nogle perioder ændrer eller udvikler samfundet sig selvfølgelig hurtigere end 

andre - som i øjeblikket hvor vi oplever større forandringer i forbindelse med globaliseringen og 

digitaliseringsprocessen. Men mit indtryk er at virksomheder - i dag - i højere grad efterspørger 

jobansøgeres evne til at skille sig ud og positivt adskille sig fra de andre kandidater. Ansøgeren skal 

være den bedste udgave af sig selv og fortælle sin egen historie. Det nytter ikke at forsøge at 

"smøre på" og overdrive - som ansøger skal du være dig selv og være autentisk." 

  

 

Spørgsmål 9 (+opfølgende spørgsmål): 

M: "Hvor stor en rolle spiller sociale medier (som Facebook og LinkedIn) i informationssøgningen 

om nye mulige kandidater (fra virksomhedernes side)?" 

 

RM1: "Hmm… sociale medier spiller en vigtig rolle på den måde at det er en let tilgængelig måde 

for virksomhederne at danne sig et bedre billede af personen bag ansøgningen. Ved at tjekke en 

jobansøgers profil på henholdsvis Facebook og LinkedIn kan vi som oftest både få en fornemmelse 
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af hvad for en type person han/hun er og hvilke interesser han/hun har (via Facebook) og finde ud 

hvad han/hun tidligere har lavet og opnået i arbejdsøjemed og hvilke kvalifikationer han/hun (via 

LinkedIn)." 

 

M: "Bruger I selv (i jeres virksomhed) sociale medier til at 'screene' jobansøgeres profiler?" 

 

RM1: "Det kommer lidt an på situationen. Hvis vores direktør 'headhunter' en ny sælger eller 

agent, så er det ligesom ham der står for ansættelsen og så bliver der ikke tjekket op på de sociale 

medier, i og med at det i så fald er en person han selv har kendskab til og ønsker at tilknytte eller 

en person han har fået anbefalet gennem sit netværk. Men ja, som oftest 'screener' vi en 

jobansøgeres profiler på de sociale medier på et eller andet tidspunkt i rekrutteringsprocessen, hvis 

vi har slået en ledig stilling op - og som oftest inden vi kalder en ansøger ind til første jobsamtale. 

Generelt set er de sociale medier et fantastisk redskab til at 'screene' kandidater, da al information 

er lettilgængelig på de sociale medie platforme - og dermed enormt ressourcesparende for 

virksomheder. Det skaber en klar gennemsigtighed og kan give et mere nuanceret billede af 

ansøgeren, end virksomheden kan få ved bare at læse dennes ansøgning og CV." 

 

 

Spørgsmål 12: 

M: "Hvordan vurderer I og sikrer jer mod at ansøgerne ikke har konstrueret en form for 'online' 

identitet (på de sociale medier), der ikke stemmer overens med virkeligheden?" 

 

RM1: "Det kan være svært at sikre sig imod i den indledende fase af rekrutteringsprocessen, da vi 

kun har jobansøgerens motiverede ansøgning og CV (og eventuelle andre relevante dokumenter) 

at gå ud fra og sammenholde dem med det vi kan 'google' os frem til om personen og det billede vi 

kan få af denne ud fra de sociale medier. Så der kan det være svært at vurdere om ansøgeren har 

konstrueret nogen decideret online identitet. Men i det første møde med ansøgeren (i tilfælde af at 

vi inviterer ham/hende til en første jobsamtale), er det let at gennemskue hvis ansøgeren ikke er 

som han/hun udgav sig for - det tager ikke mange minutter at danne sig et rimeligt 

førstehåndsindtryk af personen overfor." 
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Spørgsmål 15: 

M: "Hvor ser du det største generelle problem hos unge jobansøgere i deres ansøgninger?" 

 

RM1: "Hmm, det ser jeg nok i den vrangforestilling mange unge jobansøgere har om hvad 

virksomhederne forventer af dem og at de skal kunne det ene, det andet og det tredje. Jeg vil dog 

ikke lægge skylden over på de unge jobansøgere her. Jeg mener, at vrangforestillingen skal ses som 

en konsekvens af det enorme pres studerende er under i dag med 'karakterræs' og 

studiefremdriftsreformen. De befinder sig i et voldsomt konkurrence-miljø med intern konkurrence 

på uddannelsesinstitutionerne, hvor der er tårnhøje krav og forventninger til dem og det hele tiden 

handler om at være den bedste eller blandt de bedste. De studerende bliver konstant målt og vejet 

op mod hinanden i nationale og internationale tests og gennem de karakterer de bliver givet, 

hvilket - i min optik - fører eller kan føre til denne fejlopfattelse af at dagens virksomheder kun 

søger disse 'konkurrenceryttere', der har modstået presset og er kommet godt ud på den anden 

side med topkarakterer." 

 

 

*The audio file and full transcription are available upon request 

 

 

 

 

 

 

 

 

 

 

 

 

 



MARTIN THRYSØE                                                                                                                                                            15/05 - 2017 

CBS - COPENHAGEN BUSINESS SCHOOL 

Page 94 of 95 

THE LACK OF PERSONALITY IN PERSONAL BRANDING 

5) PARTIAL TRANSCRIPTION OF IN-DEPTH INTERVIEW WITH RECRUITMENT MANAGER 2 

 

[in DANISH] 

 

 

Interviewer: Martin (M) 

Informant: Recruitment Manager 2 (RM2) 

_____ 

 

Spørgsmål 8: 

M: "Kan man snakke om at der er sket et skift i prioriteringerne omkring ansøgernes 

kvalifikationer/evner (eksempelvis væk fra karakterer/beviser mod større fokus på ansøgernes 

person og personlighed)?" 

 

RM2: "Ja, det mener jeg godt at man kan. Hos os lægger vi i høj grad større vægt på ansøgerens 

person (og personlighed) end dennes karakterer og karaktergennemsnit. Men det kommer helt 

sikkert også an på virksomheden og hvad denne prioriterer. Jeg ved at mange større globale 

virksomheder, der modtager tonsvis af ansøgninger, stadig efterspørger karakterudskrifter blandt 

de unge dimitterende, der søger job hos dem. Selvom vi ikke efterspørger karakterer hos vores 

jobansøgere, så kan vi ikke negligere eller underkende at karakter-systemet er en effektiv måde at 

sammenholde kandidater og deres "beviste" evner på og kan fungere som en smart metode til at 

sortere blandt ansøgerne i den indledende fase af rekrutteringsprocessen. Vi mener dog at der er 

dybere lag, som er vigtigere for udvælgelsen af jobansøgerene - og at vi i sidste ende finder den 

rette kandidat. For os er det vigtigste ansøgerens personlighed, og om han/hun har noget passion 

og drive - og en intellektualitet der ikke bare udspringer af et karakterudskrift. Han/hun skal have 

noget pondus og møde virksomheden med et: "Her er jeg, her er hvad jeg vil gøre og her er hvad 

jeg kan tilbyde", når de træder ind af døren. I bund og grund handler det om at blive lagt mærke til, 

og i dagens Danmark hvor alle kandidater kan se ens ud i forhold til hvor de går i skole, hvilke fag 

de tager og karaktergennemsnit, er det vigtigt at appellere til virksomheden man søger job hos. 

Kandidaterne bliver mere og mere ens når det kommer til uddannelsesmæssig baggrund og 
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færdigheder og det er deres personlighed som i høj grad adskiller dem fra hinanden." 

  

 

Spørgsmål 15 (+ opfølgende spørgsmål): 

M: "Hvor ser du det største generelle problem hos unge jobansøgere i deres ansøgninger?" 

 

RM2: "Det største genelle problem ligger i, at de fleste unge jobansøgere i dag bruger en skabelon, 

som de enten har liggende fra tidligere eller som de finder på nettet, som de så udarbejder deres 

jobansøgning ud fra. Denne måde at skrive sin ansøgning på resulterer med stor sandsynlighed i at 

ansøgningen ikke bliver målrettet nok (i forhold til virksomheden) og at ansøgerens personlighed 

ikke trænger igennem, da ansøgeren "blot" har sammensat sin ansøgning ud fra en skabelon eller 

en hjemmeside med gode tips og tricks til hvordan man skriver den "perfekte" ansøgning; og som 

tusindvis af jobsøgende har klikket ind på og brugt. Der er en tendens til at unge jobsøgende 

glemmer personligheden og ikke gennemtrumfer deres personlighed og karakteristika i deres 

ansøgning, fordi de har en eller anden forventning om hvad virksomhederne gerne vil se fra dem i 

deres ansøgning, og dermed fylder den med alverdens genbrugte og klichéfyldte tillægsord der 

beskriver dem selv positivt. Tanken om at medtage ens begåede fejl i ens ansøgning og CV er også 

interessant, da det kan vise en vis form for mod og at man har lært af sine fejl (og tør stå ved dem), 

men det er nok svært at forstille sig i virkelighedens verden, da vi alle forsøger at vise os frem fra 

vores bedste side." 

 

M: "Du nævner her den "perfekte" ansøgning (i gåseøjne); hvad mener du med dette? - Og oplever 

du/I tit at unge jobsøgende i dag lægger stor vægt på at fremstå "perfekt" i deres ansøgninger?" 

 

RM2: "Med "perfekt" mener jeg at unge jobsøgende i høj grad forsøger at 'tegne' det "perfekte" 

billede af dem selv - uden skønhedspletter og som den kandidat vi bare ikke kan undvære i vores 

organisation. Men i princippet er ingen mennesker - eller i den her sammenhæng ansøgere - 

perfekte. At fremstå "perfekt" i måden hvorpå man brand'er sig selv kan egentlig vise sig at blive et 

problem for jobansøgeren, da vores hjerner er indrettet sådan, at hvis vi - som 

rekrutteringsansvarlige - kun får den halve mængde oplysninger eller den halve sandhed (og vi ville 
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have den hele, men ikke kan få det), så stiller vi hurtigt spørgsmålstegn og drager konklusioner ved 

selv at fylde de blanke felter ud. Med det mener jeg, at hvis vi, eksempelvis, modtager en 

jobansøgning hvori ansøgeren fremstår "perfekt", så vil vi hurtigt sætte spørgsmålstegn og måske 

tænke hvad han/hun har at skjule, da - som sagt - ingen i princippet er perfekte. Dermed ikke sagt 

at denne ansøgning ikke vil blive taget i betragtning, da det jo godt kan være at det er for godt til 

at være sandt og at matchet bare er 'meant to be'. Men hvis denne person bliver inviteret til en 

jobsamtale, kan det også hurtigt vise sig hvis denne ikke er aktuel og at ansøgeren så bedre ud på 

papiret end denne var i virkeligheden. I de fleste tilfælde er ansøgningen virksomhedens første 

kontakt med ansøgeren og her der dannes det første billede af hvem personen bag ansøgningen 

er. Derfor er det i høj grad vigtigt hvordan ansøgeren præsenterer sig selv." 

 

 

*The audio file and full transcription are available upon request 


