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Abstract
The popularity of  social media have increased over the last years, appearing under various 
brands with millions of  members worldwide. This thesis exemplifies how the features in two 
of  the most popular social media of  today, Facebook and Twitter, can enable individuals to 
use these forums as tools for presentation and promotion of  their identities. 

The empirical material was gathered through qualitative interviews with 13 users of  social 
media, illustrating how individuals actively strive to use these forums to create positive 
associations around their persons. 
What is perceived as beneficial communication varies with individuals different social 
contexts, learned through socialization mechanisms similar to those in real life. Social media 
communication allows individuals to highlight preferable parts of  their personality while 
minimising negative to a higher extent than what sometimes is possible in the physical 
reality, thus increasing the possibilities to communicate a desired self. The insights provided 
in this thesis can contribute to the understanding of  social media as a phenomenon, as well 
as increasing the knowledge around individuals purposes and user preferences as consumers 
of  these media.
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1. Introduction 

This chapter starts with a background and the purpose of  the 
subject of  this thesis, followed by delimitations, definitions, the 
expected contribution and finally a disposition which provides an 
overlook of  the following chapters. 

1.1 Background 

Internet is becoming more and more integrated with 
our lives, and it gradually becomes inevitable for 
individuals to be a "public" non-public figure. Except 
for Facebook, Twitter, Myspace and blogs, pages like 
chi.mp and collected allows their users to create a page 
and link to all their social media, creating an overall 
profile for his or her online self. (Weblink 1, 2, 3, 4 & 5)

A social medium is an online forum where people can 
connect, communicate and interact with each other and 
their mutual friends through either instant messaging (real-
time based communication) or social network sites. A 
social network is a web-based service which allows its 
users to construct a public or semi-public profile within 
a bounded system, to articulate a list of  other users with 
whom they share a connection, and to view and 
traverse their list of  connections and those made by 
others within the system (Correa et al, 2009).

We suggest that social media is becoming an 
increasingly important platform for consumers to 
position themselves in relation to their peers in, and as a 
medium for identity creation. Social media offer their 
users opportunities to interact with individuals with 
similar interests, with other members in the same social 
group or with individuals in groups in which the 
individual wishes to belong. In these media, individuals 
can for example show more or less realistic photos of  
themselves, or present their taste in fashion and music. 
We suggest that social media creates a framework in 
which users can market themselves like product, many 
times reaching more 'consumers' of  their created selves 
than in real life. 

1.1.1 Social Media in the Academic Field

Social media is a relatively new phenomenon, hence 
also recently introduced in the academic research field. 
Studies and articles published previous to this thesis 
indicate that much of  the current research in the social 
media area focus on either a business-to consumer 
perspective, exemplified in (Thackeray et al., 2010; 

Montgomery et al., 2009; Mangold et al., 2009), or on a 
consumer-to consumer perspective, concentrating on 
social media's negative side effects on individuals 
everyday lives (such as perceived surveillance effects 
following the constant interaction with other 
individuals). Other studies have more of  a practically 
describing character, mapping traits and behaviour 
patterns of  users of  social media, exemplified in (Zhao 
et al., 2008; Correa et al., 2009; Ross et al., 2009). 
Shau et al. published an article in 2003 where they 
examines personal web sites as a conspicuous form of  
consumer self-presentation. The article illustrates 
reasons for consumers to create personal web sites, what 
consumers want to communicate, and what strategies 
they devise to achieve in their goal of  self-presentation. 
Shau et al. (2003) also compare their observed web 
space strategies to self-presentation strategies of  real life. 
Even though personal web sites' functions are somewhat 
resembling the popular social media today, there are 
differences between the mediums. Social media of  
today have grown to become something that is 
integrated with consumers' everyday lives, and its users 
gather their friends, family and fellow employees, all 
connected to the same communication source.  The 
technical aspects of  social media have also developed 
over the years, and social media companies of  today 
provide their customers with different applications that 
makes it easier to use their forums as a device for self-
presentation.

1.2 Purpose 

Being a social phenomenon, social media are volatile 
and change along with their users. As the function of  
these media are based on the preferences of  their users, 
we suggest that an explanation and understanding of  
these media require an understanding of  the underlying 
mechanisms behind the behaviours of  their users. We 
also suggest that social media is a brand, just like any 
product, but a brand in a state of  constant change and 
re-construction that has few comparisons previous to 
their establishment. Although the meaning in other 
goods and services also is created through consumers 
interpretations of  their symbolism, social media are 
more or less designed and consumed simultaneously by 
its users, and the value of  a given social media brand 
therefore never surpasses the value invested in it by its 
users. Based on this, this thesis research formulations 
are:  

How do individuals create their social media identities?

Can a ”brand awareness” be identified in individuals 
communication of  their identities in social media? 
If  so, what strategies do individuals have to promote themselves?
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We have chosen to illustrate the research formulations 
and the phenomenon of  social media through the social 
network sites Facebook and Twitter. These forums are 
two of  the most popular social media sites of  today 
(Weblink 6), and the expectation behind the decision to 
focus on these two media is that it will enable the 
gathering of  relevant and profound information 
regarding the subject of  this thesis.

An understanding of  individuals behaviour in social 
media could help increase the understanding of  the 
phenomenon social media itself, but also the 
understanding of  consumer behaviour in these media 
and of  consumers general view of  the personal brand 
term, in relation to this. Secondary data in the social 
media area indicates that there is a research gap 
regarding identity construction and identity 
communication of  in social media. The chosen theory 
therefore aims to render some of  the current research 
regarding social media, in combination with relevant 
research from consumer culture theory and sociology in 
order to contribute to the interdisciplinary research 
approach within the social media area. 

1.2.1 Expected Contribution 

We suggest that there is research gap in the consumer-
to consumer section in the social media area, regarding 
underlying psychological factors for using these forums, 
when linked to branding theory in general and personal 
brand theory in particular.

This thesis do not claim that the interpretations and 
results are generalizable and can be applicable for all 
users of  social media. However, this thesis could 
illustrate a part of  identity construction that take place 
in social media, and in that way contribute to an 
increased understanding of  this phenomenon. 

An improved understanding of  consumers' relationships  
to themselves and others in social media could also be 
relevant in order to increase the knowledge of  social 
media as a marketing forum. Social media has emerged 
rapidly over the last decade as an influential meeting - 
and marketplace, in which many consumers interact 
with each other on a daily basis. (Correa et al , 2009) 
We therefore imply that knowledge of  consumer 
behaviour and culture in these forums also is  
interesting for external companies that wish to target 
consumers, as well as for the social media companies 
themselves for product development purposes.   

1.3 Description of  the Featured 
Social Medias

1.3.1 Facebook

Facebook is a social network site, and currently has 400 
millions active users (Weblink 7). In the forum, users 
can add friends, update their personal profile and send 
messages to other users. Users can join networks, 
groups, and fanpages, that both can be created from 
others user or an organisation. Facebook describes 
themselves as a site where people gets the opportunity 
and power to share and make the world more open and 
connected (Weblink 1). The status update is a function 
on Facebook which allows users to post messages for all 
their friends to read. In turn, friends can respond with 
their own comments, and also press the "Like" button 
to show if  they enjoyed reading the post. A user's most 
recent status update appears at the top of  their profile, 
and is also noted in the "news feed". The News feed is 
the default firstpage after logging on to Facebook, and 
highlights information from all of  the user's Facebook 
friends ,as well as those most visited by the user, 
including changes on user profiles, upcoming events, 
birthdays and new status updates.

1.3.2 Twitter

Twitter is a social network and microblogg where user 
send and read messages known as tweets. Tweet's are 
text-based messages with a limit of  140 characters, that 
are displayed on the author's profile page and delivered 
to the author's network, who are known as followers. To 
follow another member on Twitter mean that another 
person's messages automatically are sent to the 
follower's Twitter profile, as a type of  "subscription”. 
The user can post a real-time information that lets you 
share and discover what’s happening now. Twitter have 
today around 75 million users world wild (Weblink 8).

1.5 Disposition  

Chapter 2 describes the scientific framework of  this 
thesis, the used methods and how the data was 
gathered. It also contains a discussion regarding the 
quality of  the thesis and an explanation of  the research 
process and how the analysis is structured.  It is followed 
by chapter 3, which presents an overview of  relevant 
literature regarding the subject social media as well as 
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other subjects which have been considered relevant for 
this thesis. 

Implications from chapter 3 will result in the theoretical 
framework chosen to explain and emphasise the 
description and analysis of  the empirical data provided 
in chapter 4. Chapter 4 aims to provide a deeper 
understanding for the phenomenon social media  in 
relation to a personal brand context, but also to render 
information sufficient as explanations of  the research 
formulations in this thesis. 

Chapter 5 contains a discussion of  the results, 
conclusions, practical implications and suggestions of  
further research.  

2. Methodology

This chapter provides an understanding of  the study's research 
design as well as of  how the interviews 
were conducted. 

2.1 Research Approach 

This thesis is structured around a qualitative approach. 
It intends to render an increased understanding of  
relations and concepts, rather than to verify a 
predefined hypothesis, characteristically for a qualitative 
research (Bryman &Bell, 2005). Therefore, a qualitative 
approach appeared as the natural choice of  research 
method, given our  focus on trying to understand the 
underlying psychological factors around a social 
phenomenon such as social media, and its users 
personal brand experiences. The purpose is not to find 
a "truth" behind these behaviours, but rather to help 
understanding and interpretation of  this phenomenon. 
Consequentially, the study will have a hermeneutic 
research approach.  In the hermeneutic perspective, 
meaning and interpretation are viewed upon as 
phenomenon's that are in constant transit. (Bryman & 
Bell, 2005). Therefore, the epistemologic perspective of  
this thesis is constructivism; implying that knowledge is 
generated from experience, and in that way every time 
new knowledge is developed,  a new "reality" is also 
being created (Sohlberg & Sohlberg, 2007). 
The ontologic perspective in our study is, as a result of  
our hermeneutic research approach, mainly idealistic 
(ibid). We therefore imply that much of  individuals 
perceived reality in social media is constructed by 
themselves and their peer users in these forums.  

As a result of  the chosen research approach and its 
following premises, the inductive rather than the 
deductive approach appeared most suitable for this 
thesis, as the inductive reasoning implies that 
generalization, hypothesis and subjects emerge from the 
information available and the context of  the area of  
research (Bryman & Bell, 2005). 

2.2 Collection of  Empirical Data 

Primary data in this thesis is information that the 
researchers themselves have gathered through 
individual in depth interviews. Secondary data refers to 
information already gathered by other researchers, in 
this thesis consisting of  academic literature.

Given the qualitative approach, the collection of  
information can be conducted in several ways; through 
case studies, observations, focus groups and interviews 
(Bryman & Bell, 2005). This study's chosen method for 
primary data gathering was semi-structured interviews. 
Interviews as a method was selected mainly based on 
two factors; the ethical aspect considering such a rather 
sensitive subject as identity construction, and on the 
learning's following a conducted pilot study.   

Before finally deciding on a specific method of  
collecting data , a pilot study was conducted in which 
two participants were interviewed together about their 
use of  social media. During the interview, it appeared 
difficult to get have participants talk about their motives 
behind their use of  social media. One of  the 
participants were more dominating and openly spoke 
about all aspects of  her use, while the other participant 
were less willing to talk about it; just replying on direct 
questions and willingly let the more dominant person 
talk. As a result of  this,  we have decided to solely 
gather empirical data through individual in depth 
interviews.  The efficiency that possibly could be 
achieved through group interviews or focus groups (by 
the possibility to interview more respondents at each 
occasion) would likely have been of  marginal 
importance, as the focus group format invites 
participants that are shy or less willing to talk about 
personal motives to be passive, and let more dominant 
participants talk in their place. The pilot study also 
indicated that it is difficult enough as it is to have 
respondents talking about their self  perception and self  
presentation, therefore increasing the importance of  the 
more intimate and personal atmosphere which 
hopefully can be rendered through interviews, in order 
to enable the respondents to be as open as possible. 
However. the nature of  our research subject naturally 
comes with a risk that respondents still, regardless of  a 
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research method which theoretically can appear 
suitable, does not feel comfortable enough to talk about 
what they perceive are their reasons for expressing or 
acting in a certain way. We therefore do not perceive 
that group dynamics, which otherwise can be a benefit 
with group interviews and focus groups, to be of  a 
particular benefit for our, rather individual focused, 
research questions (Bryman & Bell, 2005). 

When having a research focus that aims to understand 
and explain a relationship between two or several 
parties or between a behaviour and a social context, 
observations can be a relevant choice of  method. 
Netnography; observing individuals posts and 
comments in Internet forums, can be used to increase 
the understanding of  a social phenomenon (Bryman & 
Bell, 2005). In this study, our in depth interviews could 
have been combined with netnographic observations on  
Facebook and Twitter, with the ambition of  trying to 
understand individuals behaviours in their social media 
accounts in relation to their (possibly) claimed and 
communicated personal brand. However, we have 
chosen not to use observations in our study, partly based 
on ethical reasons for our respondents, and also based 
on our main interest being individuals communicated 
strategies behind their activities in social media. 
Therefore, the study does not feature any direct analysis  
of  social media profiles. 

2.3 Interview Design 

2.3.1 Consumer Interviews

Interviews can have different appearances in the 
qualitative research field, but are performed 
unstructured or semi-structured (Bryman & Bell, 2005). 
As this thesis contains multiple individual in depth 
interviews, the semi-structured interview method was 
chosen in order to facilitate a structure, and later on the 
process of  comparison and analysis of  the data. Semi-
structured interviews were also most suitable 
considering that this thesis has two authors, and that 
most interviews consequently was conducted by two 
interviewers. (ibid).
Furthermore, an open-end format was used in order to 
ask as unbiased and reflecting questions as possible. A 
major advantage with the qualitative interview as a 
method for collection of  data is it's flexibility and 
possibility to get a more diversified and profound 
picture of  the subject (ibid). 

The collection of  primary data has been carried out in 
a total of  twelve interviews with thirteen consumers. 

Each consumer interview lasted between 30 minutes to 
1 hour, and the same interview-guide was used during 
all sessions. However, the interview-guide was used 
more as a support than as a fixed template, following 
the open end-format. In order to attain an extensive 
and relevant view of  this thesis subject, the following 
criteria was established to guide the selection of  
interviewees:

The interviewee should be be an active user of  social media. The 
definition of  active, used in this thesis, is a person who logs in on 
their social media account at least one time per day.  

The interviewees have been selected through a comfort 
selection in order to secure that the respondents would 
meet the  chosen criteria. However, this selection 
naturally comes with a risk of  the neutrality of  the 
empiric material. Questions regarding a persons 
identity, and strategies behind both identity-
construction and self-presentation could be seen as a 
sensitive subject. Hence, the respondent will be 
anonymous. Followingly is a list of  the sex respectively 
age of  the respondents:  

R1, female, 24 years old
R2, female 24 years old
R3, male, 23 years old
R4, male, 25 years old
R5, male, 26 years old 
R6, male, 26 years old
R7, female, 25 years old
R8, male, 27 years old
R9, female, 26 years old
R10, female, 23 years old
R11, male, 27 years old
R12, male, 25 years old
R13, female, 24 years old
 
The respondents are relatively prorate when it comes to 
gender, while they are all in the ages between 20 and 
30, with an aggregation in the middle part of  this age 
span. The reason for this age distribution is that the 
predominant social media users are young adults. 
(Correa et al., 2009) Considering the qualitative 
approach of  the thesis  and the lack of  physical borders 
on the Internet, this study has not been limited 
geographically, although a majority of  the respondents 
are of  Swedish nationality.

The main object of  the interviews were to obtain 
information regarding the research questions, but also 
to obtain a holistic view of  the respondents use of  social 
media, for a more realistic interpretation of  the 
phenomenon. Even though all interviews were 
conducted by the same interview-guide, an additional 
space was left to follow up on questions and 
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elaborations from the interviews in order to get at more 
diverse view from the respondents. The questions were 
preset and focused around social media and how the 
respondents communicated within them. Each 
interview was recorded and transcribed, and in 
requested cases also sent back to the interviewee for 
comments and to make sure no misinterpretations had 
occurred.

2.3.2 Interview with Jacob Östberg

To complement the consumer interviews and the 
theoretical framework with another academic angle, the 
authors chose to interview Jacob Östberg. Östberg 
holds a PhD in Marketing (2003) from Lunds 
University, and is working as an Associate Professor at 
the Centre for Fashion Studies at Stockholms 
University. He has focused his research on the 
Consumer Culture Theory area over the last years, and 
his research involves subjects such as consumption 
consumer tribes and brands as cultural resources. 
(Weblink 9) Östberg was interviewed in the capacity of  
a professional within the research area of  this thesis, 
and as support regarding consumers meaning 
construction in social media. 

2.4 Quality of  Research  

2.4.1 Empirical limitations

A risk with qualitative interviews is that not all relevant 
information is gathered through the interviews, as 
insight sometimes occurs in a more critical time 
subsequent to the actual interview session (Bryman & 
Bell, 2005). Therefore, the reliability of  the research 
have to be constantly considered throughout the 
research process. The semi-structured  interview format 
can help the interviewers to maintain a general and 
neutral behaviour towards all interviewees, and by that 
achieve an increased reliability in the empirical data. 
However, interviews always come with a risk of  the data 
being influenced by the session's surrounding 
atmosphere and the mood between the interviewers 
and interviewees, and therefore affect the reliability of  
the study in a negative sense. (ibid) This risk always 
exists with qualitative interviews, but to reduce the risk 
and strengthen the reliability, the interviews will be 
recorded and transcripted. As the majority of  the 
interviews  were performed in Swedish, a majority of  
the quotes used in the thesis have been translated from 
Swedish to English. Even though the ambition has been 

to translate the quotes as direct as possible, a translation 
always comes with a risk that linguistic nuances have 
been excluded.   

In order to secure reliability, most secondary written 
sources were collected directly from the origin and  
non-academic sources such as news papers, reports, and 
market statistics, have been avoided as much as possible.

Regarding the primary sources, the method of  
gathering data was carefully considered in order to 
secure the validity of  the research. A pilot study was 
conducted to see if  the selected questions were able to 
render data that could answer the proposal of  the thesis  
in a satisfying way, and the respondents was chosen 
after a criterium. 

Given this thesis qualitative and hermeneutic research 
approach, the preconception of  reality of  the 
researchers becomes essential to it's validity and 
reliability (Bryman & Bell, 2005). The researchers 
preconception affect most stages in the research process, 
in everything from the selection of  respondents, to how 
the information gathering is interpreted and analysed. 
In fact, no research can be conducted entirely without 
preconception and biases, as individuals never are 
entirely independent from their context (ibid). However, 
the study aspires to be as objective as possible, with the 
methods stated above, and with a critical view that 
helps gives a subjective and different angles of  the 
subject.     

2.4.2 Theoretical Limitations  

A problem with theoretical studies is the large amount 
of  articles available in different scientific perspectives. A 
master thesis, with a limited format and time plan, 
requires a selection among available theories, which 
inevitably means a risk that relevant theory has been 
disregarded in this thesis. 

As the academic research area is in constant progress, 
there is always a risk for irrelevance when using older 
sources. The ambition has been to keep the theoretical 
material as up to date as possible, but in the search for 
suitable interdisciplinary theory, especially for the parts 
regarding identity and meaning construction, some 
sources are relatively old. However, we suggest that the 
foundations in human identity construction are 
relatively stable over time, which therefore can motivate 
the use of  older theory in this section.  

Another potential problem with our chosen theory and 
especially in relation to the subject of  our study, when 
intending to explain such a constantly changing social 
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phenomenon as social media with academic research 
that is a few months old at its best and several years or a 
decade old at its worst, is that once the theory is being 
published or used in a thesis like this one, the reality has  
already surpassed the state described in the study. 

2.5 Ethical Aspects

When using a hermeneutical and interpretive 
approach, there is always a risk for a judging, biased 
and even elitistic rendering of  the empirical data 
(Bryman & Bell, 2005). It is therefore important that the 
analysis is as close to the respondents own version of  
their reality. To improve this, all interviewees have been 
offered the possibility to read and comment their 
transcripts, in order to make sure that no 
misinterpretations have occurred. However, the 
following analysis has been conducted based on the 
selected theoretical material put in relation to the 
empirical data, and as these two approaches could be 
somewhat contradictious, there is a risk that both, 
respectively equally important on their own, has 
suffered from being integrated.    

2.6 Structure of  Research 
Process and Analysis 

As this thesis is qualitative with an inductive approach, 
the understanding and interpretation of  the 
phenomenon evolve along with the research. The more 
information gathered by the authors, the more 
knowledge on the research question is also attained by 
the authors (Bryman & Bell, 2005). 

First, the authors gathered information on the subject 
through searching secondary theoretical sources. 
Secondly, a pilot study was made for evaluation of  the 
interview-guide and the chosen method for information 
gathering. After evaluating the pilot study, necessary 
changes have been made and primary empirical data 
was thereafter gathered through individual semi-
structured interviews. 

After the interviews were conducted and transcribed, 
they were analysed in order to answer the purpose of  
the research.
The method used when analysing the data in this thesis 
was of  a qualitative character, following the thesis' 
qualitative approach. The conclusions is also of  
qualitative structure with an hermeneutic approach, as 
the thesis' purpose is answered through reasoning, 
rather than through direct outcomes.

3. Theoretical 
Framework

This chapter provides an overview of  some of  the current research 
regarding social media, together with research from the psychology 
and personal brand area.  

3.1 Social Media as a 
Phenomenon of  Popular Culture

Correa et al. (2009) describe the  function of  social 
media as a mechanism where people can connect, 
communicate and interact with each other and their 
mutual friends through either instant messaging or social 
network sites. However, popular social media sites such as 
Facebook, combine the features of  social network sites 
with an instant messaging function. (Weblink 1) 

Popular culture is defined by Abah (2009) as a cultural 
phenomenon which is able to capture individual as well 
as collective agendas, and can serve as a tool that 
enables expression of  opinions regarding societal 
values. Wright (2008) describes popular culture as 
something that 'originates with the people'. Popular 
culture is taking place both within text and practices, in 
other words the everyday lived experiences of  
individuals. As the Internet is becoming more and more 
integrated with our lives, it can be perceived as an 
influential part in our popular culture.    
    According to Williams (2008), social media has 
emerged as forum for popular culture in where multiple 
media are available for its users, in combination with a 
possibility to interact with a vast number of  people with 
whom the user can share information and ideas. 
Expressing a certain opinion or preference no longer 
requires a face to face-interaction, as it can now be 
done by nearly anyone with access to the Internet. 
Images, text or videos published in online forums can 
be viewed not only by those known to the individual, 
but by everyone with free Internet access and the ability 
to view the individual's account. (Williams, 2008) 
Communication with a possible broad audience is 
therefore no longer reserved only for those considered 
interesting enough to be allowed access to printed or 
broadcasted media, but available to anyone who has an 
idea or an image they wish to express. 
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3.2 Identity and Consumption of  
Social Media
  
Zhao et al (2008) define identity as the part of  an 
individual's self  concept "by which we are known to 
others", and imply that the construction of  an identity 
primarily takes place though an "identity 
announcement", followed by the "identity placement". 
In these phases, individuals communicate their aspired 
place in a social context which, if  approved by peers, 
thereafter are offered a place in their context.  Mead 
(1967) implies that the construction of  individuals 
identities are created in the interaction with their 
surroundings, when learning from impressions made in 
these interactions and also through "the process of  the 
internalised other" - when we learn how to put 
ourselves in someone else's shoes and view ourselves as 
through the eyes of  others. Mead describes this process 
as 'social mirroring'. 

Model adopted from Mead  (1967)

According to Elliott & Wattasanuwan (1998), 
individuals are free to "create any variety of  possible 
selves, yet the pool of  possible selves derives from the 
categories made salient by the individual’s particular 
socio-cultural and historical context and from the 
models, images and symbols provided by the media and 
by the individual’s immediate social experiences.” 

Consumption is a way for individuals to materialise the 
knowledge acquired through their socialisation, and its 
function has a dual nature; at the same time as the 
consumed object intends to serve a differentiating factor 
that is significant enough to render both an identity 
announcement and an identity placement, consumption 
as a phenomenon also communicates a desire for 
belongingness. 

    A consumable item receives its symbolism through 
the meaning addressed and internalised in it, for 
example after being used by influential people in 
society. (McCracken, 1986). When a consumable object 
successfully has achieved a link between itself  and a 
certain social context, it can be used by its consumers as  
a reference to that context and as a signifier of  a certain 
social phenomenon, for example 'style'. (Desmond, 
2003). McCracken uses Simmel's (1994) "trickle-down 
theory" to illustrate how the meaning of  a term such as, 
for example style, 'travels' through different goods in 
different social groups. The theory implies that 
subordinate groups in any society consume with the 
goal to imitate the superordinate groups as good as they 
can, in order to render highest possible status. The 
superordinate groups, on the other hand, wish to 
differentiate themselves from their subordinate groups 
and therefore search for new fashion when subordinates  
adopt their attributes. (McCracken, 1990) These kind of 
reference groups, or 'lifestyle groups', as defined by 
Englis and Solomon (2005), play an essential part in a 
persons desire to create meaning and status within their 
identity construction. Status reflects an individual's 
position in a social group and is often expressed and 
achieved through acquisition of  material objects. (Evans  
et al, 2009) 

Jansson (2002) implies that consumption and use of  
various media is similar to the one of  goods, as both 
function as mediators of  cultural meaning. The trickle-
down theory is therefore also likely to be applicable to 
use of  social media, where individuals for example can 
choose to use a language or to publish certain content 
in a way that can associate them with their aspirational 
social groups, and differentiate them from those 
perceived as subordinate themselves. 
    Jansson (2002) divides the consumption of  meaning, 
or images as signs of  this meaning, into three different 
levels; culturalisation, mediatisation and simulation. He 
implies that consumption of  commodities emerged as a 
symbol of  the good life during the 20th century, 
however gradually evolving more and more into a 
consumption of  symbols, rather than just certain 
material characteristics. Culturalisation describes the 
increasing urge for companies to give their products a 
cultural "package", i.e. design, promotion by a famous 
spokesperson and other strategies, in order for their 
product to be able to differ from its competition. The 
term mediatisation is an attempt to capture how people 
in the modern world gather most of  their cultural 
framework from the media world. Finally, the 
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simulation term aspires to explain what Jansson 
perceives as a general shift in consumption patterns; 
that consumption of  'image' is becoming more 
important than the referent of  this image, perhaps 
leading to a loss of  significance for "reality" in social 
interactions. 

Schau et al (2003) describe how people often choose 
products and brands that are self-relevant and 
communicate a given identity. They argue that 
consumption serves to produce a desired self  through 
the images and styles conveyed through the individual's 
possessions. In this way, consumers make their identities  
tangible, or self-present, by associating themselves with 
material objects and places. Although consumer 
researchers have included symbols and signs in the set 
of  objects, it often refer to physical objects or places. 
However, Shau et al. (2003) argue that with the advent 
of  new technology, a new virtual world which allows 
consumers to present themselves using digital, rather 
than physical referents, is emerging. 

3.3 Meaning Construction in 
Social Media

According to McCracken (1986), the cultural meaning 
in a good is constantly in transit. He argues that 
meaning as a social phenomenon is charged in three 
locations: the culturally constituted world, the consumer 
good, and in the individual consumer. Meaning is 
constantly flowing to and from its locations in the social 
world, aided by individual and collective efforts by 
influential consumers or social groups. Creation of  
meaning often first take place in the culturally 
constituted world, to thereafter be transferred to the 
consumer. McCracken (1986) implies that this constant 
movement of  meaning goes through a double moment 
of  transfer: world-to-good and good-to-individual. 

Model adopted from McCracken  (1986)

Social media offers individuals a possibility to 
communicate their ideas, learn about others and also to 
create formations around certain opinions and interests. 
On Twitter, users can choose to be a "follower" of  other 
Twitter users, as well as having other users follow 
themselves. The followers of  a user, as well as those 
followed by the user, can be openly viewed on the user's 
page, therefore publicly declaring aspects such as 
'popularity' (whether or not the user has many 
followers), or the interests of  the user; if  he or she for 
example has chosen to follow famous persons or well-
known institutions. (Weblink 2). Facebook has multiple 
interest functions, such as the group function, where 
users can create a public, closed or secret group around 
a certain phenomenon, and the relatively similar fan 
page function. (Weblink 1) These kinds of  functions 
open up for users of  social media to easily declare 
opinions and preferences, without necessarily even 
having to write or upload anything of  their own. By just 
following or joining one of  these applications, 
preferences as well as the possible meaning charged in 
these functions are clearly visible to all viewers with 
access to the user's profile. Zhao et al (2008) imply that 
individuals appear to be more likely to communicate 
their personal image indirectly through their friends list, 
photo albums, and wall posts, instead of  through an 
explicit self  description. The inherent cultural meaning 
of  goods therefore becomes an essential part of  the 
communication in social media, as much of  the 
communication is done through indirect symbols. 

3.4 The Virtual Community and 
Its Social Formations 

According to Kelemen et al (2001), the construction of  
a ‘virtual community’ is similar to that of  any other 
community, online or offline. Virtual communities are 
constructed by individuals and based on the experiences  
of  individuals, thus giving virtual communities the same 
human characteristics as those of  communities in the 
physical reality. The strength in any given community is  
based on its participants level of  engagement in its 
design, and on the level of  sense-making and belonging 
the community manages to give its participants. 

Kelemen et al (2001) use Maffesoli’s term ‘neo- tribes’ 
in an attempt to highlight the complex, heterogeneous, 
and contested nature of  online social communities. 
‘Neo-tribes’ are what Maffesoli in Kelemen (2001) 
describes as the changeable, ill-defined local 
communities of  which we are members of  at various 
points in time. In short, neo tribes help explain why 
people choose to come together to share a common 
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passion or emotion, regardless of  social class, age and 
sex. Kelemen et al (2001) propose that we see the 
‘virtual community’ as one of  the many neo-tribes to 
which we belong (partially and temporally), but which 
do not have a total and complete hold over the 
individual. Individuals always belong to numerous and 
diverse neo-tribes, forming a plurality of  partial 
identities, sometimes complementary, sometimes 
conflicting. Kelemen et al (2001) argue that the virtual 
community, like any other neo-tribe, is reproduced and 
sustained through members’ constant negotiating and 
contesting with their identity, rather than being a fixed 
unit that includes and excludes on the basis of  some 
pre-given essence.  

3.5 Personal Brands in an Online 
Context

People once went online seeking the anonymity that the 
online world offered. However, the Internet is now 
increasingly becoming a tool for socialising with people 
already known by the individual and as a way for her or 
him to expand their circle of  friends. Zhao at al (2008) 
imply that the Internet is becoming more and more of  
a public scene, as the communication culture has 
moved towards users "real selves" with the rise of  social 
networks such as Facebook, Twitter and Flickr. This 
change, from a more anonymous to a more "authentic" 
environment, automatically brings more focus on 
individuals actual representation of  themselves, as they 
now communicate with their real identities, in other 
words your personal brand. 

The importance of  the personal brand has emerged as 
a topic during the last decade, with various explanations  
for how individuals should represent themselves and 
communicate with their environment (Shephard, 2005). 
Personal brand theories are based on the logic of  
applying marketing and branding principles, originally 
developed for products and corporations, on people. 
The key premise of  personal branding is that each 
individual has a personal brand, or what Peters in 
Shephard (2005) calls, 'a sign of  distinction'. Shephard 
(2005) stresses the importance for the individual to 
present their current characteristic qualities in a 
differentiating way; "your unique promise of  value", 
rather then to undertake a personal makeover. After 
deciding on which value proposition to target, 
individuals should aspire to create a 'personal brand 
statement' around this set of  attributes and make it 
visible for the individual's reference groups. (Shephard, 
2005)

According to Zhao et al (2008), the new public 
environment created by social media affects people's 
identity construction in a way that differs from identity 
construction in the anonymous virtual world. Their 
research indicates that individuals' created social media-
selves on sites like Facebook, where they participate 
under their actual names and identities, lies somewhere 
in between their face-to face self  and the self  created 
and used in chat rooms. Individuals strive to promote a 
realistic, yet slightly improved version of  themselves in 
such social media.
  Boyd et al (2006) describe how appearance through a 
virtual reality media can differ in various stages from an 
interaction in the physical reality. Instead of  facial 
expression and body movements, which are an essential 
part in the way we communicate in the physical world, 
virtual communication is more focused on frozen 
moments in pictures and text. Another important 
difference between the physical reality and its virtual 
version, is the physical reality's possibility to separate 
audiences from each other through interaction with 
different people in different occasions and places. 
    Boyd et al. (2006) imply that individuals thoughts and 
feelings often change depending on the social context or 
situations they exist in. Representing the individuals' 
'multiple selves', these changes likely stem from 
individuals being influenced by others, and also desiring 
to influence others in return (Evans et al, 2009). 
However, the virtual reality often confronts the 
individual with their total social audience at once, and 
therefore has to be handled simultaneously. Boyd et al 
(2006) suggests that this could problematise people's 
need for the previously mentioned context flexibility, as 
each respective social context at the same time requires 
a congruent appearance.

One way for individuals to create congruence between 
their different selves, online and offline, is to create a 
narrative identity which helps makes sense of  ourselves 
and our behaviour in various social contexts. By using 
narratives, individuals can merge separate actions and 
experiences to "a coherent sequence". (Elliott et al, 
1998) Self-descriptions, 'status updates' or 'tweets' are 
examples of  tools that enables individuals to 
communicate themselves, as well as encoding cultural 
and social phenomenons in their surroundings. 
Thompson et al (1997) imply that consumers use their 
narratives not only to understand themselves and their 
social relations, but also to explain general cultural 
meanings and conventions, which are "appropriated" by 
individuals in their narratives. According to Thompson 
et al (1997), individuals are constantly engaged in this 
type of  interpretive dialogue with their surroundings, 
where the purpose is to make sense of  everyday life. 
Creation of  self-explaining narratives is also relevant in 
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the individuals' exposure towards their peers. Put 
together with symbolic materials, narratives are woven 
into the overall communicated message of  the 
individual, and all these parts need to appear relatively 
coherent and 'natural' in order to render an image, or a 
personal brand, that seems authentic and credible. 
(Elliot et al, 2006)

However, Shephard (2005) suggests that although it is 
normal for individuals to develop multiple roles, 
personals and self  images in their personal, social and 
working selves, such a strategy can lead to both a brand 
conflict and a brand dilution, which can be devastating 
for the personal brand. Shephard (2005) implies that 
individuals may find it increasingly difficult to live up to 
this unique coherent brand strategy. Since a personal 
brand inevitably focuses on selected personal abilities 
and attributes, and excludes others, this may lead to 
emerging tensions among individuals as they attempt to 
live up to a constrained version of  themselves.

3.6 Identity Capital

Côté (1997) has constructed a sociological view of  
identity, called the identity capital model. Identity 
components such as specific skills, beliefs, or attitudes 
are seen as resources that individuals can utilize in the 
process of  negotiating for social memberships, status, 
and other societal assets. Individuals who possess 
significant characteristics that can be used as a 
negotiation factor are more likely to be successful in 
obtaining social resources, than those who do not. 
According to the identity capital model, identity capital 
resources can vary in terms of  tangibility–intangibility 
resources. Tangible resources can include financial 
assets, educational credentials, club memberships, 
whereas intangible resources include personality 
attributes that increase ones ability to exchange social 
assets with other, such as self  esteem and critical 
thinking abilities, as well as any unique skills or talents 
possessed by the individual. 
    Steinfeld et al (2008) implies that developed social 
relations correlates with psychological well-being. Close 
friends and good relations with one's family can render 
a higher self  esteem and satisfaction with life. In the 
case of  online socialisation, Steinfeld et al. states that 
some frequent internet users might run the risk of  
trading their stronger "offline contacts" for weaker 
online contact in the short run, although online 
socialisation in the long run could lead to the same 
positive mental health benefits as real life socialisation. 

When transferred to the world of  social media, Côte's 
(1997) identity capital model can be used to understand 
how both tangible and intangible resources are 

expressed by users within these networks. On Facebook, 
expression of  tangible resources can be exemplified 
through for example users exposure of  invitations to 
closed trendy events, or pictures that demonstrate 
financial assets. Intangible resources can be 
communicated in multiple ways, such as in declaration 
of  opinions and preferences, and in the level of  
linguistic innovation used when describing these 
interests. A creative language becomes perhaps even 
more salient in microblogs and other text-based social 
media than in for example Facebook, in where users 
can complement their language skills and expressions of 
ideas with pictures and videos.

Côté (1997) argues that the concept of  identity capital 
becomes crucial in a late-modern environment, as 
individuals nowadays obtain little help from social 
institutions and are left largely on their own to manage 
their lives. Whereas tangible resources, such as money 
and social status, are important forms of  identity capital 
in developing societies, intangible resources are the 
most important in late-modern Western life. Self  
esteem, a sense of  purpose, and continuity and integrity 
of  character have been found to be among the most 
effective predictors of  identity capital acquisition.

4.1 Description and 
Analysis

This chapter gives a description and analysis of  how the 
respondents identity projects in social media are constructed, 
communicated and balanced with their real life identities. 

4.1 The Functions of  Social 
Media

According to Correa et al (2009), one of  the major 
functions of  social media as a mechanism is that people 
can connect, communicate and interact with each 
other. One of  the starting questions to the respondents 
regarded what they perceived to be the reason for them 
to use social media, and which utilities they experienced 
that they achieved through this activity. All respondents 
agreed that the main purpose for their social media use 
was as a way of  keeping in touch with friends and 
acquaintance. Several respondents explained that they 
perceive their social media as a way of  communicating, 
not mainly with their closest friends but with their 
extended networks, such as people from their school, 
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old colleagues and other people they socialized with on 
an occasional basis.
Facebook turned out to be the main topic of  discussion 
in most interviews as all respondents had an account 
there, and it was also the social media in where a 
majority respondents claimed to be most active in.

The interviews showed that 'tweets' and status updates 
on Facebook can function as a two-way 
communication, just as e-mails or posts through 
Facebook's wall-post function. R5, R10, R12 and R13 
all described how they used their status updates or 
tweets as a way of  communicating what they were 
doing or thinking at the moment, and also as a way of  
getting feedback on their expression. R5 talks about 
tweeting: (...) "If  you think about something funny or important, 
I think you are kind of  eager to say that, but it's not a monologue, 
that's not so interesting. The interesting thing is to start a 
conversation, to see what others write and answers on that, and so 
on."  
R13 describes how she can use her status updates on 
Facebook to notify and get in touch with interested 
peers when she is going out partying: (...) "And if  he is 
interested then, he knows that. Then he can call me 
later, then, (...) So I think that, I also write a little 
because, kind of  going out partying and.. so that, yes...it 
is because, so that people should know that, otherwise I 
wouldn't write it there. Because everybody knows, it is 
there so they can see it." 

R4, R9 and R12 also agree that social media facilitates 
keeping contact with a broader group of  people. R9 
believes that her activity in social medias have made it 
easier to talk to friends about the "things you really 
want to know", as she describes it. She says that she can 
now talk with a friend for some minutes on Facebook 
and keep herself  updated. Before she could interact 
with them on Facebook, she often had to meet up 
friends for a coffee when she wanted to catch up and 
see how they were doing . For her, social media has 
made is easier to keep in touch with friends, whereas it 
before required more time and effort. She describes 
how Facebook has made it easier for her to maintain 
acquaintance, also globally: "I mean in general, so with 
Internet, the world becomes smaller and smaller.. People you meet 
one night in Australia when you are backpacking, and then you 
add them on Facebook. Then you can just, sit on the web and you 
create a relation that way. I think that, people enjoy that. Because 
before, it was kind of  like that you was wondering, "wonder what 
they are doing, what happened there, kind of.."

This corresponds with Correa et al's view of  the 
Internet as a tool for socialising with people already 
known by the individual, and as a way for her or him to 
expand their circle of  friends. However, after pursuing 
all interviews, it could be understood that the function 
of  social media as a mechanism had more to it than just 

a way of  connecting, communicating and interacting 
with peers. It turned out that several respondents 
perceived that social media had become a large 
influence in their every day life. Even though usage 
frequency varied between the respondents and some 
claimed that they were passively viewing others 
activities, they were all active in a social media every 
day. The interviews showed that a much of  the 
respondents perceived user value when it came to 
Facebook, seemed to lie in its inherent possibility to 
observe others. Respondent R1 and R2 discusses the 
interest in viewing peers activities on Facebook:

R2: "Yes but, it's always, it can always be interesting to check out 
other people's lives, but it's never so that.. Most of  the times those 
you check out and stuff  like that are those, it's not people you talk 
with every day. Kind of  like, I don't visit, like R1:s page every 
day. Kind of  because, I talk to her all the time, I know what 
happens in her life. But it's like, people you don't talk to every day. 
You are not interested enough to call them and, 'hi, should we do 
something together so that you can tell me what you have done the 
last', no, you kind of, just don't do that. Then it's easier to.."
R1: "Yes, it's perfect. With, kind of, old acquaintance too, what 
they are doing. And those you might not be friends with anymore, 
and don't have contact with for that reason. You can still wonder 
about what they are doing."

4.2 Social Mirroring, or 
Influential Peers?

McCracken (1990) describes how the so called trickle-
down theory can be used to describe a chosen strategy 
of  individuals choice of  expressions and 
communication of  their identities in their status updates 
and published content on their social media profiles. 
According to the trickle-down theory, individuals are 
constantly striving for acceptance in their current social 
groups and to adopt behaviours of  those perceived as 
superordinate, at the same time as they wish to 
differentiate themselves from those perceived as 
subordinate themselves. However, it was rather difficult 
to get the respondents to discuss their sources of  
inspiration, in social media as well as in real life. Only 
two respondents perceived that their behaviours in 
social media were inspired by that of  other social media 
users or other people in general, when it came to 
behaviour that were perceived as 'normal' or positive. 
R8 described that he could adopt 'tweet styles' of  
people that he liked, and R5 thought that it was 
possible that he could be influenced by his peers ways of 
expressions in social media, as well as in real life. On 
the contrary, when discussing social media behaviours 
that respondents perceived as weird or strange, all 
respondents could think of  either specific examples of  
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this that they had seen among other social media users, 
or rendering that a lot of  people behaved in a "weird 
way" in general. 
Several respondents also mentioned that they had 
received another perception of  an acquaintance, for 
better or for worse, after interacting with that or those 
persons in social media. 

When respondent R2 was asked why she recently 
declined an invitation to join a Facebook group, she 
answered: 
"Yes it's because, it's only retarded people who are a member of  
that group." 
Respondent R7 describes how she can be amused by 
viewing profiles of  those she perceives as weird, and 
that she can think the following about a certain 
Facebook friend when she views her profile: "Or I mean, 
you think like this, 'shit what a loser', but it's not like I think, 'I 
am so good', it's more like, that you don't want to be like her." 

Respondent R12 refrains from what he perceived as 
strange status updates on Facebook, and renders it: 
"From the beginning I was against this thing with status updates, 
I didn't think it gave me anything, it's probably because a lot of  
people update so much pointless stuff, kind of  like, 'I am so ugly!' 
And then, so that a lot of  people answers it.. 'no, you are 
not' (laughs)"
However, as R12 describes it, he is now quite active in 
updating his status, and he perceives it as something 
positive. He describes his status updates: "I would never 
update anything pointless, I don't see what it contributes to.. I 
often write something that interests me, something more useful"
It is clear that the respondent feels that that he 
distinguishes himself  from people that he perceives to 
post weird updates, at the same time as he is of  the 
perception that the way he updates is the right way, or 
at least serves it's function. 

When discussing if  and why certain behaviours were 
weird with R1 and R2, status updates on Facebook 
regarding free drinks were discussed: R2: "No, but it has 
to do with, it's not like, socially accepted. I mean, what is not 
socially accepted, you can't update that. It's not like, socially 
accepted to say, to brag about that you kind of, got a lot of  free 
drinks last night. (...)"
M: "But if  people do that?"
R2: "Well, I will think that they are weird then. Because they are 
my, my preferences of  what is weird. I don't think it's socially 
accepted, that you kind of  say that." 

Mead's (1967) article on social mirroring describes how 
individual's identities are created in the interaction with 
their surroundings, when learning from impressions 
made in these interactions and also through "the 
process of  the internalised other". As Mead argue, we 
learn how to put ourselves in someone else's shoes and 
view ourselves as through the eyes of  others. 

Followingly, what is considered as 'correct' social media 
behaviour is determinate by the individual's learnings of 
what is socially acceptable behaviour, inherent in the 
individual's self  perception. The fact that the 
respondents know which other users and which 
behaviours they perceive as subordinate themselves 
indicate that they, consciously or subconsciously, are 
positioning themselves in a way similar to the trickle-
down theory. It, however, appeared sensitive or difficult 
for the respondents to talk about how they had learned 
what they perceived as positive behaviour. 

Respondents R6, R5, R7, R9 and R10, all describe that 
their social media use have changed from when they 
first started to use it. They perceived that they had 
become more reserved regarding which pictures they 
upload, which groups they join and how the express 
themselves in general. One explanation to this is the 
fact that several respondents have used their social 
media's fro a few years and are just ageing, but it could 
also have a relation to a delayed process of  the 
internalised other, following that social media still is 
rather new mean of  communication. According to 
Jacob Östberg, the process of  the internalised other 
probably has developed after the same patterns in social 
media as it can do in real life: "Well, I think that, you are 
exposed to more and more people and you can start to, see yourself  
in the eyes of  others. And then you know that, other people are 
judging you, and it effects your actions. You don't act a certain way 
because, this is how I want to act, but because, then will that 
person act this way and it will lead to that. And in the beginning 
people were not so aware of  how this worked on the Internet. 
Now, we are becoming better in reading these reactions and to 
already, on beforehand be able to understand how the person who 
reads your Facebookpage, will read it."   

4.3 Direct or Indirect 
Communication?

Zhao et al (2008) imply that individuals appear to be 
more likely to communicate their personal image 
indirectly through their friends list, photo albums, and 
wall posts, instead of  through an explicit self  
description.

The respondents were asked about their published 
content in social media, as well as about profile pictures 
and explicit self  descriptions. All respondent more or 
less openly claimed that they had some kind of  strategy 
behind their choice of  profile picture or pictures, 
although not all were willing to name it as a 'strategy'. 
Several respondents mentioned that one of  the most 
important factors, when it came to profile pictures, was 
that you somehow looked your best in the photo. 
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However, it still was important that the picture looked 
'natural' and 'representative'. Among the things brought 
up as a criteria for being representative by all 
respondents, was to not look obviously drunk. Common 
for all respondents who were asked about the reason for 
these kind of  pictures not being desirable, was that they 
not perceived it as suitable to show in the open for the 
various social groups that had access to the profile 
picture. The same pattern followed pictures tagged by 
others or pictures published by the respondents 
themselves in their albums. All respondents claimed 
that they at some point had un-tagged themselves in a 
bad picture, or in a situation they looked very drunk.  

When discussing content and information that 
respondents themselves chose to publish, many 
respondents did not perceive that they had any 
particular goals or purposes with what they chose to 
publish. R11 describes how he chose what personal 
information to publish on his Facebook profile: "I have 
educational info, my birthday, what city I live in, my interests, 
favourite movies, books, and quotes, where I have worked and some 
fan pages." When asked how he chose the information, 
R11 answered: "They were just the easy parts to fill out when i 
made my profile".

R6, however, perceived that social media could serve as 
a tool for him to subtly communicate things that in real 
life, or if  said in direct words, could be seen as brag: "I 
still think, all persons here in this world... (laughs) have something 
that they want to be good at, kind of, or something that you want 
to work with. I mean, it is also good for, if  you go out and meet 
people in the world and just 'hey, hey, what are you doing, and so 
on'. I think, you have some kind of.. it is easy to show people kind 
of  what you do, you always want to show what you are doing 
kind of, if  you work with something, we have done a new shoe 
now or something, then it's easy to just put it up on Facebook or 
Twitter that you have done those things." ehm.. then I think that 
it's an easy way to, if  I put it like this... I went to a school which 
is very competitive, everybody wants to become something. Then its 
very easy to kind to show off  a little bit, to tease a little bit, if  you 
know what I'm saying?" 

Overall, indirect communication was something that 
seemed to be a sensitive subject for the respondents, 
disregarding the profile pictures. When being asked 
about which Facebook groups and/or  fanpage the 
respondents were members of, several of  the 
respondents claimed that they almost exclusively had all 
group and fanpages sent to them as invitations from 
friends. R8 talks about whether he had any groups/
fanpages and how he got them: "Yes, some. But the thing is, 
I haven't done that very much, I have joined those I have.. 
stumbled on, more or less. So it's not like, I 've sat down and 
looked for fan pages, but sure, I have them. But, I don't look at 
any.. I am more, on one of  these, a fan pages.. just so that people 
can se a little bit, personal. To see what I like, kind of."

Respondents R3, R8,R12 and R13, all emphasised that 
the groups and pages chosen only had the purpose of  
showing somewhat of  their identity, and that they never 
chose something that had the purpose of  changing their 
"real life" image in any direction. R12 describes this: 
"Ehh, no.. or, I don't know, would in that case be.. I just want to 
try to communicate the same person that I am in real life.. not 
making up or adding a lot of  stuff  just to achieve a certain image 
and so on, in that case I think more about how to express myself  
in a way that people who know me, simply recognises my 
personality."   

R1 and R2, on the other hand, expressed that they 
consciously selected to communicate preferable parts of 
their lives and personalities: R1: "And, then you kind of  
choose to use those sides that you can really stand for, for 
everybody." R2: "Yes, it becomes like that, that you embellish 
everything a little bit. But it is little bit like that, that you want to 
represent yourself  in the best way. Then, what that best way is..."   

According to Jacob Östberg, being open about claiming 
status is generally a sensitive subject for individuals. It is 
therefore common that people who are not comfortable 
with this, when aspiring to express their status, try to 
make it seem as a natural part of, for example a 
conversation, and that the statement just "happened" to 
be mentioned, or "had to be mentioned", in order to 
maintain the the communication between the 
expressing part and his/her peers. Östberg states that 
status can be expressed more direct or indirect in social 
media just as in 'real life', and that an individual who 
claims that he or she does not want to express status 
openly, or who refrains from more direct or  common 
status symbols,  is just making another form of  a status 
statement by saying or doing so.     

4.4 Use of  Brands and Symbols 
as Referents of  Meaning

Schau et al (2003) describe how individuals use 
consumption to communicate and make desired parts 
of  the self  more tangible. They also imply that Internet 
and the virtual reality opens up for new ways of  
communicating with the symbolic value in brands or 
products. In the physical reality, individuals have to own 
a good in order to be able to transfer its inherent 
symbolism to themselves. However, the virtual reality 
allows individuals to associate themselves with a brand 
by simply joining a fanpage, post a related link, or just 
write something about it. 
R10 is a member of  the fanpage for the American 
lingerie brand Victoria's Secret (Weblink 10) on 
Facebook, even though she does not own any of  the 
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brand's products. She explains that she chose to become 
a fan of  Victoria's Secret because she likes the brand, 
and that she associates it with sexy underwear. By using 
the Victoria's Secret brand in her profile in this way, 
R10 automatically links the cultural meaning charged 
in the Victoria's Secret brand to her profile and her 
person. 

When discussing brands in Facebook groups or 
fanpages, it turned out that several respondents had 
chosen to use these on their profiles. R8 had chose to 
use fanpages from for example Adidas, the New York-
based street wear brand Supreme, and the Swedish 
street wear store Sneakersnstuff. R7 had chose to add a 
"shoebox-application" to her Facebook, profile, R2 had 
a fanpage for her employing company, a newly 
established Swedish women's clothing brand and a 
fanpage for a language-focused show on the Swedish 
public service radio. R6 had fanpages for a few 
clothing- and shoe brands, and also for two Stockholm 
bars/nightclubs. Thus, the fanpage function allows 
Facebook users to communicate their consumption 
preferences of  goods and experiences to all visitors of  
their profile, including non-friends, as the function and 
chosen fanpages can not be hidden through any privacy 
limitations, like most other profile content can be. 
(Weblink 1)

The inherent cultural meaning in goods or experiences 
therefore becomes an essential part of  the 
communication in social media, as much of  the 
communication is done through indirect 
symbols. However, as McCracken (1986) argues, 
meaning is in constant transit between the culturally 
constituted world, the consumer good and individual 
consumers as well as influential social groups. An 
individual's choice of  what brands or cultural symbols 
to associate with their social media profile and identity, 
is therefore derived from what Elliott et al (1998, p. 131) 
describes as the individual’s immediate social 
experiences.” An example of  this is the different 
approach to communicating children and the use of  
baby pictures on Facebook.
R13 has relatively recently become mother to a son, 
which is something that she is very proud of.  Hence, 
her child, as much as it is a part of  her real life, is a part 
of  her life in social media. She perceives that the 
symbol of  a child is something positive, and a referent 
of  personal accomplishment: 
"I still think that a lot of  people gets a... I mean, an image of  me, 
they see, I mean, friends who see.. for example my pictures.. okay, 
she is doing well, she has a child and so on, kind of  like that."
R4, who is in a different life situation with a recently 
finished real estate broker education, and also an extra 
job as a bartender, instantly mentions baby pictures 
when asked about social media behaviours that he 
dislikes:

"Yes, baby pictures, I totally don't want to see that. 73 000 baby 
pictures, and you just.." 
However, he believes that his opinion could be related 
to his current lifestyle and social situation: 
"I mean, I don't know how I will react when I finally, get a little 
one.. I don't know.." His statement correlates with Boyd et 
al's (2006) article, which implies that individuals 
thoughts and feelings often change depending on the 
social context or situations they exist in.

According to Kelemen et al. (2001) individuals in 
virtual communities form what they call neo-tribes, 
where sub-groups of  individuals are active and 
constantly negotiating the borders of  the 'identity' of  
the neo-tribe they consciously or unconsciously are a 
part of. Lifestyle patterns, opinions or consumption 
preferences within a given social group are all examples 
of  how neo-tribes are formed in social media. R12 
recounted that he has a preference of  expressing his 
political opinions in his Facebook profile and in his 
status updates in the same forum, partially because he 
likes to provoke certain people among his Facebook 
friends. According to R12, he sometimes receives 
complaints from these people, followingly describes the 
complaints and the complaining peers: "Yes, I think it 
often is something like 'stop updating so much pretentious stuff'. 
(laughs) But I explained to one of  those, who is of  the kind that 
writes sport results on his status, that it is the same thing for me as 
for them with their sport results, when I update political stuff.. the 
worst thing was that one of  those who complained have now 
started to update in the same way as me.."

4.5 The Online Self  - A 
Favourable Person

The key premise of  personal branding is that each 
individual has a personal brand, or what Peters in 
Shephard (2005) calls, 'a sign of  distinction'. Shephard 
(2005) emphasises the importance for the individual to 
present their current characteristic qualities in a 
differentiating way; "your unique promise of  value", 
rather then to undertake a personal makeover, in order 
to make a credible personal brand statement. One way 
for individuals to create congruence between their 
different selves, online and offline, is to create a 
narrative identity which helps makes sense of  ourselves 
and our behaviour in various social contexts. By using 
narratives, individuals can merge separate actions and 
experiences to "a coherent sequence". (Elliott et al, 
1998) Or, as Jacob Östberg describes it: "You have a story 
about who you are, which you tell to yourself  and to others. It has 
a past, a presence and a future, and you then try to.. with different, 
available symbolic material.. it can be consumption objects, 
brands, music or things that you buy on the web or.. and you use it 
to try and tell this story in a credible way." 
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Some respondents talked about how they chose to 
highlight parts of  their personalities that they 
themselves appreciated or thought that others 
appreciated, in their social media profiles. R11 
describes how he uses his Facebook profile picture to 
express a side of  himself  that he likes:  "Well the one I 
currently have, I chose it because it's me in an interesting place 
(the Mongolian country side) (...) I like to highlight the fact that I 
travel around (..) I guess adventurous is the word". By 
publishing a picture that shows him in the Mongolian 
countryside, the respondent refers to travelling habits 
that goes beyond the most common destinations, 
hopefully indicating the adventurousness he desires, 
thus communicating a credible narrative of  himself  as a 
person with interests and habits beyond the 
commonage.  

All respondents claim that they think it is important that 
others perceive them in a "correct" or "good" way, and 
claimed that they tried to sort out information which 
they thought could be sensitive or might lead to others 
perceiving them in an inaccurate way. At the same time, 
several respondents claim that they find it important 
that their online appearances seem natural and 
credible. 
R1 and R2 reasons around the impact of  social media:  
R2: "It is really like this, like you, are advertising yourself. For 
your person, on Facebook. So it's of  course important then, to have 
the right pictures, or kind of.. Or right, the right pictures, I mean, 
more.."
R1: "You should probably still have in mind how you appear, you 
should probably not stand in kind of, bikini on some kind of, wet 
t-shirt competition.".
R2: "If  it's not the way you want to represent yourself." 
 
Discussing favourable general characteristics appeared 
to be less of  a sensitive or difficult subject for the 
respondents than to render specific sources of  
inspiration, such as individual persons or social groups. 
Humour was mentioned by several respondents as a 
reoccurring theme when doing status updates. R2, R4 
and R9 mentioned humoristic topics as one of  their 
favourite ways of  expressing themselves in social media. 
R2 explicitly said that she tried to be 'funny and 
creative' when updating her status. R4 explains why he 
prefers humour over a more serious tone: "I think it 
should.. humour involved, kind of, for it to feel kind of.. that I can 
publish it." K: "Mm. Why do you think it feels good with 
humour then?" R4: "No but, I was just about to say, it works in 
all social classes.. (laughs) (...) It feels kind of.. it reflects your 
personality too, I think so. A lot. How you want to appear, kind 
of."
R11 was also open when reasoning around his tone in 
Facebook status updates or in his tweets: "The tone i have 
is usually ironic or sarcastic. (...) Humour is a trait valued in 
society, so you want to show that you have it." 

R4 claimed that he consciously has chosen to use 
humour as an overall theme in his way of  
communicating, both when it comes to his profile 
pictures and status updates. He describes this:  "Yes.. I 
mean, the thing is.. I mean, in the beginning when you got 
Facebook you shared. And then you almost have to, choose track, 
you kind of  feel like that. Kind of, should I go for the humour-
track or the serious track.. you somehow had to.. choose a little bit. 
Now it has been like that. Which pictures you upload and, which 
groups you are a member of  and.."

R8' favourite way of  expressing himself, on the other 
hand, was by communicating through one of  his private 
interests. He describes it as: "Myself.. I mean, I don't feel 
that I myself  is so good at writing, but I think that.. kind of.. a 
video.. it says so much more. And then music, of  course. Music, in 
general. I feel that it's an easy thing, because I'm so into music in 
general. It's a very easy way of  communicating with people, 
music." 
M: "Mm.. But do you think that you would communicate more 
with text if  you had felt that you were better at it?"
R8: "Yes, of  course."   

4.6 Expressions of  Identity 
Capital among the Respondents

According to Côte's identity capital model, identity 
capital resources can vary in terms of  tangibility–
intangibility. Intangible resources can be communicated 
in multiple ways in social media, such as in declaration 
of  opinions and preferences, and in the level of  
linguistic innovation used when describing these 
interests. 

Respondent R5, R6 and R8 are the most active social 
media users among the respondents, as both of  them 
tweet and/or update their Facebook status several times 
every day. R5 tweets on a daily basis, while his 
Facebook use is more sporadic. R6 claims that he is 
constantly logged in to his Facebook account during 
work days, and that he can update his Twitter as much 
as every hour. R8's social media use is not as intense as 
R6's, but he is still active several times a day: "Eh.. 
Twitter, I use it daily. And Facebook. Because it is kind of, 
personal. I update, my personal status, kind of. (...) Twitter, 
probably.. 5 times daily, at least.. ehh.. Facebook.. I use it to log 
in. I don't write on Facebook all the time."

It is possible that R5's, R6's and R8's extensive use of  
social media correlates with the fact that they all have 
niched interests in one or another way. R5's interests are 
mostly online based, regarding various subjects such as 
abandoned amusement parks. R6 is employed in a store 
that designs and sell sneakers and clothes, and these 
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attributes is also a private interest of  R6's. R8, on the 
other hand, is a professional illustrator, and a graffiti 
painter as well as a DJ on his spare time. A specific 
interest in a subject, likely leads to a large knowledge 
within the same subject, thus something which can be 
seen as a skill that the individual can use in their 
communication within the social media. As social 
media is all about communication, leading to active 
users being in a constant need of  perceiving that they 
have something to express. 

This reasoning could also be connected to the fact that 
the respondents with niched interests, R5, R6 and R8, 
are the only respondents who are active Twitter users. 
R3 and R7 are also Twitter users, but claim that they 
are hardly active at all. R3 explains that his small 
interest for Twitter depends on him having a limited 
amount of  time to spend being active in social media. 
However, he at the same time claims that he logs in to 
Facebook several times per day, so the time-limitation 
explanation could be questioned. R7 explains her lack 
of  activity on Twitter: "There is not as much to spy on there, 
and it simply doesn't happen as much there as it does on Facebook, 
you can't look at pictures, and so on."

As Twitter's function is based around it's users regularly 
posting notes on a maximum of  140 characters, it is a 
social media that demands users with an outgoing and 
expressive online behaviour. (Weblink 2). Whether it 
depends on niched interests or individuals life situations, 
Twitter is likely to only attract users who perceive that 
they have a lot to say about themselves or their 
experiences. On Facebook, however, a user can be more 
of  an observer, as the network's different applications 
offer more than just communication through the user 
and their social contacts text updates and posted links. 
R9 describes why she thinks that Facebook has become 
so popular: "Eh... people, you can check up your acquaintance 
without having to talk to them.. you get it so easy anyway. And 
then, people are curious, or I am at least, and Facebook offers an 
opportunity to keep updated on people."  
Respondents R1, R2, R3, R6, R7, R8, R10 and R13 
also state that observing and studying others is an 
important part of  their Facebook use.

4.7 Balancing the Social Media 
Self  with the Real Life Identity

Shephard (2005) suggests that it is normal for 
individuals to develop multiple roles, personas and self  
images in order to adapt to their personal, social and 
working selves. In social media, most users get exposed 
to several of  their social groups at the same time, in 
each respective forum. This could be a possible 

explanation for the fact that many respondents claimed 
that they were striving for what they described as a 
'neutral' profile. A neutral expression could be a way for 
the individual to try to build a social media identity that 
is suitable for all social groups that have access to their 
profiles, whether it may be parents, colleagues, or 
school friends.   

R7 describes her Facebook profile and her status 
updates: "I mean I don't want, or because I have a rather 
neutral profile and updates which I feel that I can stand for, I 
could practically be friends with anybody. I am friends with my 
mother and my brother on Facebook (...) But it's like, I mean you 
de-tag a picture in where you look super drunk, I try to keep my 
profile as neutral and normal as possible so that everyone can see 
it." 

The lack of  clear answers to what is the "right way" of  
communicating the self, and how to adapt the personal 
message to the different social groups in the social 
media, might have contributed to the fact that R1, R2, 
R3, R7, R9, R10 and R13 claim that they gradually 
have become more restrictive with what they update 
and publish on their profile, than they were when they 
started using social media in general, and Facebook in 
particular. 
Some of  these respondents, also stated that they did not 
have any clear strategies around their social media 
profiles, which was somewhat contradictory to their 
increased restrictions on their way of  expressing 
themselves. The liability of  constructing neutral 
Facebook profiles was paramountly apparent among 
the respondents who were about to finish their studies 
and therefore were actively searching for employment. 
R7, who is just about to graduate from business school, 
describes her strategy: 
"But now when I'm looking for a job, I think even more about it, 
like that I have made my profile even more private. Like when I 
was applying for this job at (company name).. shit, I can't write 
anything embarrassing now, 'now it's wine, wine'. Not that they 
can see your profile, but you can still become paranoid, what if  
someone there knows me, I don't want to write 'I'm going to get 
boozed up' then.." 

R9, who is three years into her law school degree, 
describes her restrictions on her blog and on her 
Facebook account: "Yes, I am very restrictive with that, 
actually, because it has been so much shit coming up about it. I 
don't have any political views, for example. I have no opinions in 
my applications or fanpages. (...) Groups, also, that is also like, 
when it says.. ehh..  for example when they publish names of  
criminals or choose which side to stand on.. I can feel a bit 
uncomfortable there, because it's so easy to get people to follow 
something already as it is.." 

Adaption of  the social media personality for the 
different social groups on for example Facebook, can be 
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done through limited profile in some cases or de-
friending or not accepting friend requests, but this can 
be noticed and also be seen as offensive if  so. 
When respondents R6, R8, R10, R12, and R13 receive 
friend requests from people that they do not want to 
have access to their profile or do not want to be 
associated with, they accept the friend request at first, 
only to delete the person or persons from their friendlist 
after a while. The reason for this was recurringly that 
they did not want to be rude. R6 describes it: "Ehh, in 
that case I think I just add them and then remove them after a 
week or so.. (laughs) Its's kind of  my plan there.. so that they will 
think that I'm nice."  

Learnings from the interviews accordingly indicate that 
when an individual do not know a peer well, 
interactions in social media can have a stronger 
influence than the real life interaction. Several 
respondents mentioned that they had experienced that 
their physical reality perception of  a peer had changed 
after interacting with him or her in social media. 

R9 describes an experience of  hers: "(...) an acquaintance 
who I have always regarded as a really nice guy who works as a 
security guard,. but who is like that, you know.. a really cozy guy. 
But now, when I have him on Facebook, he writes such, really sick 
stuff  like.. Often, he comments his job, like 'today I busted some 
tinkers' (...) and 'sometimes you wish that you had the possibility 
to hit an idiot', and stuff  like that. Which, almost becomes a bit 
uncomfortable when you after all know that he works as a security 
guard."  

Jansson (2002) implies that consumption of  an image in 
a given media can become more important than the 
referent of  that image. Without stating whether a 
perception of  a peer, whether it comes from the 
physical reality or from social media, can be regarded as  
"correct", this is an example of  social media's influence 
on individuals social interactions. Thus, social media 
offers individuals an opportunity to express an 
accumulative message of  themselves to people who do 
not know them from the physical reality, and to create a 
stronger image than real life interaction ever had the 
possibility to, if  the individuals were not supposed to 
interact often in real life as they can by just logging in to 
their social media account. Whether this communicated 
image of  the individual will be perceived by his or her 
peers as more positive or more negative than their real 
life perception of  the individual, will depend on how 
well the communicated messages relates to those peers, 
or that target group.

5. Conclusions and 
Discussion

This chapter provides a discussion around the description and 
analysis presented in chapter 4, followed by conclusions of  the 
results of  the thesis, considering it's purpose and research 
formulations. Finally, some possible practical implications and 
suggestions of  further research, are presented

5.1 Discussion

This thesis exemplifies how identity construction can be 
performed in social media and what we imply is a 
research-gap in the consumer-to consumer section in 
the social media area, regarding underlying 
psychological factors for using these forums, when 
linked to branding theory in general and personal 
brand theory in particular.

After all interviews were carried out, it was clear that 
social media has a wider scope of  use than just being a 
way for individuals to connect and interact with each 
other. Social media have grown to be a part of  our 
every day lives and a place for learning new expressions, 
as well as forming new behavioural ideals. Learnings 
from the interviews show that most of  the user value of  
social media is not only derived from the direct 
communication taking place on the different mediums, 
which is often stated in previous research. Instead, 
social media seems to render individuals a feeling of  
control; that they can see what is going on with close 
friends as well as with an extended group of  people, at 
the same time as they to a large extent can direct the 
self  image communicated to the these groups. 

Our study shows that social media provide their users 
with tools that enables exposure of  their whole range of 
tangible and intangible resources. Facebook users can 
communicate any consumption pattern that they wish 
to associate themselves with (without even having to 
consume the good or service in question), as well as 
promote linguistic innovation without peers knowing if  
it is something that the user actually would be able to 
spontaneously express and spell correctly in real life, or 
publish selected pictures of  assets, such as an 
apartment, without requiring any interaction in the 
physical reality. Twitter offers similar opportunities, but 
it requires more effort from the user as expressions in 
the forum has to be adapted to a the format of  a text 
message of  limited size. Social media also enable their 
users to access and observe accumulative information 
from peers, also those who the individual may not 
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interact with at all in the physical reality but still use as 
a behavioural 'mirror', in a way that is not possible to 
the same extent in the physical reality. Individuals 
learning through "the process of  the internalised 
other", enabled by social media's inherent  possibility to 
observe peers, could explain why several respondents 
claimed that they had become more aware and careful 
around how their online selves were presented, or in 
other words, expressing an increased brand awareness. 
Being a social phenomenon, social media is however, 
like any other social phenomenons, in constant transit 
as it is reproduced and sustained through its members 
constant negotiations with their identity, many times 
based on their life situations. Therefore, changes in 
behaviour and communication patterns may not always  
be a result of  experiences taking place within the social 
medias, but can also be a result of  changes in life in the 
physical reality. All respondents in this study are in the 
ages between 20 and 30, a period in life where a higher 
education or a career can be initiated, as well as 
building a family. It must therefore be taken in 
consideration that the respondents claimed changes in 
social media behaviour can be a result of  their offline 
changes in life, as well as of  online learnings.

Most respondents perceived that social media was 
primarily a way for them to keep themselves updated 
on their acquaintance, rather than their close friends. 
We argue that the most likely reason for this is that close 
friends know the preferable as well as the less preferable 
parts of  an individual's personality while acquaintance 
do not, and the possibility to design a  'tailored' message 
towards acquaintance is therefore larger than towards 
closer friends, just as companies to a larger extent can 
choose what message to communicate to a new 
customer, with little previous knowledge and biases 
around their product, than to those already familiar 
with it's advantages and disadvantages.  

Common for all respondents were that they were 
actively striving to create positive associations around 
their online persona, by choosing to express what they 
perceived as valued characteristics among their peers 
and in society in general. It was exemplified through 
respondents choices to publish pictures and information 
on themselves where they looked or expressed at their 
best, while removing content which indicated 
something else. This corresponds with Zhao et al's 
(2008) findings of  individuals aspiring to promote "a 
realistic, yet slightly improved version of  themselves in 
social media". The respondents more or less consciously 
chose what aspects of  themselves they wanted to 
promote, based on what they perceived where their 
personal strengths and after what they believed would 
be considered socially accepted expressions, therefore 
hopefully rendering a representative and good 
impression of  themselves among their main target 

groups. Thus, the respondents clearly possessed an idea 
of  what their value proposition was, who they wanted 
to express themselves to as well desired results with their 
arrangements, hence corresponding with Shephards 
(2005) personal branding theories. We therefore imply 
that the respondents all expressed a brand awareness, 
although not all of  them were fully aware or willing to 
openly admit that this was the case. 

What is the difference then, between personal branding 
in the physical reality, versus in social media? We argue 
that social media offer their users a possibility to create 
a "larger than life"-personality which, although it has to 
be relatively congruent with their real life identities in 
order to appear credible, still is stripped from 
unfavourable consequences which are more or less 
inevitable in physical reality interactions, such as for 
example ugly angles, spontaneous speech errors, or 
ending up being too drunk. Social media also enable 
individuals to learn expression styles from all peers 
which the individual has access to through her or his 
social media account, both social groups that 
individuals perceives themselves as current members of, 
as well as those the individual aspires to belong to. 
Social media gives allows 24-7 access to all friends and 
followers, hence without the time - and practical 
limitations of  interaction with groups the individual 
strives to resemble, required for learned 'improvements' 
in the physical reality.

Furthermore, information our findings appeared to 
correlate with Zhao et al's (2008) implication that 
individuals are more likely to express their status 
indirectly through photo albums, friend lists and wall 
posts when active in social media. The respondents 
preferred to use the indirect communication tools in 
general when publishing information about themselves, 
but also seemed to take advantage of  them in order to 
express tangible and intangible resources in a way that 
could be interpreted as blunt if  done in the physical 
reality. This was exemplified by the respondents 
through exposure of  travelling habits in profile pictures, 
event invitations and expressions of  professional 
achievements through photo albums and status updates. 
In the physical reality, expressing this kind of  
information would have required a direct question in 
order to not break the criteria of  appearing 'natural', 
which according to Elliott et al (2006) applies for all 
'successful' status communication.  

All types of  expressions and behaviours brought up in 
this thesis are exemplified through the technical features  
of  Facebook and Twitter, which both very well can be 
exchanged for other forums in the future, thus 
rendering new applications with new opportunities as 
well as new limitations for communication of  identity 
and personal brands. This naturally effects the value of  
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the exemplified modes of  expressions in this thesis. 
However, although the means of  communication can 
and likely also will change, we imply that the underlying 
mechanisms regarding identity projects and individuals 
need of  interaction with peers are relatively stable over 
time, illustrated in this thesis by the ability to correlate 
recently gathered empirical material with identity 
theories which are several decades old. We therefore 
imply that the popularity of  social media is a result of  
individuals constant need to express and relate 
themselves to their social surroundings. This thesis has 
illustrated how social media can be used as a marketing 
tool for the self  as a 'product', whether if  aimed towards  
friends, acquaintance, potential partners or employers, 
that constantly is exposed in individuals quest for 
affirmation and a sense of  belongingness.  

5.2 Conclusions 

The authors do not claim that our interpretations and 
results are generalizable and can be applicable for all 
users of  social media. Active users in a niched age 
group have consciously been chosen in order to 
facilitate as much relevant data as possible, in order to 
meet the purpose and research formulations of  the 
thesis. This has inevitably had in impact of  the result of 
the empirical material. However, we imply that this 
thesis can illustrate a part of  identity construction that 
take place in social media, and contribute with 
interesting information regarding the phenomenon in 
order to help create a deeper understanding for the 
perceived user value within the medium. 

This thesis illustrates that social media have become a 
channel for individuals to communicate with peers, but 
also a tool for individuals to present themselves with. 
Our research demonstrates that social media with its 
various features have opened up for new ways for 
consumers to communicate themselves that real life can 
not offer to the same degree. This as social media 
function allows individuals to expose the person who 
they want others to perceive them as (within the frames 
of  what can still be perceived as 'realistic'). Whether if  it 
is expressed through down-scaled 'neutral' profiles or 
more outgoing communication, individuals have some 
kind conscious strategy behind how they present 
themselves within the social media.   

We argue that individuals, consciously or unconsciously, 
have a brand conception around their identity when 
communicating in social media. The representative, 
positive social media-self  is expressed through 
highlighting favourable aspects of  the real life identity, 
while negative aspects are sorted out as much as 

possible. When hesitating around the 'right' way to 
communicate the identity, individuals choose to 
communicate as little as possible, referred to as 'neutral', 
in order for the social media identity to not interfere 
with the various perceptions of  the individual that can 
exist among the different social groups which have 
access to the individual's social media profile. 
Individuals with more resources tend to be more active 
users of  social media, which likely is a result of  these 
individuals perceiving that they have more 'material' to 
base their social media communication on. 

To sum up, this thesis gives examples of  how social 
media can enhance individuals knowledge and 
communcation abilities regarding what is considered as 
positive as well as negative behaviours, hence also how 
to express the varying value proposition we all hold as 
benficial as possible. 

5.3 Practical Implications

The information in this thesis is not only of  interest for 
the academic field, but could also be of  interest for 
external companies' product development purposes, 
such as application designers and social media 
companies.
This, as an understanding of  consumption and the 
symbolic values that permeate many parts of  our lives, 
is essential for more practical studies. It is therefore 
important to look beyond the actual functions of  a 
product, such as social media, in order to render 
information of  it's product values and it's abilities for 
self-presentation on a foundational level. 

As the thesis have shown that individuals are striving to 
present themselves in a favourable way in social media, 
it is likely that it only exist incentives for the individual 
to associate their social media profiles with brands that 
confirm or enhance their status in some way. It could 
therefore be important for companies that plan to use 
social media within their marketing strategy to question 
if  social media is a forum for them. We imply that it 
could be an unnecessary investment for companies 
whose brand/-s does not include these factors.        

This thesis also illustrates that much of  the perceived 
user value in social media lies in their inherent 
possibilities  for their users to observe their peers. The 
empirical material indicates that it is important for 
social media companies to continuously offer new 
applications and functions so that more passive users 
with less need of  expressing their own experiences, still 
will get an impression of  a constant 'newsflow', 
therefore preserving the incentives also for these groups 
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to maintain as active users. As social media are designed 
and consumed simultaneously by its users, their value of 
the  therefore never surpassed the value invested in it by 
its users.

5.4 Implications for Further 
Research

Although this thesis contributes to knowledge in the 
academic field of  social media, there is still a 
considerable need for more research, as social media 
like any social phenomenon has a complex and versatile 
nature.  

One of  the aspects illustrated in this thesis was that 
intangible resources, such as skills and talent, seems to 
affect the extent of  individuals social media use. 
Comparing studies regarding individuals with specific 
interest against individuals with general interest, could 
therefore be relevant in order to gain knowledge on 
whether it is a general trend that it affects individuals 
use of  social media. This could be useful information 
for the academic field as well as for product 
development purposes of  the social media companies.

Furthermore, it could be interesting to study the 
phenomenon of  social media from a social status 
perspective, regarding how different social situations in 
individuals lives, such as civil status, occupation or 
parenthood , affect their communication within social 
media. Our empirical material have given examples of  
this, and increased knowledge in this area could 
therefore be of  relevance. 
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