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Resumé 

Det sidste årti har vist en global trend, hvor politikere i stigende grad er aktive på de sociale medier. 

Denne trend har i høj grad været drevet af den teknologiske invention af internettet, digitale medier 

og smartphones. Disse inventioner har ydermere haft betydningsfuld indflydelse på medieadfærden 

blandt borgerne og som resultat heraf også blandt politikerne. I kombination med at samfundet har 

udviklet sig til et forbrugersamfund, ses det, at de politiske aktører ikke kun har brugt de nye medier 

til at udsende politiske men også personlige budskaber for at differentiere sig selv fra andre aktører, 

hvilket afspejler personlig branding med øget fokus på politikernes personligheder. 

Statsminister Mette Frederiksen udgør et eksempel på en politiker, der har taget denne trend til sig, 

hvilket har været et debatteret emne i medierne den seneste tid. Dette skaber grobund samt interesse 

for at undersøge den ovennævnte udvikling samt Mette Frederiksens personlige brand. Dette 

omfatter en undersøgelse af, hvordan hun skaber en brand identitet på mediet Instagram samt 

perceptionen heraf blandt den første digitalt fødte generation, generation Z. Da der det sidste årti har 

været flere eksempler på, hvordan politikernes brug af de nye medier kan influere samfundet, ønsker 

dette studie ligeledes at undersøge de samfundsmæssige konsekvenser, der er forbundet med denne 

trend.  

Ovenstående udgør genstandsfeltet for undersøgelsen i dette studie, der afdækkes ved anvendelsen 

af en hermeneutisk tilgang. Studiet består indledningsvist af en redegørelse omhandlende den 

historiske udvikling og nutidige samfundsrelevans af politikeres brug af de nye medier, der er baseret 

på sekundære kilder og to semistrukturerede ekspertinterviews. Dernæst analyseres Mette 

Frederiksens brand identitet på baggrund af sekundære kilder herunder hendes Instagram profil og 

teorier relevante for personlig branding. Herefter følger en empirisk undersøgelse baseret på et 

semistruktureret fokusgruppeinterview samt to semistrukturerede interviews med informanter fra 

generation Z. Heraf udledes seks overordnede temaer, som beskriver informanternes brand image af 

Mette Frederiksen. Afslutningsvist benyttes de to ekspertinterviews til at undersøge de 

samfundsmæssige konsekvenser vedrørende politikernes brug af sociale medier. 

 

På baggrund af analysen konkluderer vi, at Mette Frederiksen gennem hendes brand navn, logo og 

personlighed skaber en brand identitet som et relaterbart menneske, hvilket har til formål at brande 

hende i politik samt styrke hendes forretningsomdømme. Med et dramaturgisk perspektiv viser 

analysen, at Mette Frederiksen viser backstage adfærd på hendes offentlige frontstage, hendes 
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Instagram, hvilket dermed afspejler en middle region optræden. Det gør hun for at skabe et indtryk 

blandt sit publikum af hende som et relaterbart menneske, hvilket matcher hendes brand identitet. 

Derudover konkluderer vi, at Mette Frederiksen understreger autenticiteten af hendes brand ved 

anvendelsen af syv illusioner for at skabe en perception af oprigtighed og troværdighed hos sit 

publikum. På baggrund af den empiriske analyse konkluderer vi, at generation Z informanterne 

afspejler seks overordnede temaer, som viser et samlet brand image af Mette Frederiksen som 

magtfuld, uformel, nede på jorden og på lige fod med sit publikum men som samtidig har to sider og 

en skjult agenda. Derudover finder analysen, at Mette Frederiksens impression management delvist 

lykkedes, da informanterne i en vis grad har en perception af hende som et relaterbart menneske. 

Ligeledes konkluderes det på baggrund af en til dels accepteret authenticity contract at informanterne 

også kun opfatter Mette Frederiksens brand som delvist autentisk. 

 

Slutteligt diskuteres de samfundsmæssige konsekvenser som trenden vedrørende politikeres brug af 

sociale medier medfører i relation til emnerne framing, information, ekkokamre og distance, hvorfra 

det udledes, at der både eksisterer positive og negative konsekvenser. Disse indebærer blandt andet, 

at trenden kan give nye muligheder for interaktion og dialog mellem borgerne og politikerne, hvilket 

vil være til gavn for samfundet men at trenden ligeledes kan føre til regeringer ledet af politisk 

inkompetente aktører, hvilket vil være skadeligt for samfundet. 
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1. Introduction  

During the past decade, the political landscape has been significantly affected by technological 

advancements (Satterfield, 2020). In particular, the rise of the new media has changed the way 

politicians and governments operate, the manner in which citizens engage politically and the way 

elections are contested (Owen, 2018). Similarly, also the communication activities of the politicians 

have changed considerably. This can be reasoned with the way social media1 has advanced into a 

powerful tool on the political scene where actors increasingly use the social platforms to, among 

others, spread information, influence the public agenda and gain and keep supporters (Epstein, 2020; 

Owen, 2018). 

 

Consequently, as SoMe has acquired a prominent role in the political arena, the communication 

dynamics between politicians, the public and traditional media journalists have been subject to great 

transformations (Owen, 2018). With the new media, political actors have been provided with an easily 

accessible opportunity to talk directly to the public regardless of time and place and where they 

control the communication (Appendix 2; Epstein, 2020). Further, whereas the media once dominated 

the framing of the politicians, the politicians themselves play a much greater role in this process today 

and thus, in influencing the way the public perceives them (Appendix 2). Particularly, as SoMe enables 

the politicians to avoid critical journalists’ filtrations and perspectives, the new media likewise permits 

the politicians to distribute their unmediated messages (Appendix 2). Hence, this can explain how 

politicians increasingly have used the new media in the past decade (Therkildsen, 2017; Owen, 2018). 

 

Particularly, taking a present international view, former President Donald Trump demonstrates a great 

example of a politician who has used SoMe substantially in his political communication (Shear et al., 

2019). Further, on the domestic front, Prime Minister Mette Frederiksen’s2 extensive use of SoMe 

exemplifies how the new media likewise is represented in the Danish political arena as she almost 

daily uses her accounts on Facebook and Instagram to disseminate political updates (Frederiksen, n.d.; 

mette, n.d.). 

 

Nevertheless, not only does Mette use SoMe to publish content of a direct political nature as she also 

utilizes her profiles to communicate about her personal life by, among others, displaying her pets, 

family members and lunches (Frederiksen, n.d.; mette, n.d.). Such presentation of self-disclosure has, 

                                                
1
 Hereafter, SoMe will be referred to as “SoMe” 

2  Hereafter, Mette Frederiksen  will be referred to as “Mette” 
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in parallel with how politicians increasingly use SoMe, likewise reflected a growing trend in the past 

decade (Kristensen, 2009; Owen, 2018; Therkildsen, 2017). 

 

Today, it is therefore everyday life that politicians use their SoMe profiles to communicate on a 

personal level both visually and verbally (Appendix 2). As just mentioned, this is the case for Mette 

who, since she came into power, frequently has posted content of a personal nature on her virtual 

profiles (mette, n.d.; Frederiksen, n.d.). This has been a topic hot off the press as some of these posts 

have been subject to extensive debate among various news media. Primarily, the discussion has 

evolved around the appropriateness considering Mette’s state position and whether she has a political 

purpose behind her posts of, among others, selfies and mackerel lunches (Bohr, 2021; Ganderup, 

2021; Kulager, 2021). This current relevance of Mette’s SoMe usage sparked an interest to investigate 

how her personal approach can be viewed as a means to create a personal brand. Further, considering 

the aforementioned debate, it suggests that Mette’s personal approach affects her audience’s 

attitudes towards her why we likewise find it relevant to explore these. Specifically, as SoMe will be a 

pivot for such exploration, we find it particularly interesting to look into the perceptions among 

Generation Z - the first truly digitally native generation who has grown up with the new media as part 

of everyday life (Cain, 2019). 

 

Furthermore, we find it relevant to employ a societal perspective to explore the wider consequences 

politicians’ increasing SoMe usage might entail as there can be found various events where this trend 

has had significant influence on society. Among others, Donald Trump used Twitter as a tool to 

encourage his followers to protest in relation to the 2021 Presidential Inauguration (Holland, Mason 

& Landay, 2021) which led to a brutal and violent storming of the US Capitol and Donald Trump being 

banned from several social networks (Bond, 2021). Additionally, the Danish politician Lars Løkke 

Rasmussen demonstrates an example on how SoMe can influence society in a different manner as he 

in his reign used his virtual profiles as a tool to enter into live political discussions and democratic 

dialogues with the citizens (Appendix 1). Thus, considering these instances, the new media can be 

viewed to have wide-ranging implications for political practices, democratic governances and the 

general public. This consideration sparked an additional interest to discuss the societal consequences 

related to the trend of politicians’ increasing use of SoMe. 

 

When initiating the preliminary research of the thesis, we found that there exist various academic 

articles, studies and reports that deal with personal branding and more specifically, politicians’ use of 

personal branding as well (Waller, 2020; Grzesiak, 2018). However, as Mette has held the post as 
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Denmark’s Prime Minister for less than two years (Regeringen, n.d.), there exists seemingly limited 

research on her use of and approach to SoMe and this subject is therefore a rather unexplored field 

in academia. Thus, we find that the personal branding that plays out on Mette’s Instagram profile is 

an unexplored field. Accordingly, in light of the recent debate on the subject and an interest to explore 

the related attitudes among the first digitally born generation, our motivation to the purpose of the 

research arises. Further, this motivation is advanced by the trend of politicians’ increasing use of SoMe 

and a curiosity to explore the influence it can have on society. Subsequently, these points form the 

basis for the purpose of our research which is outlined below. 

1.1 Research Question  

Specifically, this thesis will endeavour to analyze how Mette through the sharing of personal content 

creates a brand identity on SoMe, more specifically on her Instagram profile. Additionally, to 

complement this investigation, the research will furthermore explore how selected Generation Z 

informants perceive this brand identity of Mette. Consequently, this research will purposely 

contribute to the understanding of Mette’s personal brand. In addition to this, a discussion of the 

consequences related to politicians’ increasing use of SoMe will provide the research with a purpose 

to, from the perspective of society, clarify the positive and negative consequences of this trend and 

how these might be interrelated. Thus, the research herof will contribute to an overview of the 

correlation between the politicians’ SoMe use and the related consequences for society in general, 

and hereunder also the politicians and the citizens, respectively. 

 

Based on the above-mentioned points, we have formulated the following research question that will 

demonstrate the research purpose of the thesis: 
 

 

How is Mette Frederiksen’s personal brand identity on Instagram perceived by Generation Z and how 

can politicians’ increasing use of SoMe entail positive and negative consequences for society? 

1.2 Intended Relevance  

It is expected that the findings of the research of this thesis can be useful for political actors who 

consider creating a personal brand on SoMe. Likewise, the findings can also be of relevance for political 

actors who already have been engaged in personal branding activities on the new media but who 

nevertheless desire to obtain more knowledge on the subject - both theoretically but also empirically 

in regard to people representing Generation Z. Further, the results of the thesis can be deemed useful 

for society in general in regard to obtaining insights on how this rising trend concerning politicians and 
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the new media can pose tremendous consequences. Additionally, it is assessed that the discussion of 

the thesis can be used as a basic material to identify and develop preventive action and methods with 

the aim of addressing the negative consequences the trend can give rise to. Nevertheless, the 

discussion can likewise be used as a base to identify and understand how society in general can take 

advantage of the positive consequences the trend similarly can engender. 

1.3 Delimitations  

In order to formulate our thesis precisely and thoroughly, we find it relevant to set up some 

delimitations regarding what we intend to include in the research. 

 

When exploring the brand image of Mette, we will solely focus on Generation Z who are the people 

born after 1997 (Dimock, 2019). It is vital to emphasize that the findings of this analysis only will apply 

to the Generation Z informants who will take part in the research and therefore not the entire 

population within this generation. In addition to this delimitation, the Generation Z informants will 

solely represent the oldest part of this generation, more specifically the 16-23 year-olds. We have 

decided to delimit the generation to this age group as we find it relevant that our informants have a 

basic knowledge about politics which we assume people younger than 16 year-old possibly only have 

to a limited extent as they still have +2 years before they are entitled to vote (Folketinget, n.d.). Even 

though we will not look into the content on Mette’s Instagram that is entirely of a direct political 

nature, it is arguably essential that the informants have basic knowledge on the political context in 

which Mette operates. In addition, it can be assumed that the youngest part of Generation Z does not 

have an Instagram account or knowledge of the platform and its functions which to some extent is 

relevant for our delimitation of this generation as well. Last, it should be noted that we during the 

thesis will refer to this generation as “Gen Z”. 

 

Further, it is essential to note that the thesis will focus on Mette’s Instagram solely. Thus, we will not 

take Mette’s SoMe profile on Facebook into account. We have made this decision on the basis of the 

fact that the young people from Gen Z to a higher degree use Instagram than Facebook (Green, 2019). 

Also, it should be mentioned that the content on Mette’s Facebook profile and Instagram profile, 

respectively, is somewhat similar (mette, n.d.; Frederiksen, n.d.). Therefore, it is argued that we would 

not gain any significantly different aspects by also focusing on her Facebook. 
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Another delimitation that is relevant to mention is that the research related to Mette’s Instagram 

solely will focus on the part of her profile that reflects self-disclosure. This is in order for us to explore 

how Mette with the use of self-disclosure creates a personal brand. We will thus not consider the part 

of her Instagram account that is entirely professional or political and thus lacks the self-disclosure 

aspect. However, as Mette makes posts of both personal and professional character, the two 

inevitably mix to some extent, for instance when Mette’s posts visualize a selfie of her but the text 

has a political message. In these instances, we will include the personal aspect of the post, in this 

instance the selfie, and leave out the political or professional part. Further, it should be noted that 

even though we will not directly include the political part of Mette’s Instagram in our study, we will 

naturally not be able to completely disregard her position as prime minister. Therefore, the core focus 

of our research will be on the personal part of Mette’s Instagram that reflects self-disclosure, yet, we 

will still embrace the fact that she simultaneously has a professional state position. Consequently, it 

should be emphasized that when we throughout the thesis will write “Mette’s Instagram”, this will 

refer to the personal, self-disclosing part of her profile. 

 

In addition, it should be noted that when analyzing the informants’ perception of Mette’s brand 

identity, the main focus of this research will be related to branding and not politics. Therefore, the 

analysis of the Gen Z informants will only seek to explore their perception of Mette’s brand identity 

and not their political attitudes towards her. 

 

Last, it should be emphasized that when looking into the historical development of the trend 

concerning politicians’ use of SoMe as well as when discussing the related consequences for society, 

our perspectives and insights will be related to Western society that is dominated by democracy 

(Statista, 2020a). Hence, it can be assumed that the countries of this society to some degree have 

faced as well as currently face similar circumstances when it comes to this certain trend. Specifically, 

when providing examples on the subject, we will solely include cases from Denmark and the US, 

respectively. To explain this decision, it is naturally relevant to include examples from Denmark due 

to our focus on the Danish Prime Minister throughout the analysis. Further, considering the fact that 

the US has been a pioneering country for decades when it comes to, among others, technology and 

politics (DR, 2017), we find that an inclusion of examples from this country will enrich our paper 

further. 
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1.4 Clarification of Concepts  

In the following section, we will clarify central concepts and terms which are essential for the research 

as well as the understanding hereof. The purpose of this section will be to create a common 

understanding of these specific concepts and terms in order to facilitate that the reader understands 

them as intended. 

 

Personal branding will be a key concept of the thesis and will concern the self-promotion activities 

that a person uses to create a brand that differentiates him and his distinct competencies in order to 

make the personal brand from others as well as establish direct contact with and credibility among 

the audience (Waller, 2020). A personal brand consists of a brand identity which relates to the process 

of creating a personal brand and a brand image which refers to how the personal brand is perceived 

by the audience (Waller, 2020). For further clarification and review of this concept, we refer to the 

section “Personal Branding” in chapter 3. 

 

Self-disclosure will also be a central concept for the thesis. This term relates to the revealing and 

sharing  of information about oneself to others. This sharing of personal information is described as 

“the means by which relationships are built and maintained” due to self-disclosure’s contribution of 

greater intimacy and trust (Crowley, 2019, paragraph 1). 

SoMe will in this thesis refer to the online and mobile technologies and platforms which are a 

facilitator to connect people and organizations as they interact and share content such as pictures, 

opinions, information or thoughts in their virtual networks (Chandler & Munday, 2016). 

Instagram (Instagram, n.d.) is one of the many SoMe platforms that exist and in this thesis, it will be 

the platform we will dedicate our focus to. Instagram is a free photo and video sharing app with over 

a billion registered users and the platform is used by, for instance, private people, politicians, 

celebrities, influencers and companies (Antonelli, 2020). On Instagram, its users can, among others, 

post pictures or videos with included texts which other people can like or comment, post stories which 

are photos or videos active for 24 hours or browse through other users’ posts (Antonelli, 2020). 

A like is a term often used on SoMe and thus, also on Instagram. Users can give other users’ posts a 

like which is similar to giving a thumbs up. Further, a like can be perceived as or used to indicate an 

approval of a post (Chandler & Munday, 2016a). 
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Follower is a term used in SoMe terminology about individuals in communication networks who 

register as a contact of another SoMe account with the purpose of receiving regular real-time updates 

or posts (Chandler & Munday, 2016c). 

 

Framing is a term which refers to how information or a person can be served in a certain way to the 

recipients in order to affect their opinion. Further, framing should be understood as a perception of 

reality rather than reality itself (Gál, 2018). 

Personal content is a specific kind of content. First, content is the material, such as pictures, videos, 

news and entertainment, that is made available to share online. Considering the personal aspect of 

content, this should in this thesis be understood as the material on SoMe that can be viewed as self-

disclosing or personal. Thus, personal content covers all aspects on a SoMe account that people would 

typically not be exposed to in a professional work setting (Chandler & Munday, 2016b). 

Generation Z is, as mentioned in the section of delimitations, the people who are born in 1997 and 

onwards (Dimock, 2019). Hence, this generation consists of the part of the population who are 

between 23 and 0 years old. 
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1.5 Thesis Structure 

The following figure and sections will provide the reader with a structured overview of the main 

elements that will be included in the thesis. 

 

 

 
Figure 1: Structure of the thesis 
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The first section of the thesis, the introduction, presented the research field of the study as well as the 

motivation and purpose for investigating this field. Further, the research question was presented 

which will be the subject of examination throughout the thesis. In addition, sections on clarification 

of concepts and delimitations of the thesis were outlined. 

 

Next, the methodological framework will account for the methodological approach of the thesis that 

will be used to conduct the research and explore the research question. First, the theory of science 

that will determine the scientific approach of the thesis will be outlined. Second, the research design 

and hereunder the procedures and techniques that will be applied in order to collect, analyze and 

interpret our interview data will be presented. Third, the data collection will account for the primary 

and secondary data which will form the basis of information that will be used to conduct the research. 

Fourth, an assessment of the sources that will be used and their limitations will be presented. 

 

Subsequently, the theoretical framework will present and explore the theoretical literature which is 

essential for the understanding of the research field and which therefore will be used to investigate 

the research question. Further, the relevance of the selected theories in regard to the research 

question will be presented. Also, the theories’ link to the scientific theoretical orientation of the thesis 

will be considered. 

 

In order to set the stage of the research, the historical development related to the trend of politicians 

on SoMe will be accounted for. Also, this certain trend will be considered in a current societal context 

with the use of relevant theory. 

 

As indicated above, the analysis will consist of a theoretical part and an empirical part, respectively.  

The first part of the analysis will examine Mette’s brand identity from a theoretical perspective. The 

second part of the analysis will take an empirical approach as it will examine the Gen Z informants’  

brand image of Mette on Instagram. The two analyses will in combination account for Mette’s 

personal brand. Last, the empirical analysis will be ended by considering its findings with the 

theoretical lense used in the first part of the analysis.  

 

Next, a discussion concerning politicians' increasing use of SoMe will be presented in order to account 

for the negative and positive consequences this trend entails for society. 
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The conclusion will present the main findings of the research which subsequently will constitute the 

answer to the research question. 

 

Finally, suggestions for future research will be presented based on an identification of other relevant, 

interesting subjects. 

 

2. Methodology 

2.1. Theory of Science 

In the following sections, the scientific theoretical direction of the thesis will be outlined. First, the 

purpose of theory of science and the two main approaches, idealism and realism, will be explained. 

Subsequently, hermeneutics will be introduced as the point of departure of the thesis. Additionally, 

the characteristics of this paradigm will be presented. Finally, it will be discussed how the hermeneutic 

paradigm will affect the formulation of the thesis. 

 

Overarchingly, the objective of theory of science concerns to specify how well-founded knowledge is 

created and further, to ensure that science develops going forward (Ingemann, 2013). How this 

precisely is achieved is discussed among different philosophers. Thus, theory of science can arguably 

be compared to politics where there also exists disagreement among different parties on what the 

ideal society looks like and how it can be realized (Ingemann, 2013). 

 

Fundamentally, realism and idealism are viewed as the two main approaches to theory of science 

(Ingemann, 2013). First, according to positions of realism, subjects are seen as an objective reality why 

the world exists independent of the researcher (Ingemann, 2013). Contrarily, the positions of idealism 

trust that the world depends on the researcher. Hence, as the hermeneutic paradigm belongs under 

the latter, the foundation of the thesis will reflect the idealistic position. 

 

Introduction to Hermeneutics 

Hermeneutics belongs to the science of interpretation as its central purpose is to interpret and come 

to an understanding of other subjects’ meanings of the world (Juul, 2012a). According to Gadamer, 

one of the key figures in modern hermeneutics, all subjects have their own subjective meaning, or 

horizon, of the world which is formed on the basis of their individual preunderstanding and prejudices 

(Højberg, 2013). Therefore, Gadamer prescribes that it is a misconception to believe that subjects can 
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comprehend phenomena in an unprejudiced manner since our understanding always will be 

predefined by our horizon (Højberg, 2013). 

 

Subsequently, a researcher will always bring her own preunderstanding and prejudices in a process of 

understanding, whether desired or not (Juul, 2012a). However, according to Gadamer, this should not 

be considered a complication that prevents the understanding process or makes the researcher 

biased. Instead, Gadamer emphasizes that researchers would be lost if they did not have any 

preunderstanding and prejudices. Thus, he considers them useful and productive for the 

acknowledgement process as they for instance are crucial in order to ask the right questions and even 

interpret anything as anything in an investigation (Juul, 2012a). Furthermore, it is vital to stress that 

not all prejudices should be preserved in the meeting with new experiences. Hence, a researcher 

should test his prejudices when they are put into effect to let go of the ones that are illegitimate for 

the specific study (Juul, 2012a). 

 

As demonstrated in the hermeneutic circle, the interpretation process can be seen as infinite as one’s 

horizon continuously will be exposed to new experiences. Thus, the interpretation is created in a 

fusion of horizons - a so-called collaboration between the researcher and the investigated subjects 

where new understanding and meaning arise (Juul, 2012a). Consequently, the hermeneutic circle 

emphasizes the active role of the researcher in the interpretation process as his prejudices and 

preunderstanding are vital for it to take place (Højberg, 2013). 

 

Hermeneutics in our Research 

In this thesis, we will with our research question seek to uncover Mette’s personal brand and how the 

Gen Z informants perceive it. To investigate this, we will explore the horizons of experts within politics 

and communications as well as individuals from Gen Z through individual in-depth interviews and a 

focus group interview, respectively, which reflects the qualitative methodology of hermeneutics (Juul, 

2012a). During the interviews and in our interpretation of them, it will not be possible for us as 

researchers to step out of our own life worlds and understand the informants’ meanings neutrally. 

Yet, this will be productive for the study as long as we will be open to learn from the investigated field 

and put aside our illegitimate prejudices (Juul, 2012a). In this way, we will be able to obtain a  fusion 

of horizons. 

 

Our interview guides will to a high degree include open-ended questions with the purpose of not solely 

confirming our own preunderstanding (Presskorn-Thygesen, 2012). Throughout the interviews, we 
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will ongoingly be exposed to new meanings why our interpretation continuously will be challenged 

and revised (Juul, 2012a). Expectantly, this will result in a deeper analysis of the research question. 

Moreover, it is presumed that also the informants’ interpretations will be revised during the 

interviews as they ongoingly will be exposed to new objects such as our questions and as for the ones 

attending the focus group, the other informants’ answers. 

 

To conclude, the hermeneutic paradigm will be central for the perspective from which we will consider 

our research question, approach our problem field and interpret our findings (Saunders, Lewis, 

Thornhill & Bristow, 2016). The ontology of hermeneutics will affect how we will perceive the nature 

of reality (Juul & Pedersen, 2012a). Hence, we will be aware that the thesis will not result in an 

objective truth, yet, it will provide new, nuanced perspectives to the research field which will depend 

on our subjective horizons. Further, how we will understand, develop and obtain knowledge will be 

influenced by the epistemology of hermeneutics (Juul & Pedersen, 2012). Therefore, we will 

acknowledge that our research as well as its findings cannot be detached from the context as it will 

depend on us, the researchers, as co-producers. 

2.2 Research Design   

The next sections will introduce the research design of the thesis. Specifically, we will outline and 

account for the procedures and techniques that we will apply in order to collect, analyze and interpret 

the data which will be used to examine the problem field and answer the research question. 

 

Purpose of Research Design 

According to Saunders, Lewis and Thornhill (2016a), the purpose of a given research can be designed 

in an exploratory, descriptive, explanatory or evaluative manner as well as in a combination of these. 

This purpose should be reflected in the research question, the data collection and throughout the 

thesis. The research design of the first part of the thesis will be dominated by a descriptive purpose. 

Thereafter, in the last part, the research design will move towards an exploratory purpose. 

 

Descriptive research can be explained as a valuable way to “gain an accurate profile of events, persons 

or situations” (Saunders et al., 2016a, p. 175). As mentioned, there exists a trend in the political arena 

where politicians use SoMe in their public efforts (Borre, 2019). Thus, we will find it relevant to initially 

describe this trend and its historical development. In addition, Mette is viewed as a politician who 

uses these platforms and in particular, to display personal content (mette, n.d.). Thus, through 

analysis, we further find it relevant to describe how Mette builds a brand identity on Instagram using 
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self-disclosure. We will initiate the thesis with this descriptive purpose in order to set the foundation 

of the research field and Mette’s brand identity as “it is necessary to have a clear picture of the 

phenomenon on which you wish to collect data prior the collection of the data” (Saunders et al., 2016a, 

p. 175). 

 

After having described the development of politicians on SoMe and Mette’s brand identity, 

respectively, we will seek to explore the Gen Z informants’ perception of Mette’s brand identity, ie. 

their brand image of her. Thus, the thesis will also have an explorative purpose as this is a “valuable 

means to ask open-questions to discover what is happening and gain insights about a topic of interest” 

(Saunders et al., 2016a, p. 174). The exploratory purpose will arguably help us in our research of 

analyzing Mette’s brand image among the Gen Z informants as the precise nature hereof is unknown 

to us (Saunders et al., 2016a). Further, the exploratory purpose will be reflected in our discussion as 

we will seek to explore the societal consequences of politicians' increased use of SoMe. With the 

exploratory purpose, we will be adaptable and ready to change the direction of the thesis depending 

on where the empirical research will lead us and what new insights it will provide us with as the 

research will rely “on the quality of the contributions from those who participate to help guide the 

subsequent stage” (Saunders et al., 2016a, p. 175). 

 

Qualitative Research 

The approach of the research will be qualitative which will give us the ability of “exploring and 

understanding the meaning individuals or groups ascribe to a social or human problem” (Creswell, 

2014, p. 4). The qualitative nature will provide us, the researchers, with the ability to ask open-ended 

questions to which the informants can provide nuanced and thoroughly explained answers as well as 

personal opinions (Kvale & Brinkmann, 2015). Hence, we will be able to get insight into and understand 

the informants’ life worlds (Tanggaard & Brinkmann, 2010) which will also be reflected in and 

supported by the hermeneutic direction of our thesis. Specifically, we will as hermeneutic researchers 

seek to understand the horizons of the informants, yet, also our own horizons will play a vital role 

when interpreting the informants’ meanings. Further, as “the versatility and value of qualitative 

interviewing is evidenced in its widespread use in many of the social scientific disciplines and in 

commercial social research in the areas of media audience research, public relations (...)” (Gaskell, 

2000, p. 41), a qualitative research approach is considered highly appropriate to the purpose of our 

thesis due to the social scientific focus on politicians and media audience research on the informants’ 

perception of Mette’s brand identity. 
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2.1.1. Strategy 

The research of the thesis will rely on qualitative data to describe the developing trend of politicians 

on SoMe as well as to explore the Gen Z informants’ brand image of Mette and the societal 

consequences of politicians’ increased use of SoMe. The qualitative research will consist of a 

combination of a focus group and in-depth interviews. Specifically, we will conduct in-depth interviews 

with two experts within communications and politics from the commercial and the academic world, 

respectively, a focus group interview with four informants from Gen Z as well as in-depth interviews 

with two informants from Gen Z. These types of qualitative research can also be considered to 

correspond well with the exploratory research purpose (Saunders et al., 2016a). 

 

An in-depth interview is, according to Gaskell (2000), a dyadic interaction between two people. Yet, it 

has a rather unusual role relationship since the two people talking typically are strangers to or 

unfamiliar with each other but speak for over an hour (Gaskell, 2000). In addition to this, the 

interviewer decides the topic to speak about and is also expected to ask questions to the informant 

who is expected to respond (Gaskell, 2000). Inevitably, this rather odd role relationship can cause our 

informants to become self-conscious, hesitant or defensive as they might feel unsure about whether 

they can trust us, the interviewers, and tell us their sincere opinions (Gaskell, 2000). Therefore, we 

will be highly focused on getting our informants to feel comfortable throughout the interviews. 

 

On the other hand, a focus group is an interview with two or more informants which focuses on 

“encouraging discussion among the participants and the sharing of perceptions in an open and tolerant 

environment” (Saunders, Lewis, & Thornhill et al., 2016b, p. 420) which exactly is what we as the 

researchers will attempt to create. The focus group contemplates that the topic is predefined clearly 

as the core purpose is to enable and record the interactive discussion between the participating 

informants (Saunders et al., 2016b). In addition, the focus group is particularly known for testing 

voters’ reaction in relation to politics (Saunders et al., 2016b). Thus, considering how we will seek to 

understand our informants’ perception of a political character, namely Mette, we further find it 

relevant to utilize this research method in combination with the in-depth interviews. 

 

First, we will conduct the expert in-depth interviews in order to get a clear understanding of the 

development of politicians on SoMe and the related societal consequences as well as Mette’s 

approach on Instagram. By initiating with these interviews, we will obtain information which we 

expectantly will make use of in our subsequent interviews and research. When interviewing experts, 

one should be aware that the power asymmetry that typically exists during an interview with a non-
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expert might be balanced out because of the often knowledgeable position the expert informant 

possesses (Kvale, 2011). Considering this, we will in the interviews with the experts demonstrate our 

knowledge of the topic in an attempt to gain respect and a symmetrical relationship and thus, make 

the informants perceive us as interesting conversation partners (Kvale, 2011) which expectantly will 

provide us with more thorough and interesting data for the further research. 

 

Next, we will conduct the focus group interview with four informants from Gen Z. This is in order to 

obtain a broad understanding of the informants’ perceptions of Mette’s brand identity on Instagram. 

Following the focus group interview, we will conduct the two in-depth interviews with two Gen Z 

informants to get further information on their perceptions of Mette’s brand identity. Here, we will 

modify the questions to the data we will derive from the focus group interview as it might give us new 

insights which we will want to explore further in the in-depth interviews. The informants of the focus 

group interview and these two in-depth interviews will be aged between 16-23 years-old why they 

arguably reflect a rather young age group. Thus, we will take this into consideration during the 

interviews as it can be assumed that these informants do not have extensive knowledge on the subject 

or feel that the interview is overwhelming (Kvale, 2011). Despite that some of the informants only are 

a few years younger than us, we will ask questions that are appropriate for their age (Kvale, 2011) also 

considering that they might not be familiar with the theoretical terms we will use in the thesis. 

Therefore, we will refrain from asking long and complex questions as well as using theoretical terms 

to keep the conversation in a simple and everyday manner. 

 

Specifically, as for the focus group, we will be aware of the possibility that some of the informants 

might be shy due to the presence of the other informants. Here, we will show extra consideration to 

the fact that there are several young people attending and spend additional time on making the 

informants feel comfortable in the situation. Further, we will set the stage of the discussion by 

encouraging sharing and comparing as we will use the introduction and explanation of ground rules 

to create an environment that motivates the informants to express a diverse range of opinions 

(Morgan, 2012). 

 

Thematic Analysis 

Thematic analysis is a qualitative data analysis method that is used to identify, analyze and report 

themes within a given set of data (Braun & Clarke, 2006). In the thesis, we will use this method to 

explore how the Gen Z informants perceive Mette’s brand identity. Thus, the thematic analysis will 
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solely be used on the data we will obtain from our focus group and two in-depth interviews with the 

Gen Z informants. 

 

“A theme captures something important about the data in relation to the research question, and 

represents some level of patterned response or meaning” (Braun & Clarke, 2006, p. 82 ). Additionally, 

when interpreting the data from our interviews with the Gen Z informants, we will look for patterned 

meanings in how they perceive Mette’s brand identity in order to identify the most prominent themes. 

With the qualitative nature of the thematic analysis, it is vital to state that a theme does not 

necessarily depend on quantifiable measures. This means that a theme can represent a significant 

amount of space in some data items whereas it in others can represent a little amount of space (Braun 

& Clarke, 2006). Consequently, researcher judgement is necessary in the identification of themes 

(Braun & Clarke, 2006). Specifically, this aligns the hermeneutic framework of our thesis where we as 

researchers naturally will play an essential role in the interpretation and sensemaking of our data (Juul, 

2012a). 

 

To end up with a set of final themes on the informants’ brand image of Mette, we will consider Braun 

& Clarke’s (2006) guidelines to thematic analysis. With the qualitative nature of these guidelines, it is 

important to recognize that they exactly are guiding and not representing strict rules why we will 

follow them flexibly (Braun & Clarke, 2006). Initially, we will familiarize ourselves with our data by 

thoroughly reading our interview transcriptions. During and after this process, we will search for 

potential themes. Subsequently, we will review a range of candidate themes to end up with the most 

prominent themes. Finally, these themes will be included in the thesis where they will be subject to 

analysis. Again, due to the hermeneutic direction, it is central to emphasize how the final themes will 

be built on the informants’ understandings, yet, the themes will also be characterized by the 

interpretation of us. 

 

Virtual Interviews 

All of the interviews will be conducted as synchronous online interviews (James & Busher, 2012), via 

the video calling services Teams, Zoom and Skype. This means that the interviews will be similar to a 

traditional interview which takes place in real time, however, our interviews will take place online  

(James & Busher, 2012). The current Covid-19 situation limits the opportunity to conduct the 

interviews physically wherefore we will make use of the online interview format which undoubtedly 

will cause some challenges. 
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First, the online format can make it more difficult to create an ideal conversational connection with 

the informants and make them feel comfortable through a screen. Second, the online format will limit 

our possibility of observing the informants’ non-verbal cues (Saunders et al., 2009), yet, with the use 

of video during the interviews, it will be possible to observe the cues to a certain extent. Third, there 

will be the risk of overlapping conversation caused by delay of the audio (James & Busher, 2012). This 

might cause confusion or create a chaotic interview which will demand us to manage the interviews 

closely. Last, as for the focus group, the virtual space might make it harder for us to realize the 

discussion aspect of this interview format why we will attempt to take turns to ensure that all 

informants get the chance to express their opinions. 

 

Nevertheless, it is relevant to draw attention to the fact that the online interview format is a growing 

research medium for social research (James & Busher, 2012). As the synchronous online interview is 

similar to a traditional face-to-face interview, it will still provide the opportunity for interaction 

between us, the interviewers, and the informants which thus will narrow down the psychological 

distance (James & Busher, 2012). Further, as we wish to involve informants from various parts of 

Denmark, the online format will ease this task as it will make people of different geographical locations 

more accessible (Saunders et al., 2016b). Another positive aspect of this form of interview is that 

participants who would be shy in a face-to-face context might be more comfortable with speaking 

freely when behind a screen  (James & Busher, 2012) as well as feel more safe because they can remain 

in their own familiar locations (Saunders et al., 2016b). 

2.1.2. Selection and Presentation of Informants 

The purpose of qualitative research is to explore the various range of opinions and the different 

representations that come with an issue which contrasts quantitative research where the purpose is 

to count the opinions (Gaskell, 2000). Thus, we will use the non-probability selecting method to select 

our Gen Z informants which means that “the probability of each case being selected from the target 

population is not known” (Saunders et al., 2016f, p. 276). Due to our hermeneutic approach and 

qualitative research, we will not be able to generalize our sample of the target group on a statistical 

basis. Yet, if the findings of our research allow for it, it will be possible for us to analytically generalize 

which we will detail later on (Kvale, 2007). 

 

We have chosen the non-probability selecting method as we do not have the required information on 

the entire sampling frame. Further, this method is arguably more appropriate for our research as we 

do not aim to generalize statistically but rather to explore the different opinions. Consequently, we 

will select informants who are different on various parameters. This will help us to get different 
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viewpoints on the same issue (Gaskell, 2000). As for the expert interviews, we will similarly use the 

non-probability method as we also here will aim to explore different views rather than to count the 

number of each view. The informants that we will select for all of the interviews will particularly be 

selected because we believe they are information rich and thus can provide us with a great deal of 

insight and information on the subject we wish to research, both from an academic and a commercial 

perspective, respectively  (Saunders et al., 2016b). 

 

Specifically, the interviews will consist of two expert interviews, a focus group interview with four Gen 

Z informants and two in-depth interviews also with Gen Z informants. We have chosen this particular 

number of informants as additional informants arguably would not be able to add any significantly 

different viewpoints (Gaskell, 2000). According to Saunders et al. (2016b), a typical focus group usually 

consists of four to twelve informants. In our focus group, we will solely include four informants as it is 

assessed that it would be challenging to manage more participants in the online environment. 

 

Regarding the expert interviews, we will select an expert from the corporate world and an expert from 

the academic world, respectively. Intendedly, this choice will provide us with different views as one 

expectantly will emphasize the more practical perspectives while it is presumed that the other will 

add the more theoretical viewpoints. For the interviews with the Gen Z informants, namely the two 

in-depth interviews and the focus group, we will select informants with different socio-demographic 

profiles. Thus, the selection will be based on gender, occupation, place of upbringing and age, though 

they will all be in the age group 16-23 years. 

 

For the expert interviews, we will first conduct an interview with Anna Thygesen3. She has an 

education in regular marketing from Handelshøjskolen in Aarhus. Today, Anna has her own 

communications bureau and previously, she has worked in various companies where she has 

possessed different positions, from Head of Marketing to CEO (Appendix 1). Some of Anna’s focus 

areas in her current work are strategic communications hereunder spin, press releases, CEO branding, 

positioning and crisis communications. Thus, Anna does not work with political communications today 

wherefore she has no clients within politics. We are therefore convinced she will be able to speak 

somewhat objectively on the subject and thus not be biased due to client relations (Appendix 1). 

Nevertheless, Anna is interested in political communications and spends time analyzing and following 

the similar and different strategies that the corporate world and the political world employ. In 

                                                
3 Hereafter, Anna Thygesen will be referred to as “Anna”  
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addition, together with a colleague, Anna runs the popular podcast “Ugens Krise” where, among 

others, political communications is discussed (Appendix 1). 

 

The second expert interview will be with Robert Ormrod4 who works as an Associate Professor at 

Aarhus University, Department of Management (Appendix 2). His research primarily focuses on 

political marketing and the theoretical and conceptual aspects hereof. In addition, he wrote his PhD 

on this particular subject. Robert further participates as commentator in both radio and TV regarding 

politics on SoMe during and between political elections (Appendix 2). 

 

For the focus group and the two in-depth interviews with the Gen Z informants, the table below 

provides an overview of the six informants that will participate in each of the interviews. The table 

describes the informants based on the four previously mentioned socio-demographic factors. Further, 

the table views the informants’ names which will be used throughout the thesis (Appendix 3; 4; 5).  

 

 

 

                                                
4 Hereafter, Robert Ormrod will be referred to as “Robert”  
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2.1.3. Semi-structured Interviews 

The following sections will account for the type of in-depth and focus group interviews in regard to 

formality and structure, respectively (Saunders et al., 2016b). 

 

The semi-structured form of interview will be employed for all of the interviews we will conduct. This 

semi-structured interview is non-standardized as the researcher of this interview type often composes 

an interview guide with a list of themes and some prepared key questions, yet, the use of these might 

vary in the interviews (Saunders et al., 2016b). Our interview guides will thus consist of the overall 

themes that we wish to explore and a number of preformulated questions that will be subject to 

change during the interviews. Thus, we will be prepared to exclude the questions that will not be 

relevant for the specific informant. Similarly, we will be prepared to include additional questions that 

arise during the interviews to follow up on new leads which might be useful in our understanding of 

the informants’ life worlds and thus, useful in order to explore our research question (Saunders et al., 

2016b). Consequently, the questions asked as well as the sequence of them will depend on the 

informants and where the conversations will take us. This means that we will compose three individual 

interview guides that will lead the different interviews, hereunder one for the focus group, one for the 

in depth interviews and one for the expert interviews, respectively. It should be noted that the 

interview guide for all the Gen Z informants will contain a selection of pictures and a composed film 

clip extracted from Mette’s Instagram which the informants will be asked to look at during the 

interviews. Specifically, the composed film clip will consist of selected clips from Mette’s Q&A session 

that she hosted with three young youtubers through Instagram (Appendix 11) and in addition, the 

selected pictures will show posts that reflect Mette’s self-disclosure on Instagram (Appendix 6; 7; 8; 

9; 10). Further, the interview guide to the interview with the second expert, Robert, will expectantly 

be slightly modified as we presume that we will gain new input from the first expert interview with 

Anna. 

 

Recordings and Consent Forms 

The focus group and in-depth interviews will be video recorded in order for us to transcribe the 

interviews and hence, use the specific viewpoints in the thesis. To approach this, we are required to 

collect the informants’ consent to be able to use what they say in the interviews (Saunders et al., 

2016c). The overall purpose of the consent form is to protect the informants as well as the researchers 

(Kvale & Brinkmann, 2009). The consent forms will inform the informants about their rights in relation 

to the interviews hereunder the right to be omitted from the research, the purpose of the interviews 

and who they will be available to. 
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As for the expert interviews, we will find it relevant to use the experts’ full identity as this reflects their 

professional role and knowledge in relation to the subject. Therefore, the consent forms for the two 

experts will not include anonymity as we will use their full name as well as previous and current job 

positions. 

 

As for the focus group and in-depth interview with the Gen Z informants, we will ask for consent to 

use their first name in order for us to use the names in the thesis as this makes it easier to distinguish 

between the informants. One of the informants requested to be anonymized with a different name 

which we obviously agreed to meet. Besides that we ask the informants for their confirmation to use 

their name, we also ask for age and occupation, however, we will present the interviews and findings 

in a way that has a sufficient level of generalization so that the informants cannot be identified 

(Saunders et al., 2016c). 

 

When the consent forms are signed, we will conduct the interviews, record and transcribe them, 

whereafter the transciptions will form the basis of the main empirical data of our research (Kvale, 

2011). Consequently, the transcription process will be essential for the entire thesis and will put 

emphasis on the decisions and judgements that we will make in regards to translating from oral 

discourse to written discourse as speech transcribed directly might appear incoherent (Kvale, 2011). 

 

The purpose of the interviews and the overall research is to gain insights on the informants’ views and 

life worlds which is of high significance when choosing the form of transcription (Kvale, 2011). Despite 

the fact that we will video record the interviews, only the speech will be transcribed as it is the 

meaning of the speech that we will be interested in and to a lesser extent the non-verbal cues or body 

language. Considering that our purpose will be to analyze the meaning rather than the discourse, the 

transcriptions will have emphasis on the meaning of what the informants say. Thus, we will ensure 

that the transcriptions are transcribed in a coherent manner without unnecessary noise. This means 

that the transcriptions will not include repeated words, laughter, pauses, empty words or reflect a 

detailed linguistic transcription in any way. This will, however, be documented in the recordings which 

will be uploaded separately in the appendices.  

2.3 Data Collection  

To explore the research question of the thesis, primary data and secondary data, respectively, will be 

collected. In the following, we will account for these two different data types as well as set out the 

particular undertakings they primarily will be used for in our research. 
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First, primary data are original data which are collected for the specific goal of a research by using 

procedures that fit the research problem the best (Hox & Boeije, 2005). Next, secondary data are data 

that already have been collected by other researchers for a different purpose which then subsequently 

can be reused for other research purposes (Hox & Boeije, 2005). This thesis will include both data 

types by retrieving primary data on our research field while drawing on secondary data from existing 

literature. 

 

Primary Data 

The primary source of data of the thesis will be retrieved through the qualitative methods of individual 

in-depth interviews, expert interviews and a focus group interview. Specifically, to gain insight into 

the Gen Z informants’ brand image of Mette’s brand identity, a focus group interview with four 

informants as well as two individual in-depth interviews will be conducted. Further, two individual in-

depth interviews with two experts within communications and politics will be executed to obtain 

detailed, competent information on the development of politicians’ use of SoMe and the related 

consequences for society. 

 

Particularly, the primary data that will be collected regarding the Gen Z informants and their 

perceptions on the subject will be data that, at present, cannot be devised anywhere else. As for the 

primary data that will be collected from the experts, it is argued that some of their mentions, 

particularly concerning the development of politicians’ SoMe use, could be tracked down in present 

publications. However, it will benefit our investigation to obtain first-hand, qualitative data on the 

subject as this will make it possible for us to capture advanced nuances and ask follow-up questions 

where desired which secondary data would not allow for (Hox & Boeije, 2005). 

 

Originally, it was desired that we should access our sources, the informants, via physical face-to-face 

interactions, traditional access. However, due to the current Covid-19 situation and the related 

governmental guidelines, this will not be possible. Thus, as previously stated, we will instead make use 

of the internet-mediated access type (Saunders et al., 2016c). Specifically, we will conduct the 

interviews and the focus group virtually through the computing technologies the web and webcams 

and microphones at the video calling services Skype, Zoom and Microsoft Teams (Saunders et al., 

2016c). 
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The most significant advantage that will be linked to our primary data is that our collection of it will 

enable us to tailor the data to our research question (Hox & Boeije, 2005). Specifically, we will through 

our interview guides be able to define the direction of the interviews which will depend on the data 

we seek to retrieve. This will ensure that our study expectantly will be coherent and that the data we 

will collect will help to investigate our research question (Hox & Boeije, 2005). 

 

Secondary Data 

As previously stated, secondary data comprise data that have already been collected or prepared by 

others. Primarily, this data type will be used to support the following four undertakings of the thesis 

which will all assist our investigation of our research question: 

 

1) Account for methodological framework and choices, 

2) account for theoretical framework and choices, 

3) investigate the development of politicians’ use of SoMe, 

4) investigate the content of Mette’s Instagram profile. 

 

Primarily, the secondary data that will be applied to address the above-mentioned undertakings will 

be derived from relevant academic literature in books and articles (Saunders et al., 2016d). For the 

methodological framework of the paper, relevant chapters from the books “Research Methods for 

Business Students” (Saunders et al., 2016e), “Doing Interviews” (Kvale, 2011) and 

“Samfundsvidenskabernes Videnskabsteori” (Juul & Pedersen, 2012a) will particularly be used.  

 

Further, for the theoretical structure of the thesis, seven secondary sources will in particular be used. 

To explore the concept of personal branding, herunder also brand identity and brand image, and its 

relation to society, we will use Bauman (2007), Waller (2020) and Grzesiak (2018). In addition, to 

analyze how Mette’s creation of her personal brand can be compared to a performance, we will apply 

Goffman (1956) and Meyrowitz (1986). Last, to investigate the role of authenticity in relation to 

Mette’s personal branding, Enli (2015;2016) will greatly be used. However, besides these mentioned 

sources, also other academic secondary sources will be applied during the research, yet, to a lesser 

extent. 

 

Aside from academic literature, also images, videos and related text captions (Saunders et al., 2016d) 

from Mette’s Instagram profile (mette, n.d.) will be used as secondary data in the thesis. Specifically, 

this data will be used to address the above listed point no. 4 regarding Mette’s Instagram profile. 
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2.4 Criticism of Sources 

In this section, we will evaluate our methods used in the handling of our primary data. Further, we will 

evaluate this data and our interpretation hereof in regard to reliability, validity, quality criteria and 

language/translation errors. 

 

Reliability & Validity 

Reliability and validity can help to assure that findings are accepted as credible and trustworthy. Thus, 

these concepts are arguably vital to discuss as our research design is of a qualitative nature why our, 

the researchers’, subjectivity easily can cloud the interpretation of our data in an inappropriate 

manner (Brink, 1993). 

 

First, reliability concerns the consistency and repeatability of the investigated (Juul & Pedersen, 

2012b). As our research design will have a hermeneutic direction, our preunderstanding will affect the 

interpretation of the investigated (Juul, 2012a). Consequently, other researchers will not be able to 

perfectly recreate the same interview processes nor interpret and reach the exact same conclusions 

which will reduce the reliability of our data. However, the reliability will simultaneously be improved 

since we will follow semi-structured interview guides, carefully select follow-up questions, aim to 

maintain a somewhat neutral relationship and tone with the informants as well as record and 

transcribe the interviews (Brink, 1993). 

 

Second, validity refers to whether a researcher actually will investigate what she seeks to investigate 

(Juul & Pedersen, 2012b). As the aspiration of the interviews with the Gen Z informants will be to gain 

insight into their perception of Mette’s brand identity, it is argued that the methods of semi-structured 

in-depth interviews and a focus group will be qualified for the purpose. Specifically, these disciplines 

will allow us to obtain reflective answers and to ask follow-up questions in the process about what we 

seek to explore. As for the expert interviews, the goal will be to obtain professional knowledge about 

politicians’ use of SoMe and the related consequences for society wherefore also semi-structured in-

depth interviews will be considered highly appropriate hereto as they will enable the experts to 

thoroughly share their perspectives. Subsequently, the chosen methods will strengthen the validity of 

our research. Also, the fact that our interview guides will be exposed to a pilot test will enhance the 

validity since this will support the right questions to be asked in a comprehensible way. 

 

Additionally, as for internal validity (Saunders et al., 2016a), we will aim to create an authentic and 

honest interview room as we will strive to make the informants answer the questions truthfully and 
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thus, reduce interviewee bias (Saunders et al., 2016b). Specifically, we will in the beginning of each 

interview inform the informants that we are interested in their immediate thoughts and perspectives 

and that there exist no wrong answers. Also, for the Gen Z informants, we will prior to and during the 

interviews apprise them that their full identity will stay confidential in our thesis which expectantly 

will provide them with a sense of safety which will be beneficial for the candidness of their answers 

(Saunders et al., 2016b). However, it can naturally not be guaranteed that none of the informants will 

twist or exaggerate their truths wherefore the data will be viewed with a slightly critical view. 

 

Moreover, considering interviewer bias (Saunders et al., 2016b), it cannot be avoided that our 

prejudices and horizons will and should be central for the outcome of our interviews due to the 

hermeneutic perspective. Nevertheless, we will still strive to be open to learn from the informants by 

reflecting critically on our role as researchers and continuously revising our prejudices, during and 

after the interviews, to let go of the illegitimate ones. Further, to avoid the scope of negative 

interviewer bias, we will in a neutral and clear manner ask quality, open-ended questions with non-

leading wordings (Saunders et al., 2016b). To succeed herein, it is considered advantageous that both 

of us will be present in all interviews as we thus can remind each other hereof. Also, we will thoroughly 

tailor the terminology of the questions to the informants to make sure we will have the same 

understanding and meet at eye level (Saunders et al., 2016b). This means that when interviewing the 

two experts, we will favorably use some theoretical concepts whereas these will be avoided in the 

interviews with the Gen Z informants. 

  

Additionally, it is relevant to comment on the external validity (Saunders et al., 2016a). Since we will 

work with a qualitative research design, we are aware that our findings will not be statistically 

representative despite that we in our selection of the Gen Z informants will strive to compose a diverse 

group representing different socio-demographic characteristics. Additionally, the opportunity to work 

with generalization will be limited. However, as qualitative researchers, we will instead be able to 

work with analytical generalization (Kvale, 2007). This concept can be defined as “a reasoned 

judgement about the extent to which the findings from one study can be used as a guide to what might 

occur in another situation” (Kvale, 2007, p. 126). Thus, should we estimate that our findings could be 

indicative for what could happen for other Gen Z’ers, we will be able to argue for analytical 

generalization. Additionally, it is relevant to re-emphasize that the thesis will not conclude in one 

objective truth as our findings will be related to our subjective life worlds due to our hermeneutic 

approach. 
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Language 

To match the main academic language of our educational institution, Copenhagen Business School, as 

well as of our academic programme, we have chosen to write our paper in English. However, the focus 

group and three of the in-depth interviews will be conducted in Danish. As this is the native language 

of these informants, we expect they will feel most comfortable with speaking Danish and that they 

hereby will be able to communicate nuanced answers in a more natural and convenient manner. Yet, 

one of the experts’ mother tongue is English which therefore will be the spoken language in this 

interview. 

 

All interviews will solely be transcribed in their original language. The quotations from the Danish 

interviews that will be directly cited in the thesis will be subject to an English translation. These will 

be undertaken by ourselves whom we have self-assessed to be adequately qualified to the purpose 

(Sofer, 2012). To best protect and authentically reproduce the meanings embodied in the original 

source language, we will ensure that the translation processes are approached with care and attention 

to detail (Saunders et al., 2016b). Nevertheless, it is vital to state that this merely will reduce, and not 

eliminate, the risk of how some meanings might be lost in the process (Saunders et al., 2016b). 

 

Quality Criteria 

Arguably, with the ease of publishing today, it has never been more important to adopt a critical 

approach when reviewing sources. Rienecker and Jørgensen (2017) have outlined a series of principles 

to source criticism which we carefully will consider in our selection of academic literature with the 

purpose of supporting a credible investigation of our research question. 

 

First and foremost, the criteria of credibility and professional authority will be examined by thoroughly 

assessing the authors and publishers of the selected literature (Rienecker & Jørgensen, 2017). 

Additionally, the majority of the sources will either be retrieved from databases provided by 

Copenhagen Business School (CBS, 2021) or will formerly have been part of our academic curriculums 

which arguably will ascribe a certain credibility. Second, the present relevance and simultaneity of the 

sources (Rienecker & Jørgensen, 2017) will be reviewed in order to preserve a relevant analysis. Thus, 

if a source is of an outdated nature, we will inspect to which degree it still can provide reliable value 

to our analysis. Last, when selecting and reviewing our sources, we will examine their overall subject 

areas to determine if they belong to any of the central fields of the thesis, such as SoMe and personal 

branding. This will ensure that we distinctly will devote attention to and work with sources whose 
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subject matters will be relevant to our research field. Consequently, this procedure will support the 

overall purpose of exploring our research question. 

2.5 Limitations   

Finally, to conclude this chapter on the methodological framework of the thesis, we consider it vital 

to address the limitations of the research of the thesis. The limitations are the shortcomings of the 

research which can have a negative effect on the implementation as well as findings of the research 

(Price & Murnan, 2004). Thus, throughout the thesis, we will be aware of and show consideration to 

these constraints. 

 

First, the interviews will be conducted virtually which, as unfolded above, will cause some challenges 

in regard to establish an ideal conversational connection with the informants that will make them feel 

comfortable in the situation. Also, as for the focus group, the virtuality will expectantly make it harder 

to create a lively discussion among the informants which otherwise is an integral feature of this 

interview format (Saunders et al., 2016b). Hence, these aspects might eventually affect the quality 

and depth of the informants’ answers. Yet, the virtual solution will be unavoidable due to the current 

coronavirus and appertaining restrictions. However, we will attempt to overcome the challenges the 

virtual format causes by encouraging all of the informants to use their webcam in order to create a 

better connection. Also, we will attempt to take turns in the focus group to make room for everyone 

to express their opinion. 

 

Second, the two informants from Gen Z in the in-depth interviews have similar profiles as they are 

both 23 years-old female university students. This might limit the views and outputs we will gain from 

the interviews as it can be assumed that the two informants have more similar views than if one of 

them had a different gender, age or occupation. However, due to the limited time frame of the thesis 

as well as our limited opportunity to reach and attract informants within the age group, we will see 

ourselves obliged to work with the options that we will be presented with. 

 

Third, two of the focus group informants are also university students. The two other focus group 

informants are a boarding school student and student of single courses, respectively. This again will 

mean that the output we will gain from the focus group might be of a similar character due to the 

informants’ common occupation as students. Arguably, it could benefit the focus group if it also 

represented informants with a different occupation for instance either as full-time employees, 

unemployed or from a different education than university. However, due to the difference in the other 
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demographic factors, gender and place of upbringing, it is assumed that the informants still will have 

somewhat different views and perceptions which will benefit us when exploring the various views in 

the group. 

 

Fourth, it is, again, relevant to call attention to the fact that the research of the thesis will be carried 

through during the pandemic outbreak of the coronavirus where Mette has been prime minister 

(Regeringen, n.d.). Thus, she has been the figure who primarily has been held accountable for the 

governmental decisions related to the pandemic. Arguably, since this time of crisis has been, and still 

is, subject to a considerable amount of thoughts and concerns (Bang & Haren, 2021), it cannot be 

avoided that the informants’ personal views on how the government has approached the crisis might 

affect how they perceive Mette. Thus, the answers they will provide us with in regard to her brand 

identity might subconsciously be affected by their stance to the crisis management of the government. 

 

Fifth, it should be noted that the theory on mediated authenticity (Enli, 2015) is partly based on 

research from the US. As there exists somewhat of a difference between the national cultures of the 

US and Denmark, respectively, there might be some gaps or differences in the theory when it is used 

in the analysis of a Danish politician which we will be aware of throughout our research. 
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3. Theoretical Framework  

In this chapter, we will present the theoretical framework of the thesis. In particular, we will introduce 

and explore the theories that will form the basis for the study. Moreover, we will clarify how the 

chosen theories will be used to investigate the research field of the thesis in order to answer the 

research question. In addition, the limitations of the theories will be outlined and further, the linkage 

to the hermeneutic approach of the thesis will be emphasized. It is essential to highlight that we in 

the theoretical analysis of the paper will apply the theories on the investigated subject. Next, in the 

empirical analysis, we will connect selected theories to our empirical findings. 

3.1. Consumer Society 

The sociologist Zygmunt Bauman describes in his work from 2007, “Consuming Life”, how the society 

of producers has transformed into the society of consumers with the emergence of liquid modernity 

(Bauman, 2007). Whereas the society of producers was solid and characterized by durability, 

steadiness and security, the society of consumers contrarily represents constant uncertainty why it 

forbids final settlements (Bauman, 2007). The most prominent change of this new society is that 

consumers, simultaneously, are “promoters of commodities and the commodities they promote” 

(Bauman, 2007, p. 6). Exactly, this is what defines the consumer society as it blurs, and ultimately 

erases, the conventional division of “things to be consumed and the humans to consume them” 

(Bauman, 2007, p. 12). 

 

Consequently, in the society of consumers, it is a necessity to turn into a commodity in order to 

become a subject (Bauman, 2007). For subjects to secure their subjectivity, they must remain a 

saleable commodity wherefore they constantly are required to refresh and revitalize the capacities of 

their “subjectness” (Bauman, 2007). Additionally, Georg Simmel proposes that all subjects appear in 

“an evenly flat and grey tone” where they all “float with equal specific gravity”  (Simmel, 1969 as cited 

in Bauman, 2007, p. 12). Bauman therefore considers it an essential task for the individual subject to 

lift himself out of that flat, grey area and catch the eye of the other, not so easily impressed, 

consumers. Specifically, the individual should realize this by making his subjectivity stand out from the 

mass (Bauman, 2007). Regarding subjectivity, it is the consumers’ shopping choices that form their 

“self”. Thus, they both buy and sell “the tokens deployed in the construction of identity” (Bauman, 

2007, p. 15) which demonstrates the characteristics of the liquid modern individual. 
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According to Bauman (2007), the new society subsequently enables consumers to choose their 

identity several times throughout their lives. In particular, the internet permits opportunities on 

reconstruction of identity that are denied or closed off in “real life”. Hence, experiments related to 

self-identification can be transferred into virtual spaces. These are relatively free from the risks found 

in the “offline realm” where potential bluffs might be called through face-to-face encounters. Also, 

the virtual spaces of the internet allow one to get an identity recognized without actually practicing it 

(Bauman, 2007). Bauman further emphasizes that the electronic media, and thus also the internet, 

makes our society confessional; a society where the traditional separation between private and public 

has been deleted and where it has become a “public virtue and obligation to publicly expose the 

private” as well as to wipe away those who dismiss to live up to them (Bauman, 2007, p. 3). 

 

Additionally, on the public stage in the consumer society, everyone’s intimate inner life gets exposed 

why both physiological, social and psychical nudity is expected. As a result, those who do not attend 

and protect invisibility are bound to be pushed aside or rejected. In addition to this, Bauman refers to 

the idea that in the information age, invisibility is tantamount to death when he argues how the ability 

of constantly turning into a desirable commodity, also called recommoditization, makes up the dreams 

of the consumers who represent this new society (Bauman, 2007). 

 

Scientific Theoretical Link 

The hermeneutic framework of our thesis aligns well with the work of Bauman. Specifically, Bauman 

emphasizes that to obtain valid findings, it is crucial to treat the act of understanding as an ongoing 

process. Hence, he states that understanding should involve going in circles rather than an unilinear 

progress (Bauman, 2010) which reflects the hermeneutical circle (Juul, 2012a). Furthermore, 

according to the sociological hermeneutics of Bauman, the structures of society should be considered 

when trying to understand human thoughts or acts (Bauman, 2010). It is thus vital to stress that when 

using the theory of Bauman, we will include considerations on society, herunder when exploring the 

development of politicians on SoMe and the rise of personal branding. 

 

Limitations 

Immediately, it might appear as a limitation that Bauman’s work was published 14 years ago, namely 

in 2007. However, since that time, electronic media has subsequently been subject to immense 

growth - both in terms of its technology, spectrum well as usage (Owen, 2018; Appendix 1). Thus, it 

can be argued that the opportunity for reconstructing one’s identity in virtual spaces only has 

expanded since Bauman put forward his viewpoint on this phenomenon. Therefore, despite the fact 
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that his work dates back 14 years, Bauman’s statements on the consumer society can continuously be 

viewed as relevant today - if not even more than when his work was first published. 

3.2. Personal Branding 

The Development 

The general concept of branding dates back centuries and originates from Old Norse where branding 

referred to the way in which the symbol or name of a producer was burned and marked into their 

cattle (Grzesiak, 2018). However, branding was not associated with trademarks until the rise of the 

Industrial Revolution in the nineteenth century where large, centralized factories took over the 

production of many household products from local manufacturers (Grzesiak, 2018). With a growing 

range of consumers in larger geographical areas, companies such as Coca-Cola and Quaker Oats found 

that a solid and trustworthy brand was the way to build trust and create customer loyalty, also with 

the populations of geographical distances, as it helped the customers distinguish between the 

products offered (Grzesiak, 2018). 

 

Today, commercial branding and the building of brand image play a dominant role for brand creators 

and the success of their brands as it has been found that customers are drawn towards brands and 

the associations they have with them rather than the actual products when purchasing (Grzesiak, 

2018). The above demonstrates the past development of the concept of branding which is still 

continuously developing. The rise of the increasingly popular concept, personal branding, is a good 

example of this (Grzesiak, 2018). 

 

Lair, Sullivan, & Cheney (2005) define branding in general as “a programmatic approach to the selling 

of a product, service, organization, cause, or person that is fashioned as a proactive response to the 

emerging desires of a target audience or market” (Lair et al., 2005, p. 309). To this, Waller (2020) adds 

about the personal aspect that “personal branding involves all self-promotion activities through which 

people take part to communicate their distinct values and resources based on their personal strength(s) 

as they seek to gain visibility and profits in an industry or job market” (Waller, 2020, p. 4). 

 

The idea of self-positioning and personal branding was initially introduced in 1937 by Napoleon Hill 

whereafter several others have added to the concept over the years, here amongst Goffman (1956) 

who presented impression management (Waller, 2020). However, the concept of personal branding 

did not gain traction until Tom Peters popularized it in 1997 as he in an article wrote “to be in business 
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today, our most important job is to be the head marketer for the brand called ‘You’“ (Peters, 1997 as 

cited in Waller, 2020, p. 6). 

 

The actual development of personal branding in practice emerged with the rise of the internet and 

SoMe as they provided not only possibilities but also a need to manage one’s personal brand and 

online identity (Grzesiak, 2018). Today, everyone can be a broadcaster and brand themselves with the 

use of the tools of the new media (Grzesiak, 2018). The term personal branding and the way people, 

such as politicians and actors, build an image in the public sphere, derive from commercial branding 

and draw on elements and strategies from this (Grzesiak, 2018). Further, it should be noted that 

whereas brands in the past aspired to apply human characteristics to products and services (Waller, 

2020), the focus today has shifted. Today, humans market and brand themselves with principles 

originally used for products and corporations which is also referred to as "life-as-company philosophy" 

(Shepherd, 2005). Even though some researchers have argued that the concept of commercial 

branding cannot be used for personal branding, Waller (2020) argues that the significant 

advancements in technology have made this possible after all. 

 

Purpose of Personal Branding 

Creating a personal brand has with time been recognized as beneficial in regard to establishing direct 

contact with clients and in regard to the credibility that is built in the eyes of the clients which 

ultimately can provide more long term benefits (Grzesiak, 2018). This is partly due to the fact that 

consumers, constituents, fans or employers do not only consider and select people on the basis of 

talent but also on other parameters such as familiarity, trust and liking (Waller, 2020). This is 

supported by Rangarajan, Gelb & Vandaveer (2017) who suggest that people are loyal to the 

organizations they trust which can be built by personal interaction. This poses, as Rampersad (2008) 

points out, that the overall idea of personal branding is “managing perceptions effectively and 

controlling and influencing how others perceive you and think of you” (Rampersad, 2008, p. 34). 

 

According to Rangarajan (2017), personal branding is often created to mediate competence by 

showing experience and professionalism or to build relationships by showing warmth, kindness, or 

simply good character or a combination of these two distinctions. In addition, Grzesiak (2018) argues 

that personal branding can be used to strengthen an existing marketing position for instance when a 

company uses personal branding to promote the brand or when politicians try to draw attention to 

current trends and plan their promotional activity. He adds that the creation of a personal brand 

usually is a conscious and targeted activity that serves to aim in one or several of 12 listed fields, here 
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amongst politics and building a business reputation (Grzesiak, 2018). A personal brand in politics is 

described as a tool for reaching certain goals such as gaining support from voters and ultimately 

winning elections. Another perspective is politicians’ desire to use and display the support from other 

well-known characters as their popularity and authority can add positively to the politicians’ brand 

(Grzesiak, 2018). 

 

The other mentioned field, building business reputation, concerns how a personal brand can be a way 

to build a reputation that is characterized as a person that is reliable when doing business. This can be 

relevant in situations where an owner or a person of a similar position is also the company’s face 

externally which could help promote the company. Another way personal branding can be used as a 

tool for building reputation is when famous people expand their public presence to other areas of the 

public sphere than from where they are known. By doing so, they can build their popularity as well as 

their business image offstage for instance by managing a SoMe profile, creating a blog or participating 

in the media as experts (Grzesiak, 2018). 

 

Grzesiak (2018) also suggests that the creation of a personal brand can be split into two categories; 

employer branding and personal branding. As employer branding concerns how an employer brands 

himself towards current or potential employees (Grzesiak, 2018), this type will not be relevant for the 

purpose of the thesis why it will not be elaborated on. On the other hand, personal branding is 

particularly relevant for the thesis. Conscious image management construction is a core concept of 

personal branding under which image personalization is the most pivotal factor. Image personalization 

determines that the brand that is created is in fact the person behind the brand which results in the 

“”me” becomes the brand itself” (Grzesiak, 2018, p. 18). Considering this perspective, it is the 

credibility and trust in the real person, the “me”, which constitutes the foundation of the strength of 

the personal brand (Grzesiak, 2018). Another important factor of personal branding is self-

presentation which relates to the idea that the content of the message should reflect the person and 

her personality herunder strengths, interests, goals, aspirations etc. (Grzesiak, 2018). 

3.2.1. Brand Identity & Brand Image 

The personal brand is a product of a combination of the brand identity and the brand image, 

respectively, which poses an overall goal of aligning these two in order to create a successful personal 

brand (Waller, 2020). The brand identity covers the creation of the personal brand why it is considered 

a process. The identity can be developed from a combination of internal characteristics and external 

elements as it is based on how the individual perceives himself as well as how the community of the 
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individual recognizes the individual. Hence, it is essential to have one's values and goals identified 

beforehand (Waller, 2020). 

 

On the other hand, the brand image is people's perception of the brand identity. Thus, it is the 

outcome of the creation and positioning of the brand identity (Waller, 2020). An individual’s image 

can be defined as “a theory or an opinion that another person constructs in their mind due to objective 

or subjective impressions” (Waller, 2020). Further, the image can arise from what people think, feel or 

believe about the individual. Once people have a certain perception of a brand, the only way to change 

the brand image is to actively manage the construction of the brand identity (Waller, 2020). 

 

It is suggested that an audience is essential for the brand identity. Specifically, without the recognition 

of the audience, the identity does not exist nor is there a need for creating an identity (Waller, 2020). 

Thus, it is evident that the identity and the image are interrelated. A brand identity is the product of 

a collection of cognitive elements which in correlation creates the brand image why the management 

of these elements are helpful to use in the creation of a brand identity (Grzesiak, 2018). For this 

specific thesis, the most relevant elements that can be used to create the brand identity is 

characterized and described as: 

 

The brand name; many professionals choose to change their name or use an alias in some way in order 

for their name to reflect the image they are seeking to create. The name should be as simple and easy 

to pronounce as possible as this makes it a lot less complicated (Waller, 2020). 

 

Personal logo; as a tangible aspect of the brand identity, the personal logo can assist people to 

recognize a created brand and distinguish it from the other brands. However, unlike products, a 

person does not need to have a logo to be identified. With the unique and recognizable feature of a 

human face, this can represent the identity by itself. This is also enhanced by the fact that people from 

nature are attracted to faces which makes it even easier to recognize a brand through a face than 

through a logo (Waller, 2020). The internet has made the use of the visual of a person even more 

relevant as it has become a lot easier to add a face to a name which helps to establish the personal 

brand. By doing so, it could benefit the brand as the visual of a face can provide people with a higher 

level of trust and authenticity. All of this also applies for the other physical attributes that a person 

has, such as voice and body (Waller, 2020). 
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Personality; refers to the combination of human characteristics associated with a brand. SoMe 

platforms have, due to the opportunity they provide in gaining greater visibility, become a place where 

people showcase their personality hereunder their opinion or tangible attributes of their personality 

through their visual identity (Waller, 2020). The goal of showing personality is to demonstrate a 

stronger and more favorable personality than other people and in this way differentiate one's brand 

in order to gain more supporters. The success of the personality is measured on how authentic, 

likeable or trusting it is perceived by other people. Another way people assess a brand’s personality is 

by looking at the compatibility with themselves as most people prefer brands which are similar to their 

own self-imagination (Waller, 2020). 

 

Brand associations; are defined as “the ideas, traits, perceptions, or anything else that is an integral 

contribution to how the consumer sees that brand” (Waller, 2020, p. 29). These associations can help 

create a more long-term loyalty towards the brand and they are essential for the strength of the brand. 

Further, it is noted that personal associations in particular are relevant in events such as political 

campaigns where a central person is a big part of the brand (Waller, 2020). Once associations have 

been established, they are challenging to change why it becomes challenging to maintain and 

transform a brand also considering that it simultaneously is important to maintain continuity (Waller, 

2020). 

 

Ultimately, as Peters (1997) argues, everyone has the chance to stand out and become a brand that is 

worthy of remark, however, it takes hard and strategic work to create a successful personal brand. 

3.2.2.  Selfies 

The use of selfies can be seen as a way to assist this strategic creation of a brand as it has proven to 

be an effective technique for branding the self (Jerslev & Mortensen, 2016). Thus, the following will 

account for how selfies can be used as a tool in personal branding. Despite the initial and intended 

focus on celebrities in this theory, it is found useful for this thesis as Mette in some way arguably can 

be considered a celebrity as she is a well-known person in Denmark at least. 

 

Selfies have been described as a part of an increasing tendency of digital intimacy within the celebrity 

culture. They have become a preferred method for celebrities “to express themselves and 

communicate in an apparently direct and immediate fashion with fans and followers on Instagram and 

other social network sites” (Jerslev & Mortensen, 2016, p. 249). In this regard, the term celebrification 

is presented as “the mediated interplays and negotiations between celebrities/ their management and 
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various media platforms, media institutions and fans/followers” (Jerslev & Mortensen, 2016, p. 251). 

In this relation, it is argued that the main focus points of the celebrification processes are the creation 

of authenticity, access and a consumable persona. This is argued to be a result of a cultural condition 

where it is encouraged that individuals present and promote the branded self as a commodity (Jerslev 

& Mortensen, 2016) which is also pointed out by Bauman (2007). Ultimately, it is viewed that selfies 

are an effective technique for the branding of the self (Jerslev & Mortensen, 2016). 

 

The continuous documentation of the everyday life that the use of selfies can provide can help 

celebrities control the presentation of their private selves as they can decide how, when and where 

they are portrayed (Jerslev & Mortensen, 2016). Celebrity selfies can be described as a form of 

mediated sociability but they will rarely provide any new information. The use of selfies is, however, 

seen as a gesture used to maintain the bond with fans as well as the public in general as it establishes 

presence and keeps fans or an audience updated. More specifically, the visual reproduction of the self 

creates an intensified sense of presence which gives the audience a feeling of experiencing the exact 

moment (Jerslev & Mortensen, 2016). An additional benefit of the celebrities' documentation of their 

everyday life is that it might help narrow down the gap that exists between celebrities and the general 

public and fans (Jerslev & Mortensen, 2016). However, it is also pointed out that despite the fact that 

the selfies might create a sense of access, the access is seen as a one-way interaction, considering the 

fact that the celebrity invites fans to follow her but rarely follows the fans back (Jerslev & Mortensen, 

2016). 

 

Scientific Theoretical Link 

With the theory of personal branding, we will utilize the interpretation process emphasized in the 

hermeneutic circle (Juul, 2012a) as we will use our own preunderstanding when analyzing Mette’s 

personal brand. Further, our preunderstanding of Mette having a personal brand is likewise what 

initiated our research in the first place. Thus, our preunderstanding will constitute the basis of our 

research question as well as our research in general while we continuously seek to explore other 

subjects’, specifically the Gen Z informants’, understanding and interpretation of Mette’s brand 

identity. We will thus be open towards changing our own perception of Mette’s brand image as we 

are exposed to new interpretations. 

 

Limitations 

Considering the extensive amount of personal branding theory that has been developed over the 

recent years, it has become a broad concept that covers many different aspects and strategies (Waller, 
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2020). To ensure a narrow and clear focus, only the theory that is most relevant for the research will 

be carefully selected and included in the thesis. Also, considering the fact that most of the developed 

theory on personal branding is relatively new and that the theory on the subject was seen to be very 

limited just 15 years ago (Shepherd, 2005), it can be expected that the theory is not yet fully developed 

or tested thoroughly in practice. This will be taken into consideration when the theory will be used in 

our research.  

3.3. The Performed Self 

3.3.1. Goffman 

In 1956, the first edition of “The Presentation of Self in Everyday Life” was released – a work by the 

sociologist Erving Goffman where the nature of social interaction and how people present themselves 

to others are studied (Goffman, 1956). In the following sections, the theory of Goffman will be 

accounted for.  

 

Dramaturgical Perspective 

With reference to the theatrical world, Goffman presents a dramaturgical perspective that can be 

applied to any social establishment. This dramaturgical perspective illustrates how any social 

interaction can be compared with a theater scene where individuals perform different characters in 

front of other characters who also constitute the audience (Goffman, 1959). 

 

Specifically, Goffman defines performance as “all the activity of an individual which occurs during a 

period marked by his continuous presence before a particular set of observers and which has some 

influence on the observers” (Goffman, 1956, p. 13). What creates the framework for this performance 

is the aforementioned theater scene, or stage, which Goffman (1956) divides into two regions, namely 

the frontstage and the backstage. 

 

To begin with, the frontstage is “on the scene” and where individuals express themselves and perform 

in front of the audience. There is a tendency that individuals make use of the frontstage to perform in 

ways that leave the audience with idealized impressions (Goffman, 1956). Therefore, at this stage, the 

performance of the individual will tend to exemplify and incorporate officially recognized values of 

society to a higher degree than what his true behavior actually encompasses (Goffman, 1956). To 

support the creation of a specific impression among the audience, the performer can tailor the two 
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standard parts of the frontstage, setting and personal front, and use them as stage props (Goffman, 

1956). 

 

To clarify, the first mentioned part, setting, includes all the scenic aspects of the front such as 

furniture, physical layout and other scene items. On the other hand, the personal front refers to the 

items that naturally can be identified with the performer himself such as clothing, looks, speech 

patterns and facial expressions (Goffman, 1956). Specifically, these personal front items can be divided 

into appearance, what the performer looks like; and manner, how the performer acts (Goffman, 

1956). It is expected that these two main parts of the front stage, setting and personal front, reflect 

some coherence (Goffman, 1956).  

 

In contrast to the frontstage, the backstage is “behind the scene” and where the individual’s 

“suppressed facts make an appearance” (Goffman, 1956, p. 69). Here, the individual can relax since 

he naturally expects that this region is hidden from the audience. Thus, it is a safe place where he 

steps out of the performing character and keeps the secrets of the frontstage “show” with no risk of 

ruining the impressions constructed among the observants. In addition, when backstage, the 

individual can prepare for his frontstage performance by, among others, adjusting personal front flaws 

(Goffman, 1956). 

 

According to Goffman (1956), there tends to be different language of behavior for the backstage and 

the frontstage, respectively. The backstage language consists, among others, of rough informal dress, 

“sloppy” sitting and standing posture, profanity, mutual first-naming, use of sub-standard speech, 

shouting and kidding (Goffman, 1956). On the other hand, the language of frontstage behavior can 

first and foremost be defined as the absence, and in some way the opposite, of the aforementioned 

aspects. Thus, a tone of formality might be expected to rule on the frontstage (Goffman, 1956).  

  

Impression Management 

As also stated above, individuals aim to leave their audience with certain idealized impressions of their 

persona by performing different characters. Goffman also refers this to impression management 

which consequently involves that individuals strive to manage how their audience perceives them  

(Goffman, 1956). Both the backstage and the frontstage are used to create these desired impressions; 

in the back region, the individual practices and prepares his performance whereas in the front region, 

he executes the actual performance in front of the observing audience (Goffman, 1956). With the use 

and customization of, respectively, setting, manner and appearance, also referred to as sign vehicles, 
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the individual is supported in his attempt to manage the audience’s impression of him as these 

favorably can contribute to the realization of a certain performance (Goffman, 1956). 

 

A widely practised technique of impression management concerns the individual’s passage from the 

front region to the back region where putting on and taking off of character can be detected (Goffman, 

1956). This passage, as well as the entire back region, is expected to be kept closed to observers of 

the audience as vital secrets of a frontstage performance will be visible here. Particularly, this act can 

be more difficult to successfully accomplish when performing in a region which at one time and in one 

sense functions as a front region “and at another time and in another sense as a back region” 

(Goffman, 1956, p. 77). While it is a tendency that a region becomes identified as either front or back, 

there are still many regions that act as both. For example, an executive’s private office is surely the 

front where his status to the company is expressed. Yet, it is simultaneously also where he loosens his 

tie and acts pally with peer executives why it also serves as his back region (Goffman, 1956). 

 

An overall objective of a performing individual and his backstage team is related to impression 

management and concerns “to sustain the definition of the situation that its performance fosters” 

(Goffman, 1956, p. 87). Hence, this includes that, in a performance, some facts should be over-

communicated while others should be under-communicated. This communication of a performance 

is perceived by the observing audience who makes use of it to formulate an impression of the 

performer (Goffman, 1956). Thus, it is vital that the individual executes a so-called information control 

on what he communicates to manage this impression creation of the audience and make them “act 

voluntarily in accordance with his own plan” (Goffman, 1956, p. 3). Also, this information control acts 

as a means for the individual to express coherence of the reality that he dramatizes as well as ensure 

that destructive information is kept secret (Goffman, 1956). 

 

Audience Segregation 

According to Goffman (1956), individuals perform multiple and possibly conflicting characters in 

everyday life. Therefore, the performing individuals must be able to project different characters in 

different plays, i.e. social establishments, in order for any of the characters to become a dramaturgical 

success. Goffman entitles this activity as audience segregation which more specifically includes that 

“the individual ensures that those before whom he plays one of his parts will not be the same 

individuals before whom he plays a different part in another setting” (Goffman, 1956, p. 31). Thus, 

with audience segregation, an individual can schedule his performances to keep his audiences 

separated from each other and ensure they only will witness the act intended for them. However, 
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problems can arise if any of the performers’ social establishments come within hearing distance of 

each other since this can diminish the maintenance of the impression that each of them is receiving 

special services (Goffman, 1956). 

 

Limitations 

As also mentioned above, the work of Goffman was first published in 1956 and as a consequence, it is 

vital to reason its current relevance. Arguably, Goffman’s points are still valid today as they present a 

highly useful framework for understanding an individual’s identity through presentation of self and 

interaction with others. Nevertheless, according to Goffman’s theoretical stance, it is a prerequisite 

that the social interaction is face-to-face and takes place when in another’s physical presence 

(Goffman, 1956). Therefore, considering the purpose of the thesis which concerns Mette’s online 

Instagram profile, the theory arguably has its limitations which cannot be avoided. Yet, these 

limitations are addressed by the scholar Joshua Meyrowitz who has further developed Goffman's 

theory to embrace electronic media and their impact on social establishments. Subsequently, when 

drawing on the work of Goffman in this thesis, it will be complemented by Meyrowitz. 

3.3.2. Meyrowitz 

New Stages: The New Media Reality 

In 1986, when Meyrowitz published his work “No sense of place: the impact of electronic media on 

social behavior”, he further developed the theory of Goffman with the purpose of adjusting it to the, 

at that time, new media reality. Meyrowitz (1986) emphasizes that the rise of the mass media changes 

how place and situation previously were closely linked. Specifically, electronic messages on “television, 

telephone and radio democratize and homogenize places by allowing people to experience and interact 

with others in spite of physical isolation” (Meyrowitz, 1986, p. 143). Thus, this results in new forms of 

backstages and frontstages to emerge. Consequently, Meyrowitz argues that “electronic media move 

people informationally to the same place” (Meyrowitz, 1986, p. 145) why the nature of social 

interaction is determined by the patterns of information flow and information access. He therefore 

considers the views of Goffman as too static as he contrarily contends that it is the physical setting 

itself that makes up the definition of an interaction (Goffman, 1956). 

 

Deep Back, Middle & Forefront Region 

Viewed in the light of this, Meyrowitz adjusts the theory of Goffman by taking into account the effects 

of the new media reality. This results in the presentation of the three new concepts deep back region, 

middle region and forefront region, respectively (Meyrowitz, 1986). Conceptually, these new regions 
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enable a thorough analysis on how an individual acts in mediated interactions which reflects an 

advancement of Goffman’s concepts that, as previously mentioned, exclusively study interactions of 

a physical presence and face-to-face nature (Meyrowitz, 1986). 

 

First, Meyrowitz’ middle region, also called sidestage, is a new region that is a result of how electronic 

media connects everyplace to everyplace and creates a generally increased exposure and awareness 

on several institutions’ back region which eventually change the rules of social situations (Meyrowitz, 

1986). Electronic media breaks down traditional barriers between an individual’s traditional back and 

front regions since activities from both regions are now revealed to his audiences. For example, one 

can through a television both watch politicians address citizens but also greet their families “in private” 

wherefore the politicians are seen to move back and forth on the two traditional scenes (Meyrowitz, 

1986). Hence, because the “private” behaviors now get exposed to the public, they no longer truly 

belong to the back region, yet, they can neither be classified as traditional front region performances 

(Meyrowitz, 1986). This exact disruption amid back rehearsal and front performance is a reflection of 

Meyrowitz’ motivation to develop the middle region which includes elements from both of the former 

stages, however, lacks their extremes (Meyrowitz, 1986). 

 

Additionally, to approach the extreme behaviors of the previous front and back regions presented by 

Goffman (1956), Meyrowitz presents the deep back region and the forefront region. Specifically, these 

develop “whenever any situation divides into two or more distinct situations, or whenever there is an 

increase in the distance between situations” why they are a result of purer or more extreme versions 

of behavior (Meyrowitz, 1986, p. 50). The deep back region is not available to the public and concerns 

the activities that completely belong to the private sphere why this region rarely gets revealed. On the 

other hand, the forefront region has a very formal nature and is characterized by being the staged 

performances of an individual. For instance, Meyrowitz (1986) points out that this region typically is 

at play at public ceremonial events. 

 

Limitations 

Even though Meyrowitz developed his theory on the basis of the ‘80s new media reality, it is assessed 

that it to a great extent also applies to the present media landscape that is highly characterized by 

digital media (World Economic Forum, 2016). Through digital media, individuals continuously get 

access to as well as share information independent of time and place (World Economic Forum, 2016). 

Further, particularly SoMe arguably coerces that individuals ongoingly have to navigate in the 

borderline between their public and private selves. Therefore, it is argued that the theory of 
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Meyrowitz appears just as relevant today even though it was devised in a time where electronic media 

still did not know the face of digital media. 

 

Scientific Theoretical Link 

Arguably, as the theories of Goffman and Meyrowitz concern theatrical performance between a 

performer and an audience, they can be seen to have common denominators with phenomenology 

as this paradigm argues that reality is the world that appears to a subject through experiences (Juul, 

2012). Nevertheless, when utilizing the theories of Goffman and Meyrowitz in our thesis, we will take 

a hermeneutic scientific standpoint. Specifically, this implies that our research will move beyond 

having a primary focus on experiences but rather on the horizons of our informants as well as us, the 

researchers. 

3.4. Authenticity 

Where most personal branding concepts focus on the marketing and selling of oneself, Rampersad 

(2008) suggests another highly important aspect of the personal brand, namely authenticity. He claims 

that a brand might be perceived as egocentric and selfish if it is not authentic. In addition to this, Enli 

(2016) argues that due to the technological development in the recent years, the media has become 

increasingly unreal, staged and manipulated. This has resulted in an increasing demand for and 

obsession with authenticity, and hereunder the genuine, the real and the unstaged, which has become 

one of the most powerful trends in society today (Enli, 2016). The concept of authenticity has also 

found its way into political communication (Luebke, 2020). Authenticity has become a big part of the 

branding of politicians as they individually strive to be described as an “authentic politician”, 

“trustworthy candidate” and “genuine political leader” (Enli, 2016). Having an image of being 

trustworthy is the most crucial characteristic for a politician and Enli (2016) argues that it even exceeds 

the importance of whether the voters agree with the politician on his political issues. However, being 

perceived as a trustworthy politician does not just come from being honest as it also can be achieved 

through image building strategies (Enli, 2016). 

 

Mediated Authenticity 

The concept of authenticity is a complex term as it is closely related to different cultures and their 

tastes, beliefs, values and practices which change over time (Enli, 2015). In addition, the concept has 

different meanings depending on the context which makes it extremely complex and therefore not 

possible to clearly define in one sentence. In order to reduce the complexity of the concept and include 

the dimension of the media as an institution of meaning production, Enli (2015) suggests the term 
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mediated authenticity. This entails that the degree of authenticity is measured on symbolic 

negotiations, hereunder trustworthiness, originality and spontaneity, between the main participants 

in the communication. Specifically for politicians, authenticity relates to the real, the genuine and the 

authentic (Enli, 2015) and according to Enli (2016), being an authentic politician means performing the 

true inner self. Lucky for politicians, they have been said to be great performers or even actors and 

they are therefore believed to be competent in performing their inner selves (Enli, 2016). 

 

As mentioned above, trustworthiness is the first dimension of mediated authenticity. Today, people 

rely heavily on the media as a source to knowledge and to support them in decision making, creating 

opinions and guiding their actions as human beings (Enli, 2015). However, the media does not always 

succeed in providing information that is trustworthy, balanced and neutral. This is particularly true in 

the digital age we live in where the media is an indispensable part of our lives and where everyone 

can take on a role as an information provider. With the extensive influence the media has acquired in 

recent years, questions regarding the authenticity and trustworthiness of the media are 

simultaneously some of the most discussed topics in society today (Enli, 2015). 

 

The second dimension of mediated authenticity is originality. This dimension relates to the positive 

associations with being characterized as “original”. Thus, a critical stance is taken to the power of the 

mass media and its force towards standardization as it influences the communication and makes it 

move away from the genuine and original qualities (Enli, 2015). 

 

The third dimension of mediated authenticity, called spontaneity, concerns the paradox of the 

expectations that performers in the media should be themselves and act naturally but at the same 

time remain compatible with the media format criteria. Thus, this poses the conflict between acting 

true to one’s inner self and acting compliant with the social norms (Enli, 2015). 

 

Further, Enli (2015) presents the paradox of mediated authenticity. Specifically, this concerns the idea 

that the majority of the knowledge that people obtain about society and the world comes from the 

media, yet, people are fully aware that this very media is constructed, manipulated and faked. In this 

relation, Enli (2015) presents the three concepts of the authenticity contract, authenticity puzzle and 

authenticity scandal (Enli, 2015). The authenticity contract relates to the implicit understanding there 

is between the content producers and the audience which we see when illusions, such as canned 

laughter, are accepted and interpreted by the audience as intended by the producers despite the 

audience’s awareness of the fake character of the illusions (Enli, 2015).  
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Further, Enli (2015) refers to Stuart Hall’s (1973) theory on how the producer encodes a message in a 

certain way to try to manage how it is read and interpreted even though the audience will always 

decode it through personal filters. In addition, the authenticity contract depends on the genre of the 

communication as the genre system is used to avoid misunderstandings by the producers and by the 

audience it is used to interpret the media according to its genre expectations (Enli, 2015). The SoMe 

platforms specifically have resulted in a more dialogical and interactive relation between the media 

and the audience (Enli, 2015). It happens that the contract does not hold up if the audience becomes 

unsure of what is real or fake. Authenticity puzzle refers to a situation where ambiguity about the 

sincerity arises whereas authenticity scandal has a more serious character as this is referred to when 

the audience experiences various degrees of deception (Enli, 2015). 

3.4.1. Authenticity Illusions 

Enli proposes that “mediated communication is representations of reality and thus bases its 

communication on illusions of authenticity” (Enli, 2015, p. 14) which means that mediated authenticity 

is achieved via authenticity illusions. The authenticity illusions are in the factual communication genres 

used to underline the sincerity of the story that is being communicated. Also, the authenticity illusions 

are used in the branding of politicians as sincere and trustworthy on SoMe (Enli, 2015). 

 

The contextual social cues from non-verbal signals, such as facial expressions, looks and body 

language, that exist in face-to-face communication are often compromised to a certain extent in digital 

communication why authenticity illusions are in particular beneficial. These illusions can be reflected 

in online environments where companies on their webpages display images of, for instance, their 

employees or where people on SoMe platforms display photographs of themselves to increase their 

online credibility. This is deemed an important identity cue that is used to create authenticity and 

intimacy with the other users (Enli, 2015). In the book “Mediated Authenticity”, Enli (2015) presents 

four authenticity illusions on SoMe. In addition, she presents three similar, but not identical, 

authenticity illusions in the article “Trust Me I Am Authentic! Authenticity Illusions in SoMe Politics” 

which specifically relates to politicians (Enli, 2016). Below, all of these illusions will be presented as 

they can be used to support each other. 

 

A way to create authenticity illusions on SoMe is via authenticating feelings as this is a way to support 

the audience with social cues. In digital mediated communication, the use of emojis is an often used 

method to provide these cues as the emojis can provide the audience with an indication of the 

meaning of the text and thus, help avoid misunderstandings - for instance when using irony (Enli, 

2015). 
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Self-presentation is an aspect of authenticity on SoMe for politicians specifically. This key element 

relates to the politicians and their staff’s decision on how to present themselves and therefore the 

construction of online personas (Enli, 2016). However, as the politician rarely creates the SoMe post 

herself, the post should appear as authentic as possible, for instance with the use of a signature or 

similar, in order to create a perception that the politician made the post herself. It is not to suggest 

that these images of the genuine and authentic politician are not staged and carefully planned but 

rather that these images are constructed to be perceived as authentic and personal versions of the 

politician (Enli, 2016). 

 

This relates to another identified way in which authenticity can be indicated, namely through self-

disclosure (Enli, 2015). Users who disclose intimate information about themselves are often perceived 

more authentic than the users who do not do so because of this action’s ability to establish trust (Enli, 

2015). 

 

Also, the posting of quotes and images from the private arena which is referred to as spontaneity can 

strengthen the level of authenticity. If politicians are perceived as spontaneous, they might also seem 

more innocent and honest than if they followed a script the whole time (Enli, 2016). A characteristic 

of this illusion is “the fly on the wall” style which can be exemplified by a situation where a politician 

seems unaware of a photographer which ultimately makes the politician seem more spontaneous 

(Enli, 2016). 

 

Also, support from networks is an authenticity illusion used in digital communication and it refers to 

how the authenticity of an online identity and the trustworthiness of a SoMe post are supported by 

the identity’s network and various forms of sharing of the post (Enli, 2015). The support from the 

network can be divided into qualitative credibility and quantitative credibility. The qualitative 

credibility refers to the support from other influential people or institutions whereas the quantitative 

credibility refers to support from a large number of other SoMe users (Enli, 2015). 

 

Additionally, Enli (2015) identifies the creation of authenticity illusions through genre conventions. 

This means that a post on SoMe might seem real and authentic because it is similar to and looks like 

what is normally being posted on these media which makes people believe in the post regardless of 

what its message is (Enli, 2015). 
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This illusion might be supported by another illusion, symbolic authenticity, which means that content 

created by users is perceived more authentic than content created by media companies. This is 

reasoned by how politicians on SoMe build an image that reflects that they are open towards and able 

to adapt to the networked communication, sharing and participation that influence the culture of 

society today (Enli, 2016). 

 

Enli (2016) points out that these authenticity illusions might just be used as a “disguise for highly 

staged, pre-planned and expensive productions, and a way to make politicians seem like harmless and 

likeable everyday people ‘like you and me’ rather than powerful politicians with control over economic 

resources and influence over our lives” (Enli, 2016, p. 133). Additionally, this sums up the overall 

motivation for the politicians using these illusions. 

 

Scientific Theoretical Link 

Despite the fact that Enli (2016) suggests that authenticity and authenticity illusions are social 

constructions, we will utilize the theory of authenticity with a hermeneutic scientific standpoint. As 

we seek to explore how Mette’s personal brand can be viewed as authentic, we will bring our own 

preunderstanding of this to the research, yet, we will simultaneously stay open towards new horizons 

on the subject when analyzing our Gen Z informants’ brand image of Mette. We will thus be aware of 

the initial scientific theoretical direction of the theory but use it with a hermeneutical perspective. In 

addition, this conforms with our research design and can therefore assist us in answering our research 

question. 

 

Limitations 

It is vital to emphasize how the current research on authenticity is rather limited as there are only a 

few that have touched the subject since it was first written about in 2016. In particular, this also applies 

for the theory regarding authenticity in relation to politicians. We will thus be aware that the theory 

might require further research in order for it to be more precise. 

 

3.5. Theoretical Contributions to the Thesis 

Having thoroughly explored the theories that will form the framework of the thesis, we will in the 

following establish the central points of each of the theories as well as highlight how they will support 

the answering of the research question of the thesis. 
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Consumer Society 

Bauman’s theory on the consumer society and recommoditization of individuals will in this thesis 

intendedly be used to explore the general development of politicians’ use of SoMe. Furthermore, the 

theory of Bauman will provide us with a foundation to explore the concept of personal branding as 

there arguably can be found a range of parallels between these two ideas. Thus, Bauman will indirectly 

support our answering of our research question as his theory will provide us with a foundational 

understanding of the way personal branding figures in society. 

 

Personal Branding 

The theory presented on personal branding will throughout the thesis be used to analyze Mette’s 

personal brand. First, this includes how we will use the theory on brand identity to analyze how she 

creates a brand identity. This involves that we will look into the four presented elements for building 

a brand identity; name, logo, personality and associations. Second, we will apply the theory on 

personal branding and more specifically the part on brand image when we will explore the Gen Z 

informants’ perception of the brand identity that Mette has created. 

 

The Performed Self 

Goffman’s theory on backstage and frontstage behaviours, impression management as well as 

audience segregation will be used to analyze how Mette makes use of a theatrical performance to 

create a brand identity. Further, this theory will be applied when analyzing the Gen Z informants’ 

brand image of Mette. Throughout the analysis, the theory of Goffman will be supplemented with the 

extended theory of Meyrowitz that concerns the concepts of deep back region, middle region and 

forefront region. Specifically, this supplement will facilitate our analysis to complement the electronic 

media reality. 

 

Authenticity 

To support the analysis of Mette’s personal brand, theory on authenticity will be included. More 

specifically, the seven presented authenticity illusions, respectively, will be utilized to explore how 

Mette creates a personal brand that is perceived authentic, trustworthy and genuine. Further, we will 

draw on the concepts of authenticity contract, authenticity puzzle and authenticity scandal, 

respectively, when we will look into whether the Gen Z informants do in fact perceive Mette as 

authentic on her Instagram. This will ultimately support the analysis of the Gen Z informants’ brand 

image of Mette on Instagram. 
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4.  Historical Development 

Setting the Stage: Politicians on SoMe  

Prior to initiating the analysis and discussion of the thesis, we find it relevant to set the stage on which 

the paper will be built. Hence, we will in the following sections account for the historical development 

of politicians on SoMe as well as how this trend can reflect the society we live in today. 

 

Throughout history, communication has always been used as a tool among political parties and actors 

to spread information, influence the public agenda, mobilize political action and gain and keep 

supporters (Epstein, 2020). Over time, these political communication objectives have remained 

noteworthily stable, yet, the communication activities that have been put into effect to reach these 

objectives have changed considerably. Epstein (2020) highlights technology, politics and behavior as 

strong forces that to a high degree have helped to shape innovations in political communication 

through time. In particular, many scholars in the field have, when studying the change of political 

communication activities, given great attention to the first vital force, namely technology and 

technological development (Epstein, 2020). 

 

The Evolution of Mass Media 

During the 20th century, the power of technology gave rise to the evolution of mass media which 

significantly changed people’s media behavior (Khan, 2010). Consequently, as political actors are ever 

sensitive to shifts in their audiences’ media use, the new media simultaneously affected the 

communication activities of politicians (Gurevitch, Coleman & Blumler, 2009). For instance, after the 

invention of the television, this new medium should turn to become an integral part of the political 

communication scene. Initially, the television represented a “reporter” role that delivered political 

actors’ messages to their audiences (Gurevitch et al., 2009). However, concurrently with a series of 

historical events, e.g. the Vietnam War, as well as political and technological changes, the television 

gradually appeared as a “co-producer” of political reality since the representatives of the television 

began to undertake a more skeptical and confrontational stance towards political messages (Gurevitch 

et al., 2009). 

 

Furthermore, the television caused politics to move into people’s private living rooms as the new 

medium started to play out the debates and activities of political actors on a daily basis. Thus, since 

politics by definition takes place in the public arena, the television started interfering with the private 

and public distinction (Gurevitch et al., 2009). In addition, this aspect experienced further disturbance 
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when the television gradually started to focus more on the personalities of the politicians rather than 

their political messages (Khan, 2010). This reflects Meyrowitz’ (1986) argument on how electronic 

media began to break down the traditional barriers between individuals’ traditional back and front 

regions by displaying activities of both to the audiences. Yet, social scientists argue that the act of 

making public life personal was not created by the television nor other electronic media since it 

already started before the invention of these technologies. As early as the middle of the 19th century, 

politicians began to compare their public performance to the performance of actors since both had to 

simulate spontaneity and human feelings to influence their audience (Khan, 2010). 

 

Nevertheless, as it is easier for mass audiences to access and recognize faces and charisma rather than 

abstract political ideas, it can be argued that the visual nature of the electronic television medium only 

frequented the act of displaying the personalities of political actors (Khan, 2010). Thus, with the 

significant advancements new media technologies have been subject to over the past three decades, 

it has only become even easier to display politicians’ personalities to the great mass audiences. On the 

whole, the rise of the internet, SoMe and smartphones as well as the public’s broadened access hereto 

have in general vastly increased political actors’ opportunities in regard to communication activities 

as well as potential to reach even the most disinterested citizens (Owen, 2018; Therkildsen, 2017). 

 

The New Media 

Particularly, SoMe provides politicians with an opportunity they did not have 15 years ago (Appendix 

2; Therkildsen, 2017). It gives them easy access to talk directly to the citizens - in a way where the 

timing is uniquely present. This implies that with the new media, no planning is required to deliver a 

message as the message is delivered as early as the second after it has been communicated (Appendix 

1; 2). However, reaching directly out to individuals through electronic media is not new in politics. For 

instance, in the 1930s, President Franklin D. Roosevelt used the radio to deliver his “Fireside Chats” 

where he talked to the American people about issues of public concern (Appendix 2). Nevertheless, in 

recent years, SoMe has resulted in how politicians have significantly greater opportunity than ever 

before to directly reach their audiences (Appendix 2). Among others, this can highly be reasoned with 

the aforedescribed present timing of SoMe as this is a feature that particularly makes the new media 

stand out from other media (Appendix 1; 2). 

 

Aside from timing as a special characteristic of SoMe, these new media are also cheap, easy to handle, 

do not take many resources (Appendix 2) and have low barriers to entry (Owen, 2018). Furthermore, 

they provide the politicians with a control and an ability to take charge of their own communication 
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in order to get their unmediated messages out (Appendix 2). This contrasts traditional media where a 

filtration through the journalist and the media itself typically takes place (Appendix 1). Thus, as for 

traditional media, there is no guarantee that the transmitted message is equal to the message one 

intended to send out as it might be subject to journalistic intervention during the process (Appendix 

2) whereas SoMe on the other hand allows one to steer away from journalists’ critical questions 

(Appendix 1). 

 

Considering the above, SoMe can be argued to ease political actors’ communication as well as 

outreach to citizens (Appendix 2). Additionally, this can explain how there during the past decade has 

existed a considerable increase in politicians’ SoMe use and why these new media have progressed 

into being essential tools when it comes to political communication activities (Owen, 2018; 

Therkildsen, 2017). Also, as stated above, political actors are ever quick to respond to changes in their 

audiences’ media use (Gurevitch et al., 2009). Thus, since the public’s use of SoMe has increased 

rapidly during the last decade (Ortiz-Opsina, 2019), it is an obvious matter of course that also the SoMe 

use of political actors concurrently has experienced growth. Arguably, today, it almost seems 

disadvantageous if a politician does not make use of SoMe or have the right skills or people to help 

herewith (Appendix 1). Naturally, this does not necessarily equal that one is a bad politician, yet, it can 

be compared with how a politician in former times would be considered a “poor creature” if he did 

not receive any space in for instance the newspapers (Appendix 1). 

 

In American politics, it can be argued that the role and power of SoMe were established during the 

2008 presidential election where the presidential candidate Barack Obama successfully made use of 

SoMe as a central part of his campaign strategy (Owen, 2018). Looking at the political scene in 

Denmark, experts in the field point out Lars Løkke Rasmussen and Villy Søvndal as some of the first 

politicians who actively used SoMe in their public efforts (Appendix 1; Kristensen, 2009), and in 

particular Facebook, after this networking site was translated to Danish in the middle of 2007 (Nielsen, 

2012). 

 

Politicians Communicating at a Personal Level 

This new trend of politicians on SoMe did not only concern the dissemination of direct political 

statements as the politicians also used the new media to present themselves as private human beings 

by providing their audiences with insight into their personal spheres (Kristensen, 2009; Owen, 2018). 

Among others, considering the international scene, a picture of a laughing Barack Obama swimming 

in the sea with one of his daughters was shared on his Facebook profile in 2010 - yet, with a political 
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message encouraging the American people to travel to the Gulf Coast after the BP oil spill (Obama, 

2010). Additionally, to provide an example from the domestic scene, Lars Løkke Rasmussen posted a 

private selfie of him and his wife as part of the live audience at the London 2012 Olympic Games 

(Rasmussen, 2012). 

 

This trend of politicians communicating at a personal level, by sharing information about themselves 

and using their personal platform instead of the one of their party, has only intensified the last couple 

of years (Appendix 1). Today, it is perhaps the rule rather than the exception that political actors in 

Denmark not only use SoMe to share political but also self-disclosing content by communicating, 

visually and verbally, about their pets, lunches and families which reflects a certain informality 

(Appendix 2). And arguably, “it is not so much the politicians that decide ‘I want to be informal and I 

want to show pictures of my cats and what they are doing’” (Appendix 2, l. 59-60). Yet, focus should 

turn to SoMe that, among others, basically are media that people use to look at cat pictures and the 

like. Therefore, this is what the politicians have to do; they have to choose the right message for the 

particular platform so that people will understand and show interest in it (Appendix 2). To clarify, 

Robert suggested that if the politicians used SoMe to say “we are going to do this with the economy 

and we are going to do that with international trade” (Appendix 2, l. 48-49), it would just not be the 

right message for that particular platform. Hence, it can be seen as a case of meeting the voters and 

citizens where they are (Appendix 2). 

 

Framing & Personal Branding 

Additionally, as SoMe provides politicians with a control over the communication, the new media 

likewise gives them an ability to frame themselves the way they want their audiences to perceive them 

(Appendix 2). This contrasts traditional media where it mainly is the media that controls the framing. 

For instance, once, the traditional media arguably chose to frame Lars Boje Mathiesen from Nye 

Borgerlige as a politician whom they would only discuss immigration with as they largely discontinued 

him everytime he tried to speak about other topics (Appendix 1). Therefore, he turned to his own 

Facebook profile where he uninterruptedly could decide on the topics that should frame him as a 

politician (Appendix 1). 

 

Consequently, what politicians decide to disclose on their SoMe profiles can be seen as a conscious 

and strategic choice about how they want to be perceived. Thus, when politicians make use of self-

disclosure, it can be seen as a means to frame themselves as not just being politicians, but also 

relatable human beings (Appendix 2). In other words, this reflects personal branding where the 
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politicians try to create their own brand by showing a certain persona (Appendix 1). Basically, this does 

not just apply to political actors as we today live in a time where “people aspire to become brands” 

and where brands contrarily “aspire to become personal” (Appendix 1, l. 34-35). 

 

Expectations of the Consumer Society 

Exactly, this personal branding aspect can be argued to demonstrate the work of Bauman (2007) who 

argues that we today live in a society of consumers. Anyone who wishes to take part in this society 

must stand out from the mass by turning themselves and their identity into a desirable commodity 

which favorably can be executed through the internet and its virtual spaces (Bauman, 2007). Hence, 

with the perspective of the consumer society, it can be argued that more and more politicians make 

use of SoMe as a means to turn themselves into a desirable commodity, or personal brand, to 

differentiate themselves from the mass - because if they do not, they cannot be part of society. 

Moreover, the rise of self-disclosure on politicians’ SoMe profiles can further be linked to Bauman. 

Particularly, the internet has made the consumer society confessional which involves that everyone, 

including politicians, are required to publicly expose the private to not be removed from or rejected 

by society (Bauman, 2007). 

 

Consequently, today’s consumer society expects a nudity where the private is shown to the public 

(Bauman, 2007). A central political actor that can be argued to considerably meet this “societal 

expectation” is Mette. On a weekly basis, she uses her SoMe profiles to display self-disclosure by, 

among others, sharing information and pictures from her private sphere (Frederiksen, n.d.; mette, 

n.d.). Thus, it can be argued that Mette uses her SoMe profiles as virtual spaces to turn herself into a 

desirable commodity (Bauman, 2007), or brand, to differentiate herself from the mass (Waller, 2020). 

5. Analysis 

5.1. Theoretical analysis 

5.1.1. Mette’s Personal Branding 

Having explored the development of politicians on SoMe, we will now zoom in to analyze how Mette 

creates a brand identity by sharing self-disclosure. Specifically, we will look at her Instagram as it is 

assessed that she in particular shares content from her private sphere on this profile (mette, n.d.). In 

addition, to thoroughly analyze how Mette builds her brand, we will look into how she utilizes 

performance (Goffman, 1956; Meyrowitz, 1986) and authenticity (Enli, 2015) as well. 
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Considering the definition that “personal branding involves all self-promotion activities through which 

people take part to communicate their distinct values and resources based on their personal strength(s) 

as they seek to gain visibility and profits in an industry or job market” (Waller, 2020, p.4), it can be 

argued that Mette creates a personal brand solely by having an Instagram profile where she posts 

pictures with related captions about herself as this can be assessed as self-promoting (mette, n.d.). 

From this profile, Mette, among others, displays posts about her life and what she does in her freetime 

with captions indicating her values. An example of this is one of her posts that displays her lunch - a 

piece of bread with mackerel (Appendix 7). Along with the picture she writes “there are things that do 

not change significantly. I still like rye bread with mackerel, mayo and cucumber. I read the news in the 

physical paper and am in incredible agreement with Erik Meier Carlsen. For too long the increasing 

inequality was just accepted as a fact that could not be changed (...)” (Appendix 7). This caption 

indicates Mette’s relation to a type of food that can be considered a very common Danish dish 

combined with her opinion on inequality which can be assumed to be her political standpoint as prime 

minister but also her personal opinion on the subject. This example, like various other posts on Mette’s 

profile, indicates the use of personal branding as she here indicates some of her personal values. 

 

Purpose of Mette’s Personal Branding 

As mentioned previously, personal branding can, generally speaking, help establish direct contact with 

clients and create credibility (Grzesiak, 2018) but also, it can be divided into two distinct purposes; to 

mediate competence and to build relationships (Rangarajan et al., 2017). It can be argued that Mette 

has created a personal brand on Instagram with a combination of these two purposes, considering her 

political and personal approach, respectively. However, as we in this thesis have limited the focus to 

the part of Mette’s Instagram where she is personal and uses self-disclosure, how she mediates 

competence will not be further dealt with. The other purpose, to build relationships, on the other 

hand, is arguably supported by the use of personal posts and self-disclosure wherefore we consider 

building relationships as the purpose of the personal posts. 

 

With several posts posted a week on Mette’s Instagram, and sometimes several a day (mette, n.d.), it 

can be argued that it is a conscious and targeted activity of hers which is what Grzesiak (2018) suggests 

personal branding is. The aim of these activities on Instagram can be argued to serve two different 

fields. The first to mention is branding in politics which can help Mette gain support from voters. As 

people today not only consider others’ talents but also their familiarity, trust and liking (Waller, 2020), 

it can be argued that Mette seeks these mentioned associations in order to gain voter support in her 
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political career. A way Mette aims to get voter support is arguably by displaying support from other 

well-known characters. Among other instances, this is reflected in a live Q&A session that Mette did 

on her Instagram with three young youtubers (Appendix 11). The three participating youtubers, 

Alexander Husum, Mia Rasmussen and Anna Haarup Munch, ask Mette questions from their own 

followers and as they have 401,000, 103,000 and 30,000 Youtube subscribers, respectively (Youtube, 

n.d. a; Youtube, n.d. b; Youtube, n.d. c), it can be argued that these youtubers have a certain amount 

of authority and popularity amongst their target groups. By executing this Q&A, Mette can harvest 

and draw on the youtubers’ popularity and authority from the young generation (Grzesiak, 2018) in 

order to reach more people from this generation which ultimately can add positively to her brand and 

increase her voter support. 

 

Additionally, the second field to mention is the aim of personal branding that concerns business 

reputation. It can be argued that Mette, in addition to the aforementioned, uses her personal brand 

to build on her reputation as prime minister. By being present on Instagram, Mette can create a strong 

personal brand which can assist her in building a strong business image offstage and increase her 

popularity amongst the Danish people (Grzesiak, 2018). If the people who view Mette’s Instagram get 

a feeling that she has a distinct and strong personal brand they like, trust and feel is familiar, it can be 

argued that they are more likely to be on Mette’s side as prime minister. Despite the fact that we have 

limited the thesis to only look at and analyze Mette’s personal posts, it can be argued that the personal 

approach seeks to serve the two fields, politics and building a strong business reputation, with the 

purpose of strengthening her professional character. Thus, it can be argued that Mette’s overall goal 

of creating a personal brand is to show her actual personal self as a likeable and trustworthy person 

which ideally can be transferred to her professional character as prime minister as the population’s 

support and loyalty are essential for her professional success. 

The idea that the personal brand is the actual person is referred to as image personalization (Grzesiak, 

2018) and this is essential for the image construction. Thus, the trust and credibility in Mette as a 

person will also determine the trust and credibility in her brand. Hence, Mette’s brand crucially 

depends on the trust and credibility in her as a person. It can be argued that Mette tries to reflect the 

personal Mette clearly on her instagram by displaying self-disclosure, such as content of her husband 

(Appendix 8), herself doing house chores (Appendix 6) or watching Eurovision (Appendix 9). This can 

give the audience a clear idea that she is a trustworthy and credible person and that the Instagram is 

in fact managed by Mette personally which can strengthen the ideal result; that the real Mette 

becomes the brand itself (Grzesiak, 2018 ) - and the associations made with Mette personally can be 

transferred to Mette as prime minister. 
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Mette’s Brand Identity 

Considering the fact that a personal brand is a product of a brand identity and a brand image (Waller, 

2020), it is relevant to look into Mette’s brand identity and how she creates her personal brand by 

elaborating on the brand name, personal logo, personality and brand associations (Waller, 2020). 

 

Initiating with Mette’s brand name, she has chosen to use “mette” for her Instagram profile (mette, 

n.d.). It can be argued that she with this name seeks to reflect being personal and normal as it is 

assessed that one usually would not call a prime minister by first name only. Additionally, this name 

shows no indication that she is the Danish Prime Minister nor any other kind of high profiled person. 

Contrarily, it rather indicates that she is a common person with a common Danish name as 38,524 

people in Denmark are named Mette (Danmarks Statistik, 2021). This name of “mette” for her 

Instagram profile is arguably a strategic choice as the name was already being used by another person. 

However, it was taken over by Mette in what some would call a tactless way due to the fact that the 

original owner who held the account name was not oriented about the name take over (Ganderup, 

2019). Thus, it can be argued that it was important for Mette to use this specific name and not just 

because it was easy to use. Yet, it should be mentioned that her profile does stand out as it is marked 

with the little blue verification badge which confirms that the account belongs to the public person 

that the account represents. As this badge is required to be requested for (Instagram, 2021), it can be 

argued that Mette still wants to indicate that she is the “real” Mette, but simultaneously, she uses the 

common name to appear personal and ordinary. 

 

Continuing with the personal logo that Mette’s visual appearance can be viewed as (Waller, 2020), the 

visual of her face can be argued to be a significant factor in making her personal brand recognizable. 

With an arguably extensive use of selfies and pictures of herself (mette, n.d.), it is assessed that Mette 

establishes her brand identity and makes her personal brand stand out from other personal brands 

with her unique face as no one else looks exactly like her. Another benefit that Mette gains from using 

her unique visual appearance is the natural attraction that people have to faces (Waller, 2020). By 

using pictures of her face, it can be argued that people to a larger extent will be attracted to her posts 

and thus pay attention to them. This might give her profile more views and thus, more people will see 

the message of her posts. Also, she might gain more followers on Instagram if people who do not know 

that she is active on this platform or do not already follow her get exposed to one of her selfies and 

end up clicking on her profile. 

 

Further, it can be argued that Mette uses her “logo” of her visual face as a way to signal that it in fact 
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is herself that is behind the Instagram account and not someone else or, for instance, a PR bureau. 

This can provide the viewers of the posts with a higher level of trust and authenticity. It can thus be 

argued that Mette clearly establishes her brand identity as Mette herself by posting pictures of her. 

Considering the general theory of selfies (Jerslev & Mortensen, 2016), it can further be argued that 

the gesture of selfies on Mette’s Instagram can be a way for her to create and maintain the bonds 

with her audience as the selfies can result in a feeling of Mette actually being present despite her 

assumed busy schedule. In addition, the use of selfies can also help Mette break down the natural 

barrier and gap that can be argued to exist between a prime minister and the general public. This 

could be beneficial for Mette because it arguably provides a more personal and trusting relationship 

between her and the people which she is the leader of.  

 

Also, Mette’s personality is relevant to mention when looking into her brand identity.  First to mention 

is the Danishness or patriotism which arguably is a personality trait that Mette reflects. As she makes 

posts about watching and celebrating the Danish team winning the 2021 World Men’s Handball 

Championship, reading Danish literature or about various events happening in Denmark (mette, 

2021a; mette, 2021b; mette, 2021c), she arguably appears to be proud of Denmark, herunder the 

country, the artefacts and people. This is something that many people in Denmark are or can relate to 

(Thorsen, 2019) and thus, this is an aspect that Mette and a part of her audience share. 

 

Second characteristic to mention, is the focus on family and other relations which Mette arguably 

showcases on Instagram. With several posts about her husband, father, colleagues and friends as well 

(mette, 2020f; mette, 2021i; mette, 2021j; mette, 2021m), it can be argued that she demonstrates a 

personality of being a family person who values good friends and colleagues. 

 

Third to mention is what could be characterized as a humorous, easy-going and informal approach 

that Mette arguably shows as well. The picture that she posted of a piece of bread with mackerel and 

a newspaper with a caption about politics and this very dish (Appendix 7) received a lot of attention 

and caused quite a lot of debate in the Danish media (Bohr, 2021; Ganderup, 2021). To this, Mette 

again posted a picture of another piece of bread with mackerel where she jokingly writes about a now 

more advanced version of the dish which arguably gives an indication that she does not take herself 

too seriously (mette, 2021d). Another example where we arguably see this side of Mette’s personality 

is in the live Q&A she did with the youtubers (Appendix 11). In this video, she acts easy-going, relaxed 

and informal as she breaks out different words and noises which arguably appears as quite impulsive 
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reactions. Further, she jokes about some of the comments that are posted during the session, i.e 

regarding whether she takes snuff and which football team she supports. 

 

Fourth, and last, to mention in regard to her personal characteristics is what can be argued to be an 

“ordinary person” characteristic. This can be seen in the documentation of Mette cleaning the 

windows of her private home (Appendix 6), eating mackerel for lunch (Appendix 7), going for a walk 

with her husband (Appendix 8) and watching TV (Appendix 9). As she showcases these normal 

everyday activities and self-disclosure, it can be argued that the viewers will see her as a person like 

everyone else, despite the awareness that she is nothing like everyone else, by being the Danish Prime 

Minister. 

 

Based on these personality characteristics, it can be argued that some of the main personality 

characteristics that Mette reflects on her Instagram is the “ordinary human being” who cares about 

her country, family and friends and is easy-going. This is beneficial for Mette as people, among others, 

measure a brand personality on the compatibility with themselves (Waller, 2020). It can be argued 

that the majority of people cannot identify themselves with a prime minister, yet, doing ordinary 

everyday things like going for a walk with family, showing care towards family, or cheering for the 

Danish national handball team, most people can probably recognize from their own lives. 

 

Brand associations are, similarly to the previously mentioned aspects, a relevant part of Mette’s brand 

identity as the associations help form the identity (Waller, 2020). However, as the associations are the 

characteristics and attributes which come into people’s minds when they are exposed to her name, 

pictures etc., an analysis hereof arguably requires extensive insights from the people exposed to her 

brand identity. Thus, this aspect will not be elaborated on at this point but in the second part of the 

analysis. Here, we will look into the associations of Mette as we will explore how informants from Gen 

Z perceive Mette’s brand identity. 

 

These four above-mentioned aspects, with the fourth still to be analyzed later on, are arguably what 

constitute Mette’s brand identity which overall can be described as a relatable human being.  Thus, 

this is what makes it possible for Mette to stand out (Peters, 1997). It should be noted that whereas 

being a relatable human being normally would not make a brand stand out in the crowd, Mette’s 

position as prime minister arguably affects this as it contrarily makes the ordinary interesting and 

noteworthy. The other half of a personal brand, the brand image which is related to the brand 
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associations, will be elaborated on in the second part of the analysis, the empirical analysis, where the 

Gen Z informants’ perception of Mette’s brand identity will be analyzed.  

5.1.2. Mette’s Performing Self 

Having just analyzed how Mette attempts to create a personal brand identity on Instagram through 

the sharing of self-disclosure, this will now be further explored with the use of theory from Goffman 

(1956) and Meyrowitz (1986), respectively. Specifically, a dramaturgical perspective will be used to 

look into how Mette’s brand identity is created through theatrical performance. Additionally, how 

Mette’s Instagram reflects different scene behaviors will be analyzed. 

 

As the theories of Goffman and Meyrowitz can be applied to any social interaction, it is arguably 

relevant when considering Mette’s profile on the social medium Instagram. Yet, as the work of 

Goffman is limited to only include physical, face-to-face interactions (Goffman, 1956), his theory will 

be supported by Meyrowitz who states that social interaction also can take place via electronic media 

(Meyrowitz, 1986). Particularly, he argues that it is information access and information flow that are 

the cornerstones of social interaction (Meyrowitz, 1986). Since Mette’s Instagram is publicly open 

(mette, n.d.), anyone can access its information. Further, as she shares visual content with related 

texts on a regular basis (mette, n.d.), it is assessed that information is flowing on her profile. Thus, we 

argue that in spite of physical isolation, Mette’s profile is characterized by social interaction where 

other users can experience her as well as interact with her (Meyrowitz, 1986). Therefore, her profile 

is suited to be explored with the aforementioned theories. 

 

As a result of how Mette’s Instagram deals with the subject of social interaction, her profile can be 

analyzed with a dramaturgical perspective. Particularly, this involves that her profile can be compared 

with a theater scene where she performs a certain character to her audience, i.e. the ones following 

her or viewing her content (Goffman, 1956). The character that Mette performs can be equated with 

the brand identity she attempts to create, namely a relatable human being. Since one might view this 

character performed by Mette as personal, easy-going and relaxed, one is therefore entitled to 

assume that it is the actual backstage of Mette that gets exposed on her Instagram. This certain 

assumption can be supported with the characteristics of Goffman’s (1956) backstage behavior as 

Mette arguably reflects several of these on her Instagram profile (mette, n.d.). 

 

First, Mette has shared various posts where she is dressed in Icelandic sweaters, sports clothes and 

hoodies (mette, 2020; mette, 2020a; mette, 2020b). It is argued that such clothes demonstrate 

informal dress which according to Goffman (1956) is a feature that belongs to backstage behavior. 
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Next, it is assessed that Mette has shared several posts where she sits in a sloppy, casual posture, for 

instance a picture where she leans back in an armchair and holds a pizza slice and a bottle of beer, 

respectively (mette, 2020c; mette, 2020d). Such posture is also a characteristic that belongs to the 

backstage (Goffman, 1956). Moreover, Mette’s Q&A session with the young youtubers reflects the 

backstage aspect mutual first-naming (Goffman, 1956) as Mette and the youtubers solely name each 

other by first name in this session (Appendix 11). Additionally, still considering this Q&A session, it can 

be argued that Mette to some extent speaks in a substandard manner which is another characteristic 

of the backstage (Goffman, 1956). Specifically, Mette says “pretty wild”, “nailed it”, “oooorh” and 

“mega difficult” (Appendix 11) which are assessed to be words and phrases that deviate from the 

standard linguistic usage of a prime minister. 

 

Moreover, an example of the backstage feature kidding (Goffman, 1956) is arguably also at play in 

Mette’s Q&A session when she says that she does not take snuff while she laughs with one of the 

youtubers (Appendix 11). Furthermore, it is also assessed that Mette makes use of kidding in one of 

the videos posted on her feed. Specifically, in this video, she wishes the players of the Danish men’s 

handball team luck with their final match (mette, 2021e). Following this greeting of hers, she requests 

the team to play in a way that is not too nerve-racking to the benefit of the Danish people’s blood 

pressure after which she smiles and says “joking aside” (mette, 2021e). Lastly, also the backstage 

behavior shouting (Goffman, 1956) is demonstrated in a video that displays Mette watching one of 

the matches of the 2021 World Men’s Handball Championship (mette, 2021f). The shouting aspect is 

at play when she in this video lets out a long and loud “whoop” (mette, 2021f). 

 

Aside from the backstage behaviors that Mette shows on her Instagram profile, she also shares 

pictures where she is located in what one might view as her personal surroundings. Among others, 

when entering her profile, one is exposed to pictures of her in the armchair in her living room with her 

bare feet placed on a stool (mette, 2020d), in front of the television in her house watching Eurovision 

(Appendix 9), on a walk in the forest with her husband Bo (Appendix 8) and standing in the window 

ledge of her home in her stocking feet while cleaning windows (Appendix 6). As these pictures show 

Mette in her private, relaxed surroundings, they demonstrate another example on how Mette 

uncovers her backstage on her Instagram (Goffman, 1956). 

 

Arguably, the above exploration serves qualified reasoning to assume that it is the actual backstage 

and true self of Mette that is reflected on her Instagram profile and not just a performed character 

(Goffman, 1956). Nevertheless, as also commented on previously, the public and social nature of 



 

64 
 

Mette’s profile cannot be denied. Hence, it is a place where she interacts with others and where 

anyone can experience her which enables one to compare her profile with a theater scene that has an 

audience of at least 393,000 spectators - as this is the amount of people following her (mette, n.d.). 

Additionally, this demonstrates how Mette’s Instagram can be viewed as her frontstage, and not 

backstage, which would imply that everything she shares is just a theatrical performance. Hence, it 

could be argued that Mette shares pictures of her “backstage” where she for instance cleans windows 

and goes for walks in the forest with her husband as these activities arguably reflect officially 

recognized values of society which she attempts to adhere to - despite they possibly do not reflect her 

true self. Moreover, several of Mette’s posts that contain self-disclosing pictures of her have a written 

message that is politically focused (mette, 2020b; mette, 2020c; mette 2020). Therefore, although 

these pictures arguably are visually informal, they are assessed to represent somewhat formality in 

their writings. Further, as the messages of these writings are politically oriented, they are also assessed 

to constitute examples of Mette communicating as if she was “on stage” (Goffman, 1956). Hence, 

these aspects further demonstrate how Mette’s Instagram can be viewed as her frontstage. 

 

To sum up the above, Mette’s Instagram profile can be viewed with two contradictory views; one that 

argues it is her frontstage and one that argues it is her backstage. For this reason, it is relevant to 

include Meyrowitz (1986). Applying his perspective to this case, he would argue that Instagram as an 

electronic medium changes the rules of the social situations on Mette’s profile. This is due to the fact 

that her profile gives rise to increased exposure of her private behaviors and surroundings to a public 

audience (Meyrowitz, 1986). Additionally, this public exposure of Mette’s private back region breaks 

down the barriers between her traditional backstage and frontstage why her profile cannot be fully 

classified under just one of these stages (Meyrowitz, 1986). Yet, having said that, her profile still 

contains aspects of both stages and exactly therefore, it can instead be argued to reflect the middle 

region (Meyrowitz, 1986). 

 

Ultimately, it can be argued that Mette makes use of the middle region when she attempts to create 

a brand identity of her as a relatable human being. In particular, she uses her public Instagram profile, 

her frontstage, to perform a character that reflects behaviors of the personal “backstage-Mette” in 

order to create an impression among her audience of her as a relatable human being. Specifically, for 

Mette to be supported in her attempt of realizing this desired impression management, it is assessed 

that she incorporates aspects from her backstage to her frontstage to use them as stage props 

(Goffman, 1956). This means that, for instance, the setting items of Mette’s armchair and window 

ledge, the appearance items such as her sports clothes and Icelandic sweaters and manner items of 
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e.g. kidding and substandard speech all function as stage props in order to create a certain setting and 

personal front on Mette’s public scene that align her desired impression (Goffman, 1956). 

 

Nevertheless, it is essential to emphasize that despite the fact that Mette incorporates backstage 

behaviors in her front performance, it does not mean that all of these behaviors in fact belong to her 

actual backstage. To put it in another way, these “backstage behaviors” might just as well be 

completely staged and therefore not reflective of Mette’s actual backstage at all. Her Instagram profile 

can afterall be compared with a theater scene and thus, what happens in reality behind this scene, 

the public audience cannot truly know. As a result, it might be that Mette only wore an Icelandic 

sweater and stood in her window still to support her desired impression management and that these 

acts therefore were perfectly planned and perhaps even completely unrelated to her actual reality. 

Nevertheless, it cannot be avoided that the audience still gets access to parts of Mette’s private sphere 

by e.g. seeing her private home and her husband why some of her performed backstage behaviors 

must be related to reality in any case. 

 

Yet, with the aforementioned aspects in mind, one should remember that for every single aspect that 

Mette chooses to share publicly on Instagram, she has simultaneously deselected a hundred aspects 

that should not be shared (Appendix 1). This means that even though Mette shares “backstage 

behaviors” on her Instagram, her audiences still only get to experience glimpses of these behaviors as 

they do not have access to her deep back region (Meyrowitz, 1986). Specifically, it is in this region that 

Mette completely is her true, private and personal self. Therefore, this region is and should not be 

uncovered to her audiences as it also is in this region that she prepares herself for the character she 

performs on her Instagram profile, i.e. her middle region. This performance preparation includes that 

Mette identifies what information she should over-communicate as well as what information she 

should under-communicate in order to accomplish her impression management (Goffman, 1956). 

Hence, it is in Mette’s deep back region that she plans how she can create an impression, or brand 

identity, of her as a relatable human being. Subsequently, she unfolds her plans in her middle region 

where she publicly performs in alignment with the desired character which means that she carries out 

a performance that reflects aspects of her backstage behavior. 

 

Lastly, since a theatrical performance is at play on Mette’s Instagram wherefore her profile can be 

compared with a scene, one might question whether her profile then reflects the forefront region 

(Meyrowitz, 1986). Nevertheless, it is assessed that this is not the case since this region is 

characterized by a high level of formality and most often is present at ceremonial-like events 
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(Meyrowitz, 1986). Consequently, it is argued that this contrasts her Instagram since the previously 

described posts are not assessed to represent a tone that is particularly formal. Yet, they do to a higher 

degree reflect an informal tone since they, among others, show Mette kidding and shouting, with pizza 

and beer sitting casually in an armchair and standing in her window still in her stocking feet. 

 

Thus, as Mette presents herself in a somewhat informal way on her profile, it can be assessed that she 

matches the so to speak etiquette and social expectations of the medium of Instagram (Appendix 2). 

For this reason, it can further be argued that Mette successfully has managed the act of audience 

segregation (Goffman, 1956) as she has tailored her performance to match the audience of Instagram 

that arguably expects to be exposed with a somewhat informal and personal approach on this certain 

medium (Appendix 2). 

5.1.3. “mette” as an Authentic Personal Brand 

Considering the fact that the success of a personal brand, among others, is measured on the degree 

of authenticity (Waller, 2020), it is relevant to look into how Mette strengthens her personal brand on 

Instagram with the use of authenticity by appearing genuine, real and unstaged. 

 

Despite the fact that the execution of contextual social cues is more limited in digital communication 

than in physical face-to-face communication (Enli, 2015), it is argued that Mette still manages to 

include these on her Instagram to a certain extent. Specifically, she posts pictures and videos of herself 

from which the audience can sense her non-verbal signals via her facial expressions, looks and body 

language. This is for instance seen in many of her selfies in which she smiles (mette, 2020; mette, 

2020b), looks worried and serious (mette, 2021g; mette, 2020e) or in the live Q&A where she shows 

facial expressions and body language in movement (Appendix 11). However, to support these cues, 

Mette arguably makes use of various illusions to create a feeling of authenticity (Enli, 2015). Thus, 

these next sections will look into which authenticity illusions Mette uses on Instagram in order to 

brand herself as sincere and trustworthy. 

 

One authenticity illusion that Mette arguably is seen using is authenticating feelings as she in the 

majority of her posts includes a various range of emojis (mette, n.d.). One of the emojis that is seen in 

several of her posts is the yellow winking emoji. She uses this emoji, among other places, in the two 

posts that concern her lunch with mackerel (Appendix 7; mette, 2021d). It can be assessed that she 

uses this specific emoji to indicate that the captions are written with a sense of humor. Arguably, there 

is also irony included in the text of one of these posts as she writes “here we go again” (mette, 2021d) 
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which could be read as a negative statement, however, with the use of the winking emoji, Mette 

indicates that it is intended ironically. 

 

Also, the emoji illustration of the Danish flag can be seen repeatedly in Mette’s posts. For instance, 

when she congratulates the Danish handball team with the World Men’s Handball Championship 

(mette, 2021a) or Thomas Vinterberg and Mikkel E.G. Nielsen with their Oscar statuettes (mette, 

2021h) or writes about good Danish rye bread with mackerel (mette, 2021d), she includes the Danish 

flag in the text captions. In these examples, Mette arguably uses this specific flag emoji to indicate and 

create a feeling of being proud to be Danish and love for the Danish country, people and artefacts. 

Thus, it can be argued that Mette makes use of emojis as a method of encoding the message as she 

tries to manage how it is read and interpreted (Hall, 1973). In addition, it can also be argued that her 

use of emojis is a way for Mette to help avoid misunderstandings as she provides these cues to indicate 

how the audience should decode her message (Enli, 2015). 

 

Another illusion that Mette arguably uses is self-presentation. Most politicians do not make their own 

SoMe posts (Enli, 2016) and it is assumed that neither does Mette considering the, so to speak, intense 

effort on her Instagram which she most likely would not have the time to manage while also being 

prime minister. However, it is essential for politicians to indicate that it is themselves that make their 

posts in order to be authentic (Enli, 2016). Whereas Barack Obama made use of a particular signature 

in his posts (Enli, 2016), it can be argued that Mette’s use of selfies can be viewed as a way to indicate 

a signature and thus signal self-presentation. With a post illustrating a selfie of Mette, the audience 

arguably gets an indication that Mette took the picture herself for the specific post and that she thus 

is the practical sender of the message. In this regard, it should also be noted that the majority of the 

posts on Mette’s Instagram show a selfie or picture of her (mette, n.d.) which arguably creates a 

feeling of her being the one updating and managing the Instagram account. As it is assessed to be 

quite personal to take a selfie, selfies arguably also provide a feeling of Mette being present as she 

with these can indicate that she is behind the account which can help her avoid criticism for not being 

authentic (Enli, 2016). 

 

The illusion of self-presentation can beneficially be supported by the use of the illusion of self-

disclosure which is disclosure of intimate information and one's identity (Enli, 2015). It can be argued 

that Mette does not disclose any deep intimate information about her private life as she does not 

share information about e.g. family conflicts or sexual encounters. However, she discloses information 

about personal relationships with her family members which can be seen as rather intimate, especially 
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when considering her quite formal and high-profiled position as prime minister. These posts about her 

personal relationships are seen, among others, when Mette shared a picture of her together with her 

father with an arguably quite personal caption where she sends him a birthday greeting (mette, 2021i). 

In the greeting, Mette comments on how her father has always supported her and how he took good 

care of her mother during a long period of illness which can be assessed to be rather intimate 

information about her private family life. 

 

Also, a post from June last year can be argued to be an example of Mette using self-disclosure as she 

shared a picture with her fiancé in what looks like a private vacation setting (mette, 2020f). Together 

with the picture, a caption is added regarding how excited Mette is to marry Bo, her fiancé. Even 

though she also comments on her job as prime minister in this post, it can be argued that its main 

message concerns her love for Bo which is assessed to be quite personal and intimate. This self-

disclosure illusion can, regardless of the sincerity behind the post, help establish trust between Mette 

and her audience. Thus, the effect of the disclosure depends on whether the audience perceives the 

post as honest and trustworthy as such perception could make the audience engage emotionally in 

the post (Enli, 2015). 

 

The degree of Mette’s authenticity might also be supported by the illusion of spontaneity. This illusion 

relates to, similarly to self-presentation and self-disclosure, the posting of images and captions from 

the private arena (Enli, 2016). However, the spontaneity illusion relates specifically to the spontaneous 

and unscripted approach (Enli, 2016) which Mette arguably utilizes as well. This can for instance be 

seen in a video Mette posted in connection with the World Championships in handball where Mette 

is seen jumping and cheering when the Danish team wins the match (mette, 2021f). It is assumed that 

this video is filmed in Mette’s living room and with a “fly on the wall” filming style where Mette 

appears to be unaware of the camera as she in the beginning of the video is completely focused on 

the game on the TV and therefore does not look into the camera (mette, 2021f). This illusion makes 

Mette’s reaction look like a sincere and spontaneous response to the winning outcome which arguably 

reflects her as honest and innocent (Enli, 2016). Whether she actually is unaware of the video being 

filmed cannot be determined, however, as long as the viewing audience thinks it is spontaneous, this 

is what matters for the authenticity of Mette (Enli, 2016). 

 

However, it is assessed that only few other examples of the spontaneity illusion can be found on 

Mette’s Instagram. As previously mentioned, a large majority of the pictures on Mette’s Instagram 

show selfies or pictures of herself in which she looks directly into the camera (mette, n.d.). Therefore, 
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these photos do not appear spontaneous and natural but arguably rather arranged since it can be 

assumed that when she looks directly into the camera, she is also aware of the picture being taken. 

Thus, it can be argued that the spontaneity illusion is reflected on her Instagram, however, to a 

somewhat limited extent. 

 

Mette arguably also uses support from networks to create an authentic brand identity. As Enli (2015) 

suggests, support from networks can exist in a form of qualitative and quantitative credibility, 

respectively. An example of qualitative credibility concerns how several other politicians, such as Lea 

Wermelin (mette, 2021j) and Jakob Ellemann-Jensen (mette, 2021k), are displayed in Mette’s posts. 

By posting pictures of herself alongside other politicians, Mette arguably reflects that these politicians 

support her and that they in some way verify her despite some of them having other political beliefs 

than her as they represent other political parties. 

 

In addition to support from other politicians, it can be argued that Mette also creates authenticity by 

showcasing support from young and influential youtubers. In the live Q&A that Mette did on her 

Instagram, she invited three young youtubers to participate (Appendix 11) who all are argued to be 

rather popular as they have 401,000, 103,000 and 30,000 youtube subscribers, respectively (Youtube, 

n.d. a; Youtube, n.d. b; Youtube, n.d. c). As these three youtubers participate on Mette’s Instagram, it 

can be argued that they in some way showed their support to Mette. In addition, the youtubers and 

Mette appear friendly and quite familiar with one another in this Q&A which arguably gives Mette a 

seal of approval to a certain extent. Also, as the youtubers ask Mette questions from their own 

followers (Appendix 11), it can be assumed that the youtubers prior to their participation had shared 

with their own networks that they would participate in the session. Thus, not only Mette displays her 

relation to the youtubers, but the youtubers also display their relation to Mette on their own channels. 

Hence, despite the fact that the people appearing on Mettes Instagram, here among the 

aforementioned politicians and youtubers, do not directly express that they support her, their mere 

presence on her profile can arguably provide Mette’s audience with such perception. This type of 

support from other influential people arguably gives Mette qualitative credibility (Enli, 2015). 

 

Additionally, it can be argued that Mette obtains quantitative credibility as she on all of her Instagram 

posts (mette, nd.) receives a large amount of likes from other Instagram users (Enli, 2015). The number 

of likes on Mette’s posts within the last year has spanned broadly from approx. 5,000 likes on the least 

liked post to 39,000 likes on the most liked post (mette, 2021l; mette, 2020g). Arguably, 5,000 likes 

might not appear as overwhelming, yet, it is assessed that everything between 15,000 to 39,000 likes 
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represents a great amount of likes. The action of liking is a way for people to show their support to 

the message or picture of the post or the person sharing it (Chandler & Munday, 2016a). Thus, it can 

be argued that the support Mette obtains through likes from other Instagram users represents more 

of a direct support which contrasts the qualitative support she receives through posting pictures or 

videos of her together with other influential people as their intended support cannot be determined. 

 

Another way Mette obtains quantitative support is through the number of her followers as following 

an Instagram account can be seen as a way of supporting the person behind it. The mette account has 

393,000 followers (mette, n.d.) which can be assessed as a great amount in a country with 5,800,000 

inhabitants (Danmarks Statistik, 2019). However, this kind of support through followers might not 

necessarily represent direct support either as it can be assessed that some people merely follow 

Mette’s account to stay informed on the political situation in Denmark. However, whether the support 

from the people participating on, liking or following Mette’s Instagram in fact do support her is 

arguably less important when looking at authenticity. This is due to the fact that authenticity benefits 

from the looks of support and not necessarily the actual support (Enli, 2015). Arguably, the support 

from other people can give Mette a more authentic brand identity as her Instagram, and thus her 

personal brand, is backed up by either many people or other influential people which consequently 

can serve as a verifying factor. 

 

Furthermore, Enli (2015) suggests that authenticity can be created via genre conventions. When Mette 

shares a post on Instagram, the related picture is arguably often in the spirit of and similar to most of 

the content on Instagram where, among others, selfies frequently are shared (Jerslev & Mortensen, 

2015). As previously mentioned, a great part of the pictures Mette shares are of selfies (mette, n.d.) 

and as these match with what is normally posted on Instagram (Appendix 2), Mette’s posts might be 

perceived more real and authentic - just because she follows the genre of the medium, namely 

Instagram in this case (Enli, 2015). According to Enli (2015), this will make the audience have 

confidence in Mette’s posts regardless of the message as the genre convention makes the posts seem 

real and authentic. 

 

The last authenticity illusion to touch upon is symbolic authenticity. According to Enli (2016), Mette 

can create an authentic brand partly by having an Instagram profile which she appears to be in control 

of instead of using the Instagram profile of her party Socialdemokratiet. As Mette uses her own 

account, she is arguably more authentic as she by doing so indicates that she as a private person wants 
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to be involved in the networked communication of sharing and participation that influence society 

(Enli, 2016). 

 

Consequently, these above-mentioned illusions are arguably used to underline the sincerity and 

trustworthiness of Mette which can benefit her personal brand. It can be argued that these illusions 

to some extent all are interconnected as it is essential for Mette to appear authentic in various 

different parameters. Ultimately, this can help Mette avoid being perceived as egocentric and selfish 

and at the same time help her to meet the increasing demand for the authentic and hereunder the 

genuine, the real and the unstaged (Enli, 2016). 

 

However, whether Mette’s brand identity actually is perceived as authentic depends on the 

authenticity contract between Mette and her audience as the implicit understanding of the illusions 

is essential for Mette’s authenticity (Enli, 2015). The authenticity contract as well as the possible 

authenticity puzzle and scandal, respectively, will be examined later in the thesis where we will look 

at the subject from the view of the Gen Z informants. 

5.1.4. Sub-Conclusion  

In the above analysis, we applied theory on personal branding (Waller, 2020; Grzesiak, 2018), the 

performing self (Goffman, 1956; Meyrowitz, 1986)) and authenticity (Enli, 2015; Enli, 2016) in order 

to analyze how Mette creates a brand identity on her Instagram profile. 

 

First, we found that Mette creates a brand identity on her Instagram that reflects her as a relatable 

human being. Mette arguably approaches this by displaying and creating trust in her private character 

as this arguably can be transferred to her brand identity and thus, also her as a politician. More 

specifically, Mette creates this brand identity by making use of self-disclosure as she displays her 

personal values and normal life with family, friends and everyday activities. Further, we found that 

Mette’s use of the account name “mette” is a strategic choice in order to appear as a common person 

which supports her overall brand identity of a relatable human being. Yet, the blue verification tag 

after her account name indicates its belonging to a public person which ultimately rejects that the 

account belongs to a common person. Further, Mette’s use of selfies was identified as a form of 

personal logo which can make it easier for the audience to distinguish Mette’s brand from others, 

create a bond with her as well as give the impression that it in fact is her who is behind the account 

and not another person or PR bureau. The personality characteristics of Mette’s brand identity 

showed to be patriotic, family and friends focused, humorous and ordinary which were considered 

characteristics many people can recognize and find appealing. 
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Further, with the use of theory from Goffman and Meyrowitz, we found that Mette’s Instagram could 

be viewed with a dramaturgical perspective as it reflects social interaction. Hence, we compared her 

profile with a theater scene where Mette is the performer and the audience is the people viewing her 

content. On this scene, we found that Mette exposes personal behaviors, such as kidding and shouting 

and being with her husband, yet, to that of a public audience why we found that both frontstage and 

backstage aspects appear on her profile. As a result of this, we argued that Mette uses her middle 

region to create an impression among her audience that reflects her brand identity as a relatable 

human being. Specifically, it was found that she approaches this impression management by 

incorporating aspects of the personal “backstage-Mette” to her public profile, her frontstage, to use 

them as stage props. 

 

In addition, the analysis showed that Mette utilizes various illusions on her Instagram in order for her 

to appear authentic and sincere which ultimately strengthens the creation of her brand identity. Mette 

approaches this by, for instance, showing other influential people’s support to her, showcasing her 

personal sides and inviting the audience to see behind the scenes. Whether the illusions are effective 

in making Mette’s brand identity appear authentic demands for the audience’s insights and opinions 

wherefore it cannot be determined at this point. 

5.2. Empirical Analysis 

In the above, it has on a theoretical level been analyzed how Mette creates a brand identity on her 

Instagram profile through the use of self-disclosure. As a personal brand depends on a related image 

(Waller, 2020), we will now analyze how our Gen Z informants perceive this brand identity of Mette 

to identify their overarching brand image of her. In addition, the image of Mette can be an indication 

of the informants’ brand associations with her (Waller, 2020). Specifically, this was the fourth aspect 

mentioned in the previous analysis of Mette’s brand identity that we now have the opportunity to 

explore. Thus, we will in this part of the analysis move on to take an empirical approach that solely 

will be based on our qualitative in-depth interviews with the Gen Z informants. Last, when we have 

reached our empirical findings, we will connect these with the theories of theatrical performance 

(Goffman, 1956; Meyrowitz, 1986) and authenticity (Enli, 2015; Enli, 2016) which we also used to 

explore Mette’s brand identity. 

 

As also stated in our methodology section, the analysis of our informants’ brand image is thematic 

(Braun & Clarke, 2006) as we carefully have explored our transcriptions from the interviews with the 
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Gen Z informants in order to identify the themes that most prominently reflect their brand image of 

Mette’s brand identity. In total, we have identified six themes which we interpret to show patterned 

meanings on the subject. With the hermeneutic approach of the thesis, it is vital to emphasize how 

each of the identified themes have in common that they are built on the understandings of the Gen Z 

informants, yet, the interpretation of us, the researchers, has likewise played a role during the 

interviews as well as the identification process (Juul, 2012a). 

 

In the below, we will introduce each of the themes. In addition, we will explore how they reflect the 

central perceptions that make up the Gen Z informants’ brand image of Mette’s brand identity. 

Further, we will thoroughly analyze how the informants’ understandings contribute to the theme in 

question. This implies that in each of the theme analyses, we will include comments made by the 

informants that we perceive to be relevant for the specific theme. Further, we will provide our 

interpretation of the meanings expressed by the informants. Finally, when we have explored each of 

the six themes, we will be able to analyze what characterizes the Gen Z informants’ overarching brand 

image of Mette’s brand identity. 

 

Prior to the analysis, it is essential to re-emphasize how our paper is limited to solely focus on the 

personal part of Mette’s Instagram. However, we consider it perceptive to point out how we, in a few 

cases, also will include perspectives on Mette as prime minister to adequately explore some of the 

themes. Yet, we do not consider this to be an inadequacy since Mette’s official profession after all 

cannot be denied wherefore it arguably is natural that some of the informants cannot comment on 

Mette’s personal content without also including her role as prime minister. 

 

5.2.1. Human Being  

The first theme that we identified from the interviews as an aspect of the Gen Z informants’ perception 

of Mette’s brand identity is what we refer to as human being. This theme is based on words and 

descriptions mentioned several times by the informants, hereunder human, personal, behind the 

scenes, down to earth and humble (Appendix 3; 4; 5). It is argued that the informants’ descriptions and 

meanings of these perceptions form a brand image of Mette as human being which we in the following 

sections will elaborate further on. 

 

All of the six Gen Z informants mention Mette as human when describing how she appears on her 

Instagram (Appendix 3; 4; 5). Hakan expresses in the focus group that Mette’s Instagram reflects her 

as “a human and not just a machine” (Appendix 3, l. 166) and points out that Mette in the live Q&A 
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makes jokes so that she does not appear superior. In addition, Maria points out that during the corona 

pandemic, Mette has been the angry and strict person in the front but “with these pictures (red. on 

Instagram), you get an impression that she is also just a human who likes mackerel, takes selfies and 

is out for walks” (Appendix 3, l. 263-264). This is also backed up by Simone’s statement as she 

expresses the following about Mette; “she is the prime minister, but she is also just a human being like 

everyone else and she goes through all these everyday things like the rest of us” (Appendix 4, l. 98-99). 

Sofie specifically points out that she thinks it is pleasant to see Mette watch Eurovision and act as a 

regular human being (Appendix 5). Also, Jacob expresses that “it is cool to see that she can also be like 

that – human. It is for sure something that separates her from many people, I think” (Appendix 3, l. 

226-227). 

 

It is our interpretation that these above-mentioned statements indicate that even though one usually 

only sees Mette as prime minister in official contexts, her Instagram reflects that she also has a human 

side. Additionally, Jacob’s comment that is stated above, indicates that Mette is quite unique in this 

way. Ultimately, human being is arguably something that the majority of the informants thought of 

when looking at Mette’s Instagram profile. Also, considering that the above statements merely 

represent a selection of many, it indicates that this understanding of Mette’s brand is quite strong. 

The description of Mette as human naturally goes well with this stated theme, human being, as they 

almost have the same wordings and are interpreted to carry the same meanings. 

 

Further, several of the informants emphasize that they perceive Mette as personal and showing 

herself behind the scenes. Julie explains that since we are led behind Mette’s façade, we get to know 

her a bit instead of just seeing her talk about politics. To this, Julie also points out that “now we can 

see her more personal side” (Appendix 3, l. 216-2017). Similarly, Simone expresses “I can see the idea 

in why she does it and that she shares quite a lot of aspects of her daily life and I feel like this gives her 

a personal touch” (Appendix 4, l. 97-98). Later in the interview, Simone adds that Mette is good at 

bringing out her personal aspects as “she can talk feelings and put herself in our place” (Appendix 4, l. 

141-142). In addition, Sofie also comments, several times, on the personal aspects that she thinks 

Mette’s Instagram reflects (Appendix 5). 

Even though not all of the informants express this certain perception of Mette’s Instagram, it can still 

be argued to be relevant since it is emphasized by half of the informants in the interviews. As 

researchers, we argue that Mette displaying self-disclosure is what makes her appear as a normal 

human being since the audience hence gets to know the person behind the official title. Thus, we 

argue that the description of Mette as personal supports the overall theme, human being, quite well. 
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Down to earth is another description that the informants use in relation to Mette. Specifically, Jacob 

points out that “she in some way appears more open or at least more down to earth than what you 

would expect from a prime minister” (Appendix 3, l. 162-163) which indicates that this down to earth 

characteristic is out of the ordinary for a person like Mette. Simone expresses that she could imagine 

Mette being an empathetic and quiet person because she “is good at slowing down in a way and 

meeting us at eye level” (Appendix 4, l. 279-280). Thus, it can be argued that Mette’s ability to slow 

down results in how she generally is seen as a good person. The description as down to earth is also 

supported by Sofie who directly says that she views Mette as down to earth (Appendix 5).  

 

Additionally, humble is another word the informants use to describe Mette. Maria explains that she 

perceives Mette as authoritarian, but also humble, after which Maria acknowledges the contrast 

between these two adjectives (Appendix 3). This contrast indicates that there might be two sides of 

Mette, in this context in the live Q&A, where one of the sides is Mette as a humble person. Also, Hakan 

expresses directly that Mette “appears humble and human” (Appendix 3, l. 377). Another aspect we 

interpret to support this description of Mette as being humble is when Sofie expresses how Mette’s 

Instagram indicates her as vulnerable when she shares her personal life during the corona pandemic 

and the many challenges that are related to it (Appendix 5). As we interpret that being humble relates 

to not being selfish nor thinking with great importance of oneself, it is viewed that Sofie’s description 

of Mette as vulnerable supports this humbleness the other informants describe her with as Sofie 

hereby indicates that Mette does not just show how strong and powerful she is. 

 

We interpret that these descriptions of Mette as down to earth and humble are traits of Mette’s 

perceived personality on her Instagram. In this relation, we assess that personality traits in general are 

what makes a person, or Mette, appear human rather than just a name. Thus, we argue that these 

descriptions of Mette all refer to Mette appearing as a normal human being where the informants 

take notice of her personal side where she lets people into her personal life and presents herself as 

down to earth and humble. 

However, it should be noted that the informants’ perception of this human being aspect of Mette’s 

brand identity is not only presented positively. Several of the informants also express confusion about 

this characteristic (Appendix 3; 4; 5). Nevertheless, these interpretations will be further explored in 

the fifth theme called two-sided. 
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In addition, several of the informants also express their more negative suspicion upon this reflection 

of Mette as human being and suggest that she might have a hidden agenda behind appearing as a 

human being (Appendix 3; 4; 5). However, this suspicion will be further explored in the sixth theme 

called hidden agenda.  

5.2.2. Equals  

The second theme we have identified to be prominent in how the informants perceive Mette’s brand 

identity we have chosen to title equals. This theme, as indicated in its title, refers to how Mette 

appears as an equal to her audience on Instagram. Further, the theme covers the meanings that the 

informants present with the words relatable, at eye level and short distance (Appendix 3; 4; 5). These 

three related meanings of Mette will be elaborated on in the following sections and further, we will 

show our interpretation of how these certain meanings fit into the overall theme, equals. 

Initiating with the description of Mette as relatable, four of the informants point this out in the 

interviews. For instance, Jacob expresses “I think it is nice to see that she posts something that is 

relatable, that is for sure the way one should use Instagram” (Appendix 3, l. 223-224) and thus, we 

interpret that he with this saying indicates his positive attitude towards Mette being relatable. 

Additionally, Simone says that she thinks that a lot of people find politics boring but once it is 

communicated at eye level, people can more easily relate to it (Appendix 4). Similarly, Sofie notes that 

Mette tries to be ““young with the young people” and to appear fun and in a youthful light, so that 

you can relate to her” (Appendix 5, l. 133-134) which Sofie exemplifies by pointing out how Mette talks 

about being a Brøndby fan and taking snuff. We interpret that this represents a rather negative 

attitude towards Mette’s attempt to be young with the young people, however, Sofie further 

elaborates on it when she states “in general I would think that it was pretty cool that she did something 

a bit different (red. than what politicians would do traditionally) because one can better relate via a 

media as Instagram instead of a newspaper” (Appendix 5, l. 140-142). 

 

It is our interpretation that also Hakan agrees with Mette as relatable since he states, “when we talk 

about politics I guess it is a lot about mirroring and I think that she then wants to display her private 

sides on Instagram (…)” (Appendix 3, l. 230-232). However, he goes on to explain that he himself does 

not believe this private side of Mette to be true to reality. It can thus be interpreted that he perceives 

Mette as relatable but that he simultaneously believes that this characteristic of her just represents a 

strategic choice. It is assessed that these citations of Mette being relatable supports the theme of 
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equals as once the informants can relate to something she posts, they can arguably also relate to her 

and recognize some of the aspects she makes posts about. It can therefore be assessed that for 

someone to relate to someone else, the two parties must in some ways appear as equals. 

Another way in which some of the informants describe Mette concerns how they perceive her as being 

at eye level with the audience. Among others, Jacob expresses that ”she comes into eye level when she 

is present on the media primarily used by young people” (Appendix 3, l. 314). In addition, Simone points 

out how busy Mette must be, particularly in this time of crisis, and adds “so in this way I think that she 

tries to come down to our level, to the best of her ability” (Appendix 4, l. 118-119). As mentioned 

above, Simone also points out that she thinks people better can relate to Mette’s posts when they are 

at eye level (Appendix 3). Furthermore, Sofie expresses about Mette’s Instagram; “like we talked about 

before, that it is at eye level. It is a bit more accessible in some way” (Appendix 5, 173-174). 

 

Sofie and Maria, respectively, also comment on how Mette is at eye level. Specifically, they mention 

that Mette uses few formal expressions and speaks and writes in a more youthful way that is 

understandable for all target groups (Appendix 3; 5). Since the informants describe Mette’s 

communication in this particular way, it can be interpreted that they indirectly indicate that Mette is 

at eye level with her audience. Being at eye level is perceived to be another way of saying that two 

people are equals since being at the same level can be assessed as equivalent to being at equal levels. 

Thus, this description of Mette at eye level is included in this theme named equals. In particular, the 

description of Mette at eye level is assessed to support the theme well due to the connection between 

being at eye level and being relatable which Simone also directly points out in the interview (Appendix 

3). 

 

The last aspect included in this theme is distance. Some of the informants express how the distance 

between Mette and the audience is made shorter because of her Instagram. Specifically, Julie says “I 

think that you get closer to her because you can see a little bit about who she is. (…) I actually think it 

is fine that I am able to get closer to her” (Appendix 3, l. 350-342). Further, this perception is backed 

up by Hakan who comments “I am probably getting closer to her privately, whether I like it or not. But 

not politically and I think that is important to hold on to” (Appendix 3, l. 353-354). The last informant 

that directly comments on the short distance to Mette is Sofie. Particularly, she says that she 

understands why people feel like there is a shorter distance to Mette because her personal posts make 

you feel like you are friends with her after which Sofie adds that “the distance between oneself and a 

prime minister suddenly becomes very short, where it previously has been something completely 



 

78 
 

different where one probably considered a head of state as a stranger and formal person” (Appendix 

5, l. 192-194). 

 

It is our interpretation that the informant Julie expresses a positive attitude towards the short distance 

to Mette as she, as also stated in an above-mentioned citation, says that it is fine (Appendix 3). On the 

other hand, Hakan indicates a more sceptical attitude to the distance as he presents it as an 

unavoidable thing (Appendix 3). Thus, these mentioned informants agree on the short distance, 

however, whether it is good or bad is interpreted to be debatable. Based on these citations, we assess 

that there is a perception of Mette being within a short distance which seems to be a result of her 

presence on Instagram where she makes use of self-disclosure. Further, we interpret that the 

perception of this short distance supports this theme of equals as it makes the informants come closer 

to Mette and vice versa. 

5.2.3. Powerful 

The third theme identified is a perception of Mette on Instagram as powerful. This theme relates to 

how we as researchers interpret that the informants perceive Mette as being powerful in her online 

presence. The informants’ descriptions that are used to form the basis of this theme comprise the 

adjectives brave, strong and authoritarian. However, this connection will be further elaborated on 

below when we will explore the informants’ various comments. 

 

Our interviews show that some of the informants perceive Mette as being brave. The informants point 

out this perception when they are exposed to the live Q&A that Mette did with three young youtubers. 

Maria is one of the informants who directly links this description to Mette as she says “I think it is 

brave. She knows that she will be exposed to all kinds of questions, both justified and not justified. She 

has no defense or something she can hide behind ” (Appendix 3, l. 157-158). It is our understanding 

that this comment indicates that Maria views Mette as brave as she in the Q&A exposes herself 

without anyone to help her answer the received questions or someone to consult with before 

answering them. This is further backed up by Julie who states a similar understanding as she adds “I 

think it is very brave and I think that she is very confident in what she says” (Appendix 3, l. 179). We 

interpret that this perception of Mette as brave taps well into the theme of Mette as powerful. To 

clarify, we perceive that to be powerful, among others, indicates to be a brave person who is not afraid 

to stand up publicly and talk freely. Hence, the description of Mette as brave is viewed to support this 

powerful theme. 
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Strong is another adjective which the informants use to describe Mette’s self-disclosure on Instagram. 

Sofie in particular stresses this description while she at the same time describes Mette as vulnerable. 

This is seen when Sofie expresses “and strong because she discloses (red. personal information) when 

it is hard. (…) I think that she gains people’s respect because she discloses (red. personal) information 

when it is hard, and you can understand that she also thinks it is hard with all the decisions she must 

make all the time. So strong but vulnerable” (Appendix 5, l. 234-238). We perceive that Sofie with this 

statement indicates that when Mette exposes herself as vulnerable, it results in her being strong as 

well. In addition, Sofie notes that this perception of Mette is a result of her Instagram as Sofie states 

how she would not have thought this of Mette if she had not seen her Instagram (Appendix 5). 

 

Relatively, also Hakan expresses this perception of Mette being strong, however, with a focus on 

Mette’s speech skills (Appendix 3). Specifically, he expresses “I think that Mette is a strong mediator 

and she seems very confident when she speaks and communicates correctly to the right groups” 

(Appendix 3, l. 182-183). This statement arguably has another focus than that of Sofie, however, it is 

assessed that Mette’s speech skills also are a relevant part of her brand why Hakan’s comment is 

included as well. Similar to being brave, we also perceive that being strong is a natural part of being 

powerful. Therefore, also this description of Mette as strong supports this powerful theme. As Mette 

is perceived as being strong, it arguably makes her appear more powerful. 

Considering the description of Mette as authoritarian, two of the informants express this perception 

(Appendix 3). Maria states this clearly as she notes “I feel like she is very authoritarian, determined” 

(Appendix 3, l. 177). This statement, in particular, refers to Mette’s Q&A session. Further, Hakan 

expresses that he does not think that Mette having an Instagram profile and running it the way that 

she does weakens her authority as prime minister (Appendix 3). Even though this statement does not 

directly indicate that he perceives Mette as authoritarian because of her Instagram, it can be argued 

that he, before seeing her posts, found her authoritarian, considering the framing he uses and that 

her Instagram does not weaken this perception. We include this description of authoritarian in the 

powerful theme as we assess that being authoritarian can create respect and also fits with a person 

who has the power to make decisions for an entire country. 

5.2.4. Informal 

The fourth central theme that we have identified from the empirical studies is informal. As the title 

indicates, this theme concerns how we have interpreted that several of the interviewees perceive 

Mette as informal on her Instagram profile. Particularly, this is identified on the basis of how the 

informants use the following adjectives when they describe Mette; not prime minister like, ”grinern”, 
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fun, not professional, matching the medium and weird (Appendix 3; 4; 5). When interpreting the 

contexts that these adjectives act in, it is assessed that the adjective of informal overarchingly 

embraces the principal content of the informants’ related understandings. Hence, this has resulted in 

the title of this theme. Nevertheless, the individual meanings of the interpretations that the above-

mentioned adjectives appear in will be elaborated on in the below. 

 

Starting out with considering not prime minister like, three of the informants arguably emphasize this. 

Specifically, Simone says that “it is not very prime minister like because now she was seen telling about 

when she was together with her friends” (Appendix 4, l. 159-160) and shortly after she emphasizes this 

statement by saying, “she is good at coming down to earth again and not be Prime Minister Mette” 

(Appendix 4 l. 162-163). In addition, Julie mentions that if she came across Mette’s Instagram and was 

not aware of who she was, she would not think that Mette was prime minister (Appendix 3). Further, 

Hakan mentions that he cannot believe that every third picture on Mette’s Instagram is a selfie of her 

after which he emphasizes that he thinks this is very unnecessary (Appendix 3). With this statement, 

Hakan does not directly say that Mette is “not prime minister like”. However, when he uses the word 

unnecessary about Mette’s selfie posts, we interpret that he believes that such activity does not 

belong to a prime minister why he indirectly says she is not very prime minister like. In essence, it is 

assessed that the above stances cover that the mentioned informants perceive Mette as informal 

since they view her as not prime minister like. This is interpreted on the basis of the assumption that 

the opposite adjective formal normally would be linked to, among others, one who was prime minister 

like. 

 

Next, when the informants describe their perception of Mette, five of them make use of the Danish 

adjective grinern. As there cannot be found an adequate English translation of grinern, we will keep 

this word as is, yet, it can arguably be compared with a slang version of fun. As for the focus group, all 

of the informants connect Mette and her content on Instagram with being grinern. Among others, 

Hakan says, “I think I gave her a like as I thought it was grinern” when he talks about the photo of 

Mette cleaning windows (Appendix 3, l. 147-148). Additionally, Maria comments “I would maybe check 

out her profile once in a while to stay updated, primarily on her grinern content” (Appendix 3, l. 427-

428). It is relevant to stress that how all of the focus group informants connect Mette’s Instagram with 

the adjective grinern might be a result of how their understandings mutually have been affected by 

those of the other informants. Yet, also Simone from one of the in-depth interviews says that she 

thought it was grinern to see Mette laugh at some fun things in her Q&A session (Appendix 4). 
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Additionally, three of the informants also connect Mette with fun which, as stated above, is an 

adjective that arguably draws parallels with grinern. To illustrate, Simone says in regard to the 

questions asked by the youtubers in the Q&A session “Mette gets caught with her pants down, but 

that is also what makes it fun” (Appendix 4, l. 147-148). Further, besides that Hakan describes Mette’s 

window cleaning-picture as grinern, he also refers to it as being fun (Appendix 3). Also, Sofie  says that 

“it was a lot about her throwing a fun remark here and there” in regard to how Mette acts in the Q&A 

session (Appendix 5, l. 128). Thus, it can be derived that how the informants perceive Mette as fun 

and grinern further supports the theme of Mette as informal. Specifically, this interpretation is based 

on how we as researchers consider that of being fun and grinern as belonging to an informal behavior. 

 

At first, this perception of Mette as “grinern and fun” might seem positively loaded, nevertheless, it 

can be interpreted that it also has a downside. To clarify, four of the informants emphasize that they 

do not consider the way Mette presents herself on Instagram as very professional. For instance, Julie 

says “it does not seem very leader like or professional” when speaking of Mette’s profile in general 

(Appendix 3, l. 370). Also, Jacob emphasizes “I miss a more professional approach” (Appendix 3, l. 192) 

and Sofie stresses that Mette’s Instagram perhaps becomes a bit too unserious and that “Mette could 

use it in a way that was more politically correct or formal” (Appendix 5, l. 95-96). In addition, Maria 

points out that Mette tries to include everyone with an easy-to-understand language to which Maria 

says, “it does not always have to be too professional” (Appendix 3, l. 240). As a result, it can be 

interpreted that these so to speak lower levels of professionalism and formality further can be 

pertinently classified under the theme of informal. 

 

Furthermore, two of the informants emphasize that Mette matches the medium of Instagram. Since 

we as researchers view Instagram as an everyday like medium, which is backed up by the expert 

Robert (Appendix 2), we naturally connect these stances of the informants to the informal theme. 

Specifically, Jacob says “I think it is nice to see that she posts something that is relatable, that is for 

sure the way one should use Instagram” (Appendix 3, l. 223-224). However, right after, he questions 

whether this is actually what he needs from Mette as a prime minister (Appendix 3). Also, Sofie 

stresses “it is cool that she does something different (red. than what politicians would do traditionally) 

which maybe can include more young people on the political wave via a medium they understand and 

know well” (Appendix 5, l. 122-124). Moreover, Simone says in relation to Mette’s Q&A session “she 

starts to talk about snuff which is something many young people talk about” (Appendix 4, l. 160-161). 

Hence, as young people in particular are active on SoMe (Statista, 2020), it is interpreted that Simone 

implicitly says that Mette matches the Instagram medium by talking about a “hot topic” of the youth.  
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Lastly, it is relevant to include how two of the informants, Julie and Jacob, directly emphasize that 

Mette’s post of mackerel is strange. Specifically, Jacob comments “as prime minister, she stands out, 

and it is strange to post this, now she is not an influencer or has Instagram as livelihood” (Appendix 3, 

l. 249-250). Shortly after, Julie says “I think it is strange and mackerel has not really anything to do 

with politics, so I think it is weird” (Appendix 3, l. 259-260). As the informants also point out, that of 

being strange and weird clashes with politics where a more official tone is assessed to be expected. 

Therefore, these stances of Julie and Jacob are viewed to support this specific informal theme. 

5.2.5. Two-sided 

The fifth theme that we have identified is two-sided. This theme covers how we interpret that Mette’s 

self-disclosure on Instagram makes the informants view her as a character with two sides. Specifically, 

this two-sidedness comprises the private Mette seen on Instagram and the professional Mette as 

prime minister which the informants naturally associate her with since it is her official profession. It is 

interpreted that the informants’ understanding of Mette’s two-sided character is split as they both 

express negative and positive stances towards it (Appendix 3; 4; 5). In addition, it is for some of the 

informants difficult to actually distinguish between these two sides of Mette. In the below, we will 

investigate this two-sided theme by exploring relevant understandings of the informants. 

 

To begin with, it is relevant to exemplify how the informants indicate that Mette’s character is two-

sided. In the focus group, Hakan states “there is the professional Mette and then Mette as a human 

being with kids, husband and a home (...). Just because she is a fan of handball, it does not equate that 

I follow her politically. It is two things one should separate” (Appendix 3, l. 277-281). Here, Hakan 

directly says that Mette has two different sides. In addition, Hakan’s stance is agreed with by Jacob as 

he also mentions that one must separate Mette’s two characters why he also acknowledges that 

Mette’s character is two-sided (Appendix 3). Also, this acknowledgement applies to Simone as she 

indicates that the linkage between Mette as prime minister and as a private person can appear 

somewhat strange when she, for instance, shares pictures of her lunch (Appendix 4). In addition, Maria 

says that Mette in some ways can remain a normal Dane through her Instagram. With this comment, 

we interpret that Maria indicates that the medium of Instagram allows Mette to also present her 

normal, personal self as she in her other public affairs has to appear with her professional self. 

Arguably, this also reflects that Maria perceives Mette as having two sides (Appendix 3). 

 

As stated above, the informants view this two-sided character of Mette both positively and negatively. 

Specifically, it is assessed that they all express positive attitudes towards it, yet, to varying degrees 
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(Appendix 3; 4; 5). To illustrate, Julie emphasizes that it is fine and cosy to also see Mette when she is 

at home and not just solely when she is at press conferences since it is important that a prime minister 

also is human like (Appendix 3). Hence, Julie indicates that the character Mette shows on Instagram 

adds positively to the character of Mette as prime minister. In addition, Sofie says “mostly, it seems 

cosy that she also watches Eurovision and is a normal human being” (Appendix 5, l. 75). Hence, with 

this comment, we assess that Sofie also thinks positively of the personal side that is shown on Mette’s 

Instagram. Maria’s positive attitude is expressed when she says that in Denmark, it is important that 

a prime minister can stay true to individual values wherefore it perhaps is vital to have such an 

Instagram profile in our country (Appendix 3). Further, Hakan expresses his positive stance towards 

how Mette shares a personal side on her Instagram when he says it tells a lot about what it involves 

being Danish, Danish culture and Denmark (Appendix 3). Hence, he also indicates that the personal 

Mette character shown on Instagram can add positively to the professional Mette character since she 

as prime minister has to represent the country of Denmark. 

 

On the other hand, three informants also express more negative views towards this two-sided 

character of Mette. Particularly, Jacob states that he misses a prime minister that has a more 

professional, proper approach to Instagram and “who keeps the cards close to the chest, while still 

being transparent, as a prime minister neither should hide something” (Appendix 3, l. 256-257). Thus, 

he indicates that he thinks Mette’s self-disclosure on her Instagram in some ways clashes with her 

other character as prime minister. 

 

In like manner, Sofie points out that when Mette shows her personal side on Instagram, it eventually 

causes the traditional distance one has to a head of state to somewhat disappear which Sofie thinks 

can create unbalance in the relationship with Mette as prime minister (Appendix 5). Since we view the 

word unbalance to be negative in this context, we interpret that Sofie here expresses a somewhat 

negative stance towards Mette’s two-sidedness. Also, it is relevant to include how Hakan comments 

“it was almost a bit provocative” (Appendix 3, l. 293-294) when he talks about Mette’s posture in her 

window cleaning-picture. As we link provocative with negative connotations, it is assessed that Hakan 

with this comment shows how he thinks there are limits to what a prime minister can actually share 

publicly and that a picture of Mette in her window still is beyond what he considers to be appropriate. 

Thus, it is our understanding that Hakan in this example indicates that Mette’s personal side on her 

Instagram negatively affects her professional side. 
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Last, it is essential to explore how this two-sidedness of Mette arguably creates confusion among four 

of the informants as they think it is difficult to distinguish between the two sides. In a direct manner 

Simone says “I think that it perhaps creates some confusion in what the message is”  when she refers 

to how Mette has two sides (Appendix 4, l. 112). Furthermore, we also interpret that Jacob struggles 

to distinguish between Mette’s two characters as he says he is divided about whether it is for the 

better or for the worse that she shows a personal side of herself on Instagram (Appendix 3). In 

addition, he demonstrates this when he states he thinks it is cool to share private content when being 

a public person but not necessarily when being prime minister (Appendix 3). Moreover, it is our 

understanding that this distinction of Mette’s character is difficult for Hakan as well. This is based on 

how he emphasizes that he cannot deny that Mette’s Instagram brings him closer to her personally 

but that this will cause him to think of mackerel and window cleaning the next time he sees Mette on 

TV (Appendix 3). In addition, it seems that Sofie is somewhat puzzled as she shows conflicting views 

towards Mette’s two characters. Specifically, Sofie mentions she thinks it is fine that Mette can meet 

people at eye level with her personal side on Instagram, yet, shortly after, Sofie voices her comment, 

as also described above, on how it too can create an unbalanced relationship to Mette as prime 

minister (Appendix 5). 

5.2.6. Hidden Agenda 

The sixth and last theme that has been identified has been named hidden agenda. Specifically, this 

theme deals with how the informants, in one way or another, indicate that they suspect that Mette 

has a hidden agenda behind her sharing of self-disclosure on Instagram. In particular, this has been 

interpreted on the basis of how the informants, among others, use the following words when they 

discuss their perception of Mette; unfair, fake, unreal, bullshit, political agenda, tactic choice and 

planned (Appendix 3; 4; 5). Below, we will explore the contexts that these keywords appear in. Hence, 

it will be possible for us to demonstrate how we interpret that their meanings reflect a suspicion that 

Mette has a hidden agenda with her self-disclosure on Instagram. 

First of all, it is relevant to include that Maria says she thinks there are a lot of clever people behind 

Mette’s Instagram who carefully plan everything she shares (Appendix 3). In addition, Maria 

comments right after “I am not sure you get a picture of who Mette actually is - but more of what is 

good for her to say and how she should appear” (Appendix 3, l. 219-220). Consequently, it is 

interpreted that Maria suspects an agenda to be hidden behind Mette’s personal content which 

concerns making her appear in a certain way wherefore Maria doubts whether Mette’s Instagram 

shows her real personal side (Appendix 3). This stance Hakan agrees with as he states he neither thinks 

it is the actual Mette one can see on her Instagram. In addition, he says that Mette’s content looks 
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planned and shortly after, he comments “I think it is bullshit, I do not think it is her, I think it is all about 

voters” (Appendix 3, l. 234-235). Thus, we perceive that Hakan thinks there is a hidden agenda behind 

Mette’s personal content since he believes it supports a higher purpose that concerns the politically 

related subject of voters. In fact, Hakan emphasizes this directly as he says “I cannot help thinking 

about the underlying political agenda” when he refers to how Mette appears in her Q&A session 

(Appendix 3, l. 164-165). 

 

Moreover, we assess that this theme of hidden agenda is also reflected in how Jacob perceives Mette’s 

Instagram. Specifically, this is based on how he discloses that he becomes a bit paranoid when he 

cannot help but think about whether there is a greater thought, or perhaps trick, behind Mette’s 

personal content (Appendix 3). In addition, he goes into further details about this point when he quite 

straightforwardly says “I think it serves a purpose when she does it, it is not just accidentally” when he 

refers to everytime Mette shares self-disclosure on her profile (Appendix 3, l. 273-274). Thus, it is our 

interpretation that Jacob shares the perception that there is a hidden agenda behind Mette’s personal 

content since he discusses the subject with words such as “trick” and “greater thought” whose 

meanings we interpret to be highly related to this hidden agenda theme. 

 

Considering this theme in regard to Simone, we perceive that she also, somewhat directly, indicates 

that Mette’s Instagram represents a hidden agenda. To specify, Simone states “there is probably a 

political agenda with everything that Mette chooses to post” (Appendix 4, l. 253-254). To this, Simone 

adds that she thinks it, after all, is about politics when it concerns Mette (Appendix 4). By saying so, 

we interpret that Simone perceives that even though Mette shares something personal, there will 

most likely still be a political, or hidden, agenda as she after all is a political character wherefore her 

Instagram also will reflect this despite the outer appearance of the content. 

 

 

In addition, Simone’s views that are explored in the following are perceived relevant to cover 

considering the subject of this theme. Specifically, Simone says she thinks there is someone who 

controls which questions Mette receives in her Q&A session (Appendix 4). Furthermore, Simone 

directs attention to how she could imagine that the specific youtubers Mette has chosen to involve in 

her Q&A represent a tactical choice (Appendix 4). From these stances, we interpret that Simone 

connects a hidden agenda to Mette’s Q&A session since she indicates that she expects that a team 

behind Mette carefully has selected the questions she should answer as well as which young youtubers 

Mette should interact and be seen with, most likely in favour of Mette. 
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Also a fifth informant, namely Sofie, gives the impression that she suspects there is a hidden agenda 

behind how Mette shares self-disclosure on Instagram. To specify, Sofie says that she thinks it has 

political origins when Mette joins the “young fashion” a little too much (Appendix 5). To this 

statement, Sofie adds the following “I feel it is to play on some unfair tangents. I think she very well 

knows what she is doing. That she tries to be “young with the young people” and to appear fun and in 

a youthful light so that you can relate to her. And then the people who are fans of Brøndby think it is a 

bit funny and then they perhaps like her for that reason. Or when she talks about snuff” (Appendix 5, 

l. 130-136). With these comments, Sofie indicates, in fact in a direct manner, that she thinks Mette 

consciously attempts to appear young and fun, by e.g. talking about snuff and football, in order to 

make people, particularly the young people, to like her. In addition, as Sofie emphasizes how she 

thinks this appearance of Mette has political origins, it can be interpreted that Sofie likewise perceives 

that Mette’s personal content has a hidden agenda of a political nature. 

 

To round off this theme, we will include the informant Julie. During the interview, she does not directly 

express that she thinks Mette has a hidden agenda when sharing self-disclosure. Nevertheless, she 

mentions that Instagram allows its users to “fake it” and to have others logging into one’s account 

(Appendix 3). In addition to this, she states that she therefore would prefer to hear about the politics 

of Mette in the television news rather than through Mette’s Instagram since she thinks the former is 

more trustworthy. With this comment, we interpret that Julie also could, however to a lesser extent, 

suspect Mette’s Instagram to have a hidden agenda as Julie is aware that the medium allows Mette 

to “fake it” wherefore  her content might not be trustworthy to the same degree as she considers the 

content of for instance the television news to be. 

 

In addition, Maria agrees with Julie’s preference, since there in the news are people who take a critical 

stance to what Mette says. Thus, we interpret that Maria indicates that the news does not represent 

the same hidden agenda as Mette’s Instagram does (Appendix 3). Considering this, it is relevant to 

include Hakan as he indicates that one easily can get engrossed in this hidden agenda of Mette, 

particularly in her Q&A, since she in this session is good at answering the questions she receives. Thus, 

he states it is important to understand the bigger picture which he exemplifies by saying “one could 

also think of Mette when she is in two-hour interviews and has difficulties in answering questions from, 

for instance, Liberal Alliance” (Appendix 3, l. 186-187). 
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Summary of Themes 

In the above, we have thoroughly analyzed the themes of human being, equals, powerful, informal, 

two-sided and hidden agenda. Specifically, we found that these six themes cover the most prominent 

meanings of the Gen Z informants’ perception of Mette’s brand identity on her Instagram. As an 

audience’s perceptions of a brand identity equates to the brand image (Waller, 2020), we have in the 

above analyzed the themes that make up the informants’ brand image of Mette. Next, we will shortly 

summarize the themes in order to thereafter draw on their most central meanings as this will enable 

us to analyze the informants’ overarching brand image of Mette.  

 

To begin with, the first theme human being demonstrates that the Gen Z informants share how they, 

in one way or another, perceive Mette to appear as a human being on her Instagram. Among others, 

they indicate this by describing her with words such as humble, down to earth and personal which we 

interpret to be related to that of being human. Obviously, it is clear, also for the informants, that Mette 

in actual fact is a human being. Nevertheless, it is assessed they not necessarily would connect a head 

of state with these so to speak warm, humanlike characteristics, yet, it is our understanding that 

Mette’s Instagram makes them do so. The informants view this characteristic of Mette to be cool, 

pleasant and unique, nevertheless, some of them simultaneously consider it more negatively with 

confusion and scepticism which cover the themes two-sided and hidden agenda. 

 

The theme equals includes that Mette’s Instagram makes the informants perceive her as being equals 

with her audience. This theme is identified on the basis of how the informants express that Mette 

presents herself in a way her audience and young people can relate to. Further, the Gen Z informants 

indicate that this makes Mette at eye level with the audience which creates a shorter distance to her. 

In general, this theme is viewed with positive attitudes among the informants. Yet, some of them also 

perceive it to be a tactical choice of Mette why they doubt the trustworthiness of it which covers the 

theme hidden agenda. 

 

The third identified theme concerns how the Gen Z informants view Mette as powerful through her 

Instagram. This is interpreted as the informants describe Mette as brave, strong and authoritarian 

when they are met with the content of her profile. Among others, these descriptive words cover that 

the informants find that it is brave of Mette to answer spontaneous questions and that she appears 

strong when she communicates in a confident way as well as when she shares her personal side during 

times of crisis. 
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Our fourth theme covers that the Gen Z informants perceive Mette as informal on her Instagram 

profile. Among others, the informants use the words grinern, not prime minister like and not 

professional several times about Mette why we identified this specific theme. In short, this theme 

includes that the informants do not connect Mette’s Instagram with that of a prime minister since she 

presents herself in relaxed, personal everyday settings as well as shares content and communicates in 

a way which they think is fun, or “grinern”. Despite the interpretation that the informants view this 

theme positively, some further share that they miss a more professional approach since she is prime 

minister. 

 

The fifth theme two-sided demonstrates how the informants perceive Mette as having two characters, 

professional Mette and personal Mette. The informants view this two-sided character with contrasting 

views; on the one hand, it is positive to also see that a prime minister is human-like and can stay true 

to personal values as this reflects Danish culture. Yet, they simultaneously find that it clashes with 

Mette’s professional role which can unbalance the relationship with her. In addition, some of the 

informants also show confusion towards this two-sidedness as they struggle to distinguish between 

the characters. 

 

The last theme, hidden agenda, is identified on the basis of how the Gen Z informants, among others, 

use unfair, political agenda and tactic choice when describing their perception of Mette. The theme 

includes that the informants indicate their suspicion that Mette has a hidden agenda behind her 

sharing of self-disclosure on Instagram. To specify, they are not sure of the trustworthiness of what 

Mette shares as they believe there might be political motives behind. Hence, they indicate that what 

might appear of a spontaneous and personal nature might in fact be the opposite. 

5.2.7. The Gen Z Informants’ Brand Image of Mette 

In the above, we have briefly summarized the six themes that make up the informants’ perceptions of 

Mette’s brand identity. Additionally, this enables us to now draw on their most central meanings in 

order to analyze what the Gen Z informants’ overarching brand image of Mette is. As each of the 

themes were uniquely identified since we interpreted them to reflect the informants most prominent 

perceptions of Mette’s brand identity, each of the themes do likewise contribute to the informants’ 

more overarching brand image of Mette. 

 

Taking all of the themes into consideration, it shows that the Gen Z informants have an overall brand 

image of Mette’s brand identity that has, so to speak, six parts which include human being, equals, 

powerful, informal, two-sided and hidden agenda, respectively. Additionally, this means that we 



 

89 
 

understand that the informants have a brand image of Mette as an informal human being, who is 

powerful and on equal terms with her audience. Hence, this involves that they perceive her as a strong 

and brave character who simultaneously has more warm human-like characteristics, such as being 

down to earth and humble, and who has a relaxed style which makes her relatable and at eye level. In 

conjunction with this, the informants’ brand image of Mette further includes how they view her as a 

two-sided character that has a hidden agenda. To explain, they perceive that Mette is a character that 

both comprises the professional Mette and the private Mette, yet, they suspect that the professional 

Mette has a hidden, political agenda with sharing self-disclosure on Instagram. 

 

Thus, it can be interpreted that the Gen Z informants’ brand image of Mette includes both positive 

and negative perceptions. On the one hand, they think it is pleasant to see that despite her being a 

head of state, she is also a woman with human-like characteristics. In particular, the informants 

perceive this facet to be important when possessing such a central position and further, they view 

that it reflects that of being Danish. Moreover, the Gen Z informants view it positively that Mette 

humbly and informally can meet her audience at eye level as it makes it easier to relate to her. Yet, on 

the other hand, the informants likewise perceive that these aforementioned characteristics and facets 

can unbalance their relationship with Mette negatively since she after all is prime minister why they 

question whether this appearance actually is what they need from her. In addition, the informants 

view it can be difficult to distinguish between Mette’s two characters which can cause confusion about 

her message. Last, Mette further makes the informants doubt whether it is the real, personal Mette 

they are exposed to on Instagram or just a character that stems from a tactical, political agenda of the 

professional Mette. 

 

To round off this analysis, it is vital to highlight the influence of the scientific theoretical framework of 

the thesis. Specifically, the hermeneutic paradigm entails how the above-stated brand image is an 

outcome of the life worlds of the Gen Z informants as well our, the researchers’, preunderstandings 

on the subject. Hence, as hermeneutic, qualitative researchers, we will not be able to introduce this 

brand image as statistically representative of the Gen Z population in Denmark (Kvale, 2007). 

Nevertheless, we perceive that the concept of analytical generalization is relevant to our study (Kvale, 

2007). 

 

Specifically, we judge that the meanings represented in each of the six themes, that cooperatively 

form this above-stated brand image, to some extent could be indicative of how other Gen Z’ers 

perceive Mette’s brand identity. We assess this judgement to be reasoned as the majority of our 
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informants tapped into each of the six themes in one way or another. Yet, it should be mentioned that 

when describing Mette within these themes, they did not use the exact same wordings, nevertheless, 

their descriptions were still interpreted to represent the meanings of each of the themes. Therefore, 

through analytical generalization, we assess that the identified brand image to a certain degree could 

have potential to be reasoned to apply to a part of the Gen Z population, namely those aged 16-23 

years-old with occupation as student. Hence, this implies that we assess that a somewhat similar brand 

image of Mette potentially could be identified, to a certain extent, if we had interviewed other 

informants of this limited group within the Gen Z population in Denmark. 

5.3. Theoretical Link to Empirical Findings 

Having just explored our empirical studies to analyze our informants’ brand image Mette on 

Instagram, it is now relevant to consider our empirical findings with the theories concerning theatrical 

performance (Goffman, 1956; Meryowitz, 1986) as well as authenticity (Enli, 2015; Enli, 2016). 

Specifically, we will first analyze how the informants’ brand image of Mette aligns our theoretical 

findings on Mette’s theatrical performance on Instagram. Additionally, we will analyze whether the 

authenticity illusions we theoretically argued that Mette uses on her Instagram in fact serve effectively 

in relation to our informants. 

5.3.1. Theatrical Performance 

When using the theory of Goffman (1956) and Meyrowitz (1986) to analyze how Mette’s brand 

identity on Instagram is created through theatrical performance, we argued that her performance 

reflects her middle region since we found that it both comprises aspects of her frontstage as well as 

backstage. When considering the empirical analysis of our informants, we assess that their perception 

of Mette’s brand identity supports this theoretical argument of ours. Particularly, they, among others, 

express that Mette appears in a manner that is informal and human being which aligns our argument 

of how her performance, or profile, reflects backstage behaviour. Similarly, their description of Mette 

as powerful arguably reflects that they also consider her profile to reflect frontstage behavior. 

Moreover, the informants further express that it, in some ways, is a bit inappropriate that Mette 

shares pictures of for instance her mackerel lunch or herself standing in her window still on her public 

Instagram account. Hence, this further indicates how the informants view that Mette’s profile also 

represents her frontstage as they consider it a scene where she should not just share everything. 

Additionally, how the informants view that Mette’s profile reflects her middle region can be aligned 

with their perception of her as a two-sided character where her backstage behavior represents their 
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view of the personal Mette character and her frontstage behavior represents their view of the 

professional Mette character. 

 

Despite that the informants also view Mette’s profile to represent her frontstage, they simultaneously 

emphasize that they do not consider her appearance as extremely formal nor prime minister like. This 

indicates that the informants align our argument of how Mette’s Instagram does not reflect her 

forefront region (Meyrowitz, 1986) despite its public nature. In addition, the informants further 

express their doubts about whether Mette’s profile in fact shows a picture of the very real, personal 

Mette. Therefore, we likewise argue that our empirical studies further support our theoretical 

argument of how Mette’s profile does not provide the audience with access to her deep back region 

(Meyrowitz, 1986) which is where the very true Mette can be found. 

 

Moreover, it is considered relevant to stress how we in the theoretical analysis argued that Mette 

successfully performs audience segregation (Goffman, 1956) on her Instagram profile as she matches 

the medium’s “code of conduct”. To a certain degree, the empirical findings align this argument as the 

informants, among others, consider it positively that Mette meets her Instagram audience in an 

informal and casual way. However, since they also view that some of her content is too informal, it 

can be inferred that her audience segregation is not fully successful as our informants hereby indicate 

that they are not fully pleased with her performance. Nevertheless, it should be stated that it in all 

respects can be difficult for Mette to manage audience segregation on her profile in a completely 

successful manner. This is reasoned on how the medium does not allow any certainty that her 

audience only sees her act on that specific platform which is a result of how the new media disrupts 

how social interactions previously were dependent on physical presence (Meyrowitz, 1986). 

 

Last, it is further central to highlight how our informants perceive that there is a hidden agenda behind 

how Mette exposes a more personal character on her Instagram.  In our theoretical analysis, we 

applied the dramaturgical perspective to stress how Mette through impression management 

(Goffman, 1956) attempts to manage her audience’s impression of her so that it aligns with her brand 

identity. To clarify the meaning hereof, we argued that Mette publicly shows some of her backstage 

behaviors to create an impression among her audience of her as a relatable human being which could 

represent an aim of Mette to reflect officially recognized values of society. Consequently, as Mette 

tries to manage her audience’s impression of her, this act can be compared with a hidden agenda as 

it implies that she has a greater purpose of showing her more personal character, namely to create a 

certain impression. Therefore, we argue that how the Gen Z informants’ brand image of Mette 
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includes that they suspect she has a hidden agenda likewise implies that they are somewhat able to 

see through her. 

 

Nevertheless, even though this demonstrates that the Gen Z informants to a certain extent have 

figured Mette and her agenda out, it is vital to emphasize that their brand image of her simultaneously 

includes that they view her as an informal human being who is on equal terms with her audience. 

Therefore, it is analyzed that this aspect of the informants’ brand image of Mette indicates that they 

still and all reflect somewhat gullibility. Specifically, this means that they, despite their suspicion, seem 

to be slightly persuaded that Mette’s personal appearance on her Instagram is true to reality. Thus, 

from the view of the Gen Z informants, Mette’s impression management can to a certain extent be 

viewed as successful as the empirical findings show that she, relatively, induces to perform in a way 

that aligns her desired impression - among her audience of the Gen Z informants. 

5.3.2. Authenticity Illusions 

As suggested in the analysis of Mette’s brand image, the Gen Z informants find it nice and pleasant 

that Mette shares personal content as this can give them an idea of who she is as well as make them 

see that she is also just a human being. It can be argued that this perception is a result of the 

spontaneity, self-disclosure and symbolic authenticity illusions (Enli, 2015; Enli, 2016). These illusions 

make it, as previously argued, possible for Mette to reflect her personal sides also when she might not 

be aware that she is being documented. Further, the illusions make it possible for Mette to show that 

she desires to join the networked communication, sharing and participation that exist on SoMe. In 

addition, the informants also notice that Mette’s approach to her Instagram profile matches with the 

specific platform. Arguably, this is a result of Mette’s use of the genre convention illusion (Enli, 2015) 

as she makes her content fit the specific media platform which ultimately makes her brand appear 

authentic in the eyes of the Gen Z informants. With this in mind, it might be an indication that the 

informants think that Mette actually performs her true inner self and that, in this regard, the 

authenticity contract between these two parties is maintained as the audience accepts these specific 

illusions made by Mette. 

 

On the other hand, considering the identified hidden agenda theme, it can be argued that the Gen Z 

informants after all do not fully believe the sincerity of this personal approach nor that the way Mette 

presents herself on Instagram is in fact her true self.  This theme shows that the majority of the 

informants question Mette’s sincerity on Instagram as they point out that they suspect her sharing of 

personal content to be a strategic choice that serves a political agenda. Thus, this indicates that the 
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authenticity contract might not hold up to a full extent as there are instances of authenticity puzzle 

and scandal. 

 

More specifically, as one of the informants says “there is probably a political agenda with everything 

that Mette chooses to post” (Appendix 4, l. 253-254), this arguably demonstrates a situation where 

ambiguity has occurred. With the word “probably”, the informant indicates that she is not certain of 

her suspicion and thus, this represents an example of an authenticity puzzle. Similarly, to demonstrate 

another example of an authenticity puzzle, another informant expresses “I am not sure you get a 

picture of who Mette actually is - but more of what is good for her to say and how she should appear” 

(Appendix 3, l. 219-220). Hence, these two examples on authenticity puzzles represent instances 

where the authenticity contract does not hold up for the informants. 

 

However, it can also be argued that there are instances where the informants express experiences of 

being deceived by the way Mette presents herself on Instagram which reflects instances of 

authenticity scandals. With statements as “I think it is bullshit, I do not think it is her, I think it is all 

about voters” (Appendix 3, l. 234-235) and “I cannot help thinking about the underlying political 

agenda” (Appendix 3, l. 164-165), some of the informants’ suspicion towards the sincerity of Mette 

arguably moves from being ambiguous to an experience of deception. Arguably the informants’ 

perception of Mette having a hidden agenda indicates a feeling of the informants being deceived by 

Mette because the displaying of personal content is unlike a prime minister.  

 

Considering the above, it can be assessed that the informants to some extent interpret Mette’s 

personal and private content as intended by her which indicates that they somewhat accept the 

illusions that Mette uses to create an authentic brand. However, the informants also express suspicion 

towards Mette’s personal approach as they doubt whether she performs her true inner self which 

arguably compromises the authenticity contract. It can thus be assessed that the authenticity contract 

holds up to some extent. Yet, the ambiguity and deception that the informants experience which 

creates authenticity puzzles and scandals cannot be denied and arguably, these feelings play a great 

role in the informants’ perception of Mette’s brand identity. Consequently, this weakens the contract 

significantly why the authenticity of Mette’s personal brand can be viewed as rather limited despite 

her effort in creating an authentic brand on her instagram through the use of illusions. 
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6. Discussion 

6.1. Societal Consequences 

The initial exploration of the thesis that focused on the historical development of politicians on SoMe 

shows a trend in the political sphere where politicians the past decade not only have used the new 

media to share political but also personal content. With this as a point of departure, we found it 

relevant to analyze how Mette through self-disclosure creates a brand identity on Instagram and our 

informants’ brand image hereof. Subsequently, we now find it relevant to zoom out and from a wider 

perspective explore which consequences politicians’ increasing use of SoMe might entail for society. 

Therefore, we will in the following sections discuss how the trend can have a positive and negative 

influence, respectively, seen from the perspective of society and herunder the politicians and the 

citizens. Specifically, we will look into four overall aspects which we on the basis of our expert 

interviews (Appendix 1; 2) assess to present the most significant consequences in relation to society. 

6.1.1. Framing 

Initiating with the discussion aspect we have identified as framing, this refers to how politicians can 

manage how they are framed on SoMe. Since the new media gives the politicians the opportunity to 

have ownership of a personal account and thus fully control their message, no news media journalists 

or directors are required to accept their message prior to its dissemination (Appendix 2). Therefore, it 

can be argued that SoMe provides the opportunity for politicians to easily frame themselves and in 

this way try to control how they are perceived. 

Arguably, there are two aspects of this framing opportunity SoMe provides the politicians with. First 

to mention is how SoMe makes politicians able to frame themselves in a personal way as they can 

disclose private information such as about their pets or family members to show that they are human 

beings (Appendix 2). As one of our experts points out, this personal information is what particularly 

the young generation is interested in hearing about (Appendix 2). By appearing human and personal 

on SoMe, the politicians can arguably gain attention by matching their content with the expectations 

of the medium as well as create a strong bond and relation with the public (Appendix 1; 2). In addition, 

it is assessed that politicians can use personal framing to change their image. This is exemplified by 

our expert, Robert, who points out that Mette had an image of being aloof, dominating and power 

hungry due to her job as prime minister in a crisis time where she has been the public face of many 

major restrictions (Appendix 2). However, according to Robert, Mette managed to change this 

perception by using SoMe to showcase herself as a normal person who is baking bread and going for 
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walks with her family (Appendix 2). It can be argued that this represents an example where personal 

framing can have a positive effect on the public perception and possibly also support to the politician 

because such framing can give the public a feeling that they know the politician personally which many 

find appealing (Waller, 2020). 

Second to mention is how politicians through SoMe can frame themselves in a certain political way. 

As also mentioned previously, Lars Boje Mathiesen from Nye Borgerlige was seen to make a significant 

effort on his Facebook profile because the traditional media journalists only wanted to discuss 

immigration politics with him (Appendix 1). As he also had other political trademark issues that he 

wanted to inform the public about, he found Facebook to be a medium where he could decide himself 

what he wanted to talk about and in this way control the way he was framed (Appendix 1). Thus, it 

can be argued that SoMe also provides the politicians with a place where they can manage their 

desired political framing in a way that reflects who they are politically and that puts emphasis on the 

specific trademark issues they wish to be associated with. 

 

However, this opportunity also poses a challenge for those politicians who are not advanced in the 

use of SoMe. It can be argued that if a politician does not have the skillset to manage an account, or 

someone hired to do so, this politician will miss out on the benefits SoMe poses regardless of his 

political competencies (Appendix 1). Arguably, if people support and vote for politicians based on their 

SoMe skills, it can potentially have serious consequences for the politicians who lack SoMe skills as 

well as for society in general. More specifically, it can be argued that if this development continues, 

governments might risk ending up consisting of politicians with great SoMe skills rather than 

competent political skills. 

 

Nevertheless, it should be noted that the politicians who manage their SoMe successfully and also 

frame themselves in alignment with who they are politically can provide the public with useful insights 

in regard to the politicians’ trademark issues. Thus, it can be argued that politicians’ presence on SoMe 

and sharing of political opinions can provide the citizens with a more precise picture of who the 

politicians are politically which arguably can result in the public to support and vote for a politician 

whom they actually agree with. 

 

On the other hand, if we look at politicians’ personal framing, this can arguably cause the citizens to 

obtain a distorted picture and impression of the politicians. As the expert Anna argues, people are 

today increasingly focused on whether they like a person or not (Appendix 1) which arguably applies 

for politicians as well. Additionally, people can never know if the way a politician presents himself 
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matches the reality or if it is just a strategic choice to be perceived in a certain way (Appendix 1). Thus, 

if the public likes a politician as a person or just how he frames himself, the public will be focused 

hereupon and thus, they will arguably be more likely to see through mistakes or negative aspects of 

the politician. As for the example on how Mette managed to change her image from being aloof and 

dominating to a normal person with a family (Appendix 2), this might arguably cause the citizens to 

obtain a distorted picture of her because they focus on her personal rather than her political aspects. 

It can thus be argued that this personal framing of politicians also can affect the political arena in a 

way that is dominated by likeable persons rather than politicians with trademark issues that the public 

desires. Again, such development can arguably pose significant consequences, not only for the 

politicians who do not disclose personal information but also for the public and society in general. This 

can be argued on the basis of how a dominating focus on politicians’ personal aspects might cause 

governments to be led by politicians who do not pursue politics as desired by the population since the 

voting of the public in such cases would be based on personalities rather than politics. 

6.1.2. Information 

The opportunity that SoMe provides politicians with to get information out to the public is arguably 

also relevant to discuss when looking into how SoMe can affect the society and hereunder the 

politicians and citizens. More specifically, this aspect of information relates to the politicians’ ability 

to share information and easily get their messages disseminated to the public from their own SoMe 

accounts. 

 

This opportunity is arguably positive for the politicians as it poses a cheap way to disseminate 

information to the public as having a SoMe account involves no expenses (Appendix 2). In addition, it 

is an easy and quick way to spread out information and as the expert Anna argues, once something is 

written on SoMe, anyone can access it (Appendix 1). Further, there are no journalists or newspapers 

that need to filter the content or message like it is required in traditional media (Appendix 1). Because 

there is no filtration, the politicians can get their message out exactly how they want to (Appendix 1). 

Consequently, it can be argued that there are very low entry barriers for getting a message across on 

SoMe (Appendix 2). 

Contrarily, this lack of filtration by journalists or media providers also poses a challenge for the 

politicians. If they say something stupid or unfortunate, there are no one to catch this and prevent it 

from being published (Appendix 1). Arguably, such incidents might end up harming the reputation of 

a politician. Nevertheless, it can also be argued that these mistakes are quickly forgotten and drowned 

in the masses of the remaining content on SoMe (Appendix 1). Ultimately, it can be argued that the 
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threat of stating something unfortunate is weakened and that the politicians find the benefits of 

sharing information via SoMe more prominent than the risk of saying something stupid. 

 

Another positive aspect for the politicians related to the lack of journalists on SoMe concerns how the 

politicians can avoid critical questions (Appendix 1). As the politicians themselves can decide what to 

post on the new media, the politicians can get their message out exactly how they want to without 

any interference. Consequently, it can be argued that the politicians effortlessly can appear and 

express themselves just how they like without any critical filtration to weaken or question them or 

their message. 

 

Yet, this lack of journalists on SoMe might also pose a negative aspect for the politicians. Specifically, 

the journalists can due to their professional skills arguably also help the politicians to enhance the 

political level of their messages and thus, make them appear even more competent. Also, it can be 

argued that politicians who are capable of answering critical, journalistic questions are perceived as 

greater politicians in the eyes of the critical citizens whereas the less critical citizens on the other hand 

might not take this aspect into account. 

 

Additionally, the overload of information that exists on SoMe can be negative from the perspective of 

the politicians as well as the citizens (Appendix 2). As for the politicians, it can arguably be a challenge 

to get their message in the spotlight because of the massive amount of content that exists on these 

platforms. It is thus essential for the politicians to create content that can attract attention in order to 

stand out in the masses. Further, this information overload also poses a challenge for the citizens as it 

requires them to be able to sort the good information from the bad since they presumably are, on a 

daily basis, bombarded by huge amounts of information and impressions that they have to consider 

and stay critical towards. This is further supported by the expert Robert who states that “this (red. the 

information overload) has to be tempered by the ability of the individual to actually sort of shift 

through the rubbish” (Appendix 2, l. 162). 

 

Considering that there arguably also is “rubbish” information on SoMe because anyone can post 

anything, and thus also about politics, the quality of the information on these media can be assumed 

to decrease. To add to this, communication and content sharing via SoMe is typically limited to a 

certain number of characters in a post or minutes in a video that people would want to pay attention 

to (Appendix 2). Robert refers this to “the dumbing down of politics'' and warns about the situation 

becoming a matter of who shouts the loudest (Appendix 2, l. 119). It can thus be argued that this 
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aspect of more information, but of lower quality, requires the citizens to be able to be critical and sort 

out the information.  

 

This arguably leads to another challenge for the citizens and for society in general. As Robert argues, 

this overload of, to a certain extent, low quality information poses a responsibility where “the 

institutions of society have to be structured in a way that can facilitate learning of information, being 

able to serve and identify the relevant pieces of information” (Appendix 2, l. 164-165). This statement 

points out that the development in technology arguably requires society to follow along and make 

sure that its citizens are able to critically assess the information by educating them. It can be argued 

that this challenge particularly applies for the younger generations. Whereas the older generations 

have grown up with the help from critical journalists and newspapers when hearing about politics 

(Appendix 1), the younger generations have arguably grown up in a world where SoMe has been a 

dominating provider of information and thus, these generations have not been taught thoroughly 

about how to stay critical towards politicians and their communication (Appendix 2). If the citizens are 

not able to assess politics critically, it might arguably result in voters who are not able to vote for a 

politician who represents a political stance that the individual citizen actually agrees with. 

 

Nevertheless, due to the extensive amount of information on SoMe, the people who in fact are able 

to distinguish the good information from the bad arguably become more capable of making informed 

decisions about politics (Appendix 2). According to the expert Robert, “this is the most important thing 

about the SoMe at election time for the young generation, it gives them an awful lot of information 

with which to make a decision” (Appendix 2, l. 98-99). In this way, the massive amount of information 

on SoMe that is easily accessible can consequently support in making a larger amount of people more 

informed. This can arguably lead to a more politically informed society whose citizens can make an 

informed decision when voting for a government. 

6.1.3. A Political Echo Chamber 

Further, another aspect of politicians on SoMe we find relevant to discuss relates to how SoMe has 

the potential to cause what can be called an echo chamber (Nationalt Center for Forebyggelse af 

Ekstremisme, 2019).  As SoMe allows the users to decide themselves who to follow based on individual 

and personal interests, the users are thus provided with the opportunity to customize what they want 

to be exposed to in their personal feed (Marker, 2018). It can be assumed that most people are more 

likely to follow politicians whom they agree with and thus, these persons will only be present in digital 

forums where they are presented to opinions that are similar to their own which ultimately can create 

an echo chamber (Nationalt Center for Forebyggelse af Ekstremisme, 2019).  
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Arguably, there is a rather negative association with an echo chamber because it can be associated 

with radicalization (Nationalt Center for Forebyggelse af Ekstremisme, 2019), however, an echo 

chamber might also pose a positive aspect considering the opportunities it provides for politicians. As 

politicians on SoMe primarily communicate to the people who actively have pushed the “follow” 

button on the specific politician’s SoMe profile, the politician arguably ends up merely communicating 

with the people who have similar political opinions (Appendix 1). Hence, it can be argued that the 

politician can avoid critical questions from critical citizens and thus, avoid being shown in a bad light 

on his own account. Further, if someone afterall does take a critical stance to a politician and expresses 

this on the politician’s SoMe profile, it can be argued that there is an army of supporters behind the 

politician who are ready to defend him and their common political opinions (Appendix 1). This, so to 

speak, echo chamber communication, the expert Anna exemplifies by pointing to Mette and Donald 

Trump who arguably have an entourage of supporters who will put anyone with a critical stance in the 

corner wherefore Mette and Donald Trump in this way arguably let their followers clean up any mess 

that might arise (Appendix 1). Thus, it can be argued that for the politicians, an echo chamber can be 

beneficial because it gives the politicians a place and environment where their trademark issues can 

be supported and praised and where critics are bashed and overruled by an army of supporters 

(Appendix 1). 

On the other hand, seen from the perspective of the citizens, there is arguably a negative consequence 

related to the political echo chambers. Considering the aspect that it can be assumed that many 

people primarily follow politicians whom they agree with on SoMe, these people are merely exposed 

to political opinions they agree with (Appendix 1). Thus, they might not be exposed to other political 

opinions, at least not on SoMe. This might arguably cause the citizens to miss out on having their 

opinions challenged and hence, they might not get more informed nor any wiser when it comes to 

politics. 

Such an outcome might arguably evolve even further by the features of SoMe and the algorithms that 

determine the content people are exposed to. These algorithms are mathematical coding that 

determine each SoMe users’ feed based on the input the user unconsciously issues (Marker, 2018). 

Additionally, the opportunity that SoMe provides organizations, parties as well as politicians with that 

concerns paying for a specific group of people to be exposed to certain content arguably affects users’ 

feeds as well (Appendix 1; Marker, 2018). Thus, it can be argued that even though people might think 

that they control their feed themselves (Marker, 2018), it is also determined by various other 

parameters that many might not be aware of. Hence, there are arguably specific areas of politics that 
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certain people are exposed to and conversely, other areas they are not exposed to which ultimately 

can end up impacting the formation of political opinions. 

This aspect seen from the citizens’ perspective arguably affects society in general as well. Whereas 

echo chambers could be beneficial for politicians, these chambers arguably pose consequences for 

society. If citizens are not politically challenged or informed about other political opinions than those 

they agree with, there could arguably arise a risk of creating a political arena with no space for 

constructive political discussions since the people who would question political opinions in online 

forums would be attacked by armies of supporters. To further elaborate, this could arguably entail a 

polarized population (Appendix 1) where the voters are at the extremes of the political arena and 

where an understanding for other political opinions is rather unlikely (Nationalt Center for 

Forebyggelse af Ekstremisme, 2019). Arguably, this was the case in the US when Donald Trump’s 

followers stormed the US Capitol and caused violent incidents as a result of an encouragement that 

Donald Trump made on SoMe himself (Holland et al., 2021). Thus, it can be argued that the political 

echo chambers that have emerged concurrently with SoMe can pose significant consequences for 

society.  

6.1.4. Distance 

Another aspect we find essential to discuss in relation to politicians’ increasing use of SoMe concerns 

distance. Specifically, it can be argued that the distance between politicians and citizens, respectively, 

gets influenced by the way the politicians’ increasingly use these new media (Appendix 2). 

Traditionally, a certain distance between these two mentioned parties has existed as a result of how 

the politicians have represented authoritarian positions in society (Appendix 2). Nevertheless, it is 

assessed that today, this distance shrinks concurrently with how politicians’ use of SoMe increases. 

This can be explained with how the new media arguably reflects a tone of voice and usage that are 

characterized as informal and everyday like why the politicians are seen adapting to this certain “code 

of conduct” (Appendix 2). This implies that, despite the politicians’ authoritarian positions, the citizens 

all of a sudden get to meet them in a way that is more at eye level. Also, through SoMe, the citizens 

are provided with the opportunity of easily contacting the politicians directly (Appendix 2). 

Consequently, this is assessed to reduce the distance between these two parties. 

 

First of all, considering the impact of this reduced distance, it is assessed that it makes it easier for the 

politicians to create closer relations with the citizens as they through the new media can communicate 

directly with them in an informal manner. As for the politicians, this can be viewed positively as closer 

relations with the citizens might turn to affect their election outcomes favorably. Additionally, one can 
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assume that closer relationships between the citizens and the politicians can give rise to a closer 

dialogue between these two parties. Specifically, this is argued to be beneficial for the citizens as they 

hereby acquire greater opportunity to engage in the political conversation. Further, a closer dialogue 

is similarly assessed to increase the citizens’ chances of having their individual voices heard in the 

public debate. Hence, this can make it easier for them to have an influence on the political discourse 

which is considered favorable for the purpose of democracy (Jezierska & Koczanowicz, 2015). 

 

Also, as for the politicians, it can be considered with a positive stance since closer relations and closer 

dialogue with the citizens can facilitate their undertakings of convincing the citizens of their political 

trademark issues. Moreover, as also seen in the analysis of the Gen Z informants, the shorter distance 

can imply that the citizens to a greater extent can relate to the politicians. Specifically, this might entail 

that the citizens subsequently find it easier to relate to the beliefs of the politicians which would be 

favourable for the politicians. Moreover, the shortened distance between the politicians and citizens 

can with the lense of our democratic society also be viewed positively. To clarify, dialogue is in 

particular an attribute which democracy is dependent on and therefore, it can highly be viewed as a 

cornerstone of what enables our democratic system to exist (Jezierska & Koczanowicz, 2015). 

 

Nevertheless, despite that the reduced distance between the politicians and the citizens can be 

contemplated to benefit both of these parties as well as society in overall terms, it can on the other 

hand also be considered to pose disadvantages. To begin with, it is assessed that some citizens simply 

prefer to maintain a certain distance to their politicians (Appendix 2) which is also reflected in our 

empirical studies where some of the Gen Z informants slightly indicate this attitude (Appendix 3; 5). 

Therefore, some citizens might arguably deselect certain political candidates if they feel that they 

become too much on equal footings. 

 

Additionally, it is assessed that if the distance between a politician and a citizen becomes immensely 

short, so short that the citizen start contemplating them as almost “pals”, it might eventually cause 

the citizen to judge the politician as incompetent if their interaction as a result hereof end up with 

primarily being on a friendly rather than political basis. Potentially, it is assessed that this could harm 

the politician as it could cause his voters to doubt his capabilities and in worst case, discard him to 

alternately give their support to a politician whom they viewed to be more competent. Particularly, it 

is assessed that such an event would be most unfortunate if the politician in question in actual fact 

was professionally efficient behind his prevailing friendly appearance.  
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Moreover, it is assessed that if the shortened distance causes citizens to view otherwise competent 

politicians as inadequate, it can further cause a mistrust in whether the politicians have the right 

competencies to hold their state position. Arguably, this could impair our society at large as “trust in 

government has been identified as one of the most important foundations upon which the legitimacy 

and sustainability of political systems are built” (OECD, 2013, p. 21). Hence, if mistrust in governmental 

actors should happen to intensify to eventually become a more general tendency, it could over time, 

in a worst-case scenario, develop our society to a low-trusting society which could have several 

negative consequences such as corruption and lower growth (Aghion, Algan, Cahuc & Schleifer, 2010). 

 

Last, it is relevant to highlight that just because the distance between the citizens and the politicians 

is seen reduced, it does not necessarily equal nor ensure dialogue and two-way communication 

between these two parties. To clarify, it can be assessed that when politicians appear to be more at 

eye level with the citizens, it can possibly cause the citizens to become, so to speak, dazzled by this 

“meeting on equal terms”. In fact, it is argued that such “amazement” can deceive the citizens to 

believe that because the politicians “meet them as like-minded”, they also have a like-minded dialogue 

and relation with them. However, this might not be the case at all since the expert Robert argues that 

SoMe primarily is used as one-way communication for politicians as their overall objectives on these 

media concern getting their messages across and not entering into dialogue (Appendix 2). Thus, it can 

be stated that the reduced distance can make the citizens convinced that they have a harmonious 

dialogue with the politicians, nevertheless, on a false premise. 
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7. Conclusion 

As previously endeavored, the motivation behind the thesis was rooted in a curiosity to look into how 

the first digital natives, Gen Z, perceive Mette’s personal approach to Instagram that recently has 

faced much debate. Further, in view of politicians’ increasing use of SoMe, we found it relevant to 

discuss the related impact on society. Therefore, our thesis aimed to answer the formulated research 

question: 

 

How is Mette Frederiksen’s personal brand identity on Instagram perceived by Generation Z and how 

can politicians’ increasing use of SoMe entail positive and negative consequences for society? 

 

On the basis of our theoretical analysis, we can conclude that Mette uses her brand name, logo and 

personality to create a brand identity on Instagram that reflects her as a relatable human being. 

Further, we find Mette’s brand creation to reflect a middle region performance as she displays 

backstage behaviors on her public frontstage in order to appear as a relatable human being. In 

addition, we conclude that Mette creates an authentic identity by underlining its sincerity and 

trustworthiness through the use of seven illusions. Our empirical analysis shows that six identified 

themes constitute our Gen Z informants’ overall brand image of Mette as powerful, informal, down 

to earth and on equal footing with her audience, yet, also as a two-sided character with a political 

agenda. In addition, we conclude that Mette to some extent is successful in her impression 

management as the Gen Z informants partly perceive her as a relatable human being. Further, we find 

that the informants slightly perceive Mette’s brand as authentic as they are not fully convinced she 

exposes her true inner self. 

 

Last, on the basis of our discussion on politicians’ increasing use of SoMe, we conclude that this trend 

reflects various interrelated consequences for society within the fields of framing, information, echo 

chambers and distance. We find that for society, politicians’ use of SoMe can be positive as it, among 

others, provides new opportunities for interaction and dialogue between politicians and citizens which 

is viewed beneficial for the purpose of democracy. However, this trend also poses negative 

consequences as it, among others, could cause governmental authorities to be elected on their 

personalities or SoMe skills rather than their political skills and values. This could ultimately lead to 

governments incapable of tackling societal challenges due to absence of vital competencies or 

governments that do not pursue the trademark issues that are the most essential for society. 
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Future Research  

Throughout the preparation of our thesis, we have come across other perspectives that could be 

interesting to study further in a future research. These will be outlined in the below. 

 

To begin with, in our expert interview with Anna, we were met with her suggestion on how she thinks 

that Mette’s approach on Instagram primarily is directed at women in their 30s (Appendix 2). 

Additionally, this suggestion matches an observation of ours. Throughout our study of Mette’s posts 

on Instagram, we have in the related commentary tracks been met with women whom we would 

judge to belong to this age group (mette, n.d.). Therefore, we consider these points to pose a topicality 

on this specific segment in relation to Mette. This engenders a curiosity to study how women in their 

30s perceive Mette’s brand identity. 

 

Furthermore, we assess that it could be interesting to make use of a different methodological 

framework in a future research to elaborate further on our findings from this study. Applying the 

positivist paradigm, we could take our findings concerning our Gen Z informants and explore the 

extent to which these show to be statistically representative for this target population (Gilje, 2012). 

Specifically, for such a study, the quantitative research method of a survey could be used to gather 

empirical data. Thus, this method could possibly allow us to draw more general conclusions on Gen 

Z’s brand image of Mette. 

 

Additionally, another aspect we find relevant for a future study is related to how we throughout the 

thesis have touched upon the development of SoMe in the US political arena. Specifically, we have 

emphasized how Donald Trump represents a modern example of a central politician whose extensive 

SoMe use led to infliction of negative consequences on US society in the form of violent incidents 

carried out by his supporters (Holland et al., 2021). In this regard, we find it relevant to explore how 

Donald Trump used SoMe as a tool to build up his entourage of followers. Nonetheless, with the recent 

presidential transition, it would be interesting to study how Donald Trump’s presidency has affected 

the attitudes of the US population to the communication of a president. It is argued that such research 

would have the potential to cover central discussions of present importance that could contribute to 

the debate around the societal consequences that SoMe imposes. 

 

Last, following in the lines of an international perspective, it would furthermore be interesting to 

conduct a comparative study to explore how national culture influences politicians’ personal branding 

in Denmark and the US, respectively. For such study, Hofstede’s Cultural Dimensions Theory could 
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favorably be used as it offers a useful tool to generally understand key differences in national cultures 

(Hofstede Insights, n.d.). It can be predicted that particularly the dimensions of power distance and 

masculinity would be interesting to look into since they represent two of the dimensions where the 

national cultures of Denmark and the US differ the most (Hofstede Insights, n.d.a.). 
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