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ABSTRACT 


In recent years, personal branding has received significant interest. The business world 
 now  recognizes  the  relevance  of  controlling  and  projecting  a  desired  personal  brand 
 identity  through  the  use  of  different  social  media.  Once  considered  a  tactic  only  for 
 celebrities  and  leaders  in  business  and  politics,  personal  branding  has  become  an 
 important  marketing  tool  for  everyday  people.  For  instance,  through  the  creation  and 
 maintenance  of  social  media  profiles,  personal  Websites,  and  blogs,  common  women 
 have converted into recognized fashion bloggers across the globe.  


Up to now, the majority of the studies has analysed self-branding from the blogger point 
 of view, never taking into consideration how these brands are perceived by audiences in 
 different countries. The purpose of this study is to investigate how a globally successful 
 self-branding is perceived by individuals with a significantly different culture.  


The  study  employs  an  approach  based  on  “systematic  combining”’  grounded  in  an 
 abductive logic. This approach consists in the interrelation of a case study, a theoretical 
 framework, and empirical findings collected from 16 semi-structured interviews. 


By Adopting Aaker’s brand personality scale as theoretical framework, this study aims 
 to classify the perception of the interviewees based on the five dimensions of the model.  


The  findings  of  the  study  reveal  that  a  personal  brand  is  not  perceived  identically  by 
 individuals with a significantly different  culture. Moreover, due  to the emergence  of  a 
 new dimension the theoretical framework has been modified. 


The research brings contributions both to the field of self-branding and to the potential 
 applicability of the brand personality model to self-branding.  


Keywords:  self-branding,  branding,  brand  personality,  self-presentation,  fashion 
blogger, Instagram. 
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1.   Introduction 


In the following paragraphs, the authors of this thesis will firstly outline the motivation 
 behind  the  research.  Then  they  will  provide  a  general  overview  by  presenting  the 
 background  in  which  the  research  will  evolve.  Finally,  the  problem  statement  and  the 
 research purpose  will be  explained, followed by the contributions and delimitations of 
 the research. 



1.1  The motivation behind the research 


The concept of personal branding has become increasingly important in the digital age 
 (Kietzmann  et  al,  2011).  The  business  world  now  recognizes  the  relevance  of 
 controlling and projecting a desired personal brand identity through the use of different 
 social media (Safko and Brake, 2009; Schwabel, 2009). Self-presentation, a way for an 
 individual  to  convey  information  to  others  (Goffman,  1959),  is  the  mechanism  that 
 allows a person to create and maintain her brand identity. This social performance can 
 be compared to a theatre where within each scene of life, the central actor chooses the 
 appropriate  wardrobe  and  props  to  project  a  desired  identity  to  an  audience  through 
 complex  self-negotiations,  making  adjustments  in  an  effort  to  maintain  a  consistent 
 identity (Goffman, 1959). 


Once  considered a  tactic  only  for  celebrities (Rein  et al, 2006) and  leaders  in business 
 and  politics,  personal  branding  thanks  to  online  digital  platforms  has  become  an 
 important  marketing  tool  for  everyday  people  (Shepherd,  2005).  For  instance,  through 
 the  creation  and  maintenance  of  social  media  profiles,  personal  Websites,  and  blogs, 
 common  women  have  converted  into  popular  fashion  bloggers.  By  using  fashion  and 
 beauty  products  as  a  way  of  expressing  their  identity,  they  have  accumulated  a  wide 
 following and a successful commercial career (Safko and Brake, 2009).  


This  thesis  reviews  the  concept  of  self-branding  and  the  way  in  which  it  is  concretely 
done.  However,  the  focus  of  the  dissertation  revolves  around  how  such  practice  is 



(9)perceived  by  individuals.  The  authors’  interest  arose  after  observing  how  personal 
 branding  is actually  very similar to corporate branding.   In  fact, both are built through 
 awareness,  relevant  differentiation,  value,  accessibility  and  emotional  connection 
 (VanAuken, 2011). Similar to product branding, personal branding entails capturing and 
 promoting an individual's uniqueness to a target audience (Kaputa, 2005).  


Many personal brand experts see the process as akin to product branding, which consists 
 in  defining  a  brand  identity  and  then  actively  communicating  it  to  the  marketplace 
 through  brand  positioning  (Schwabel,  2009).  However,  where  companies  very  often 
 adapt  their  branding  strategies  to  consumer  culture  in  order  to  be  successful,  personal 
 branding  shows  instead  how  an  individual  might  gain  popularity  and  be  globally 
 successful without adapting his self-presentation strategies.  


For  this  reason,  this  thesis  asks  for  a  better  understanding  on  how  a  personal  brand  is 
 perceived between countries with a significantly different culture. 


  



1.2  Background 


The way the Internet is used has changed throughout the years. Internet started out as a 
 digital  medium  primarily  used  to  gather  knowledge,  and  it  later  also  became  a  tool  to 
 buy products and services  online. Now,  it  has transformed  into a  medium where users 
 are  utilising  platforms  such  as  blogs  and  social  media  to  share,  create,  and  discuss 
 various topics (Kietzmann et al, 2011). The Internet has become an open system where 
 users can concretely create and shape contents.  


In  terms  of  business,  to  increase  brand  awareness  and  reputation  the  Internet  has 
 become  a  valuable  tool  for  companies  to  communicate  directly  with  their  target 
 customers.  However,  in  today’s  online  society  social  platforms  have  provided  also 
 individuals  with  the  possibility  to  build  and  manage  their  own  personal  brand  (Chen, 
 2013). 


With the  increased utilization  of platforms that enable user-generated content, scholars 
have  begun  to  examine  the  self-presentation  of  individuals  within  the  new  media 
environment (Labrecque et al, 2011). Drawing from Goffman’s (1959) influential work 
on  social  interactions  and  self-presentation,  Marshall  (2010)  noted  that  social  media 



(10)allow individuals to have full control over their self-presentation. By selecting carefully 
 which  information  to  share  online,  anyone  can  portray  the  best  version  of  themselves. 


Facebook, LinkedIn, Twitter, and Instagram have been described as ideal platforms for 
 self-presentation  techniques  because  they  allow  people  to  easily  control  or  manipulate 
 information  and  content  (Krämer  &  Winter,  2008).  In  most  situations,  users  can  take 
 their  time  to  choose,  adapt,  and  present  information  in  order  to  create  the  desired 
 impression (Siibak, 2009). 


As  a  result,  social  media  has  become  a  breeding  field  for  self-branding.  By  being 
 directly  linked  to  self-presentation,  self-branding  has  empowered  people  to  market 
 themselves as brands (Kietzmann et al, 2011). According to Montoya (2002), personal 
 branding  is  about  taking  control  of  the  processes  that  affect  how  others  perceive  you, 
 and managing those processes strategically to help you achieve your goals. Hence, self-
 presentation,  which  entirely  revolves  around  shaping  other  people  perception  of 
 yourself, becomes a key practice in self-branding (Hearn, 2008). 



1.3  Problem Statement 


The concept of building a personal brand dates back decades since the term was coined 
 by  Tom  Peters  back  in  1997  (Hearn,  2008).  However,  the  concept  was  slow  to  gain 
 traction because the circumstances that required personal branding hadn’t fully formed. 


In  2005,  even  Fast  Company,  the  magazine  that  introduced  the  concept,  expressed 
 concerns that personal branding wasn’t really ‘a thing’ as the  internet was just starting 
 to  become  a  phenomenon  (Arruda,  2017).  However,  the  convergence  of  technological 
 advances  along  with  rapid  changes  in  the  global  marketplace,  gave  personal  branding 
 the oxygen it needed to live (Kietzmann et al, 2011). As a consequence of these changes 
 and  of  serious  downturns  in  the  economy,  career-minded  professionals  started  to  take 
 notice  of  the  potential  value  personal  branding  could  had  into  strengthening  the  ties 
 between personal and corporate brands (Hearn, 2008). 


While people were sceptical about branding themselves, in organizations branding was 
already  considered  vital  to  strengthen  the  relationship  with  consumers  (McCracken, 
1986).  Today  as  in  the  past,  corporate  branding  refers  to  the  carefully  crafted 



(11)perceptions  of  products  or  services  designed  to  create  an  emotional  response  in  target 
 audiences (Lustig and Koester, 2010).  


In addition, since companies had started to become international, the issue around how 
 people  from  different  countries  perceived  the  same  brand  arose  (Lustig  and  Koester, 
 2010).  Indeed,  culture  is  considered  to  be  one  of  the  most  important  factors  that 
 influence the effectiveness of brand communication since cultural differences often lead 
 to notorious misunderstandings (Hall, 1976). Recurring market failures when launching 
 products  in  non-Western  regions  illustrate  the  importance  of  understanding  cross-
 cultural differences regulating international consumers and markets (McCracken, 1986). 


Brands  and  markets  are  increasingly  global,  but  marketing  strategies  are  still  culture-
 bound and therefore require a deep understanding of consumers' perceptions in order to 
 be  effective  (Zeithaml  et  al,  2002).  Research  supports  the  idea  that  culture  affects 
 individual  perception  and  cognition  by  providing  sets  of  values,  life  expectations,  and 
 needs, which affect people’s basic sensory perceptions (Markus & Kitayama, 1991).   


As  corporate  branding  refers  to  the  carefully  crafted  perception  of  products,  self-
 branding  refers  to  the  carefully  crafted  perception  of  the  self  (Schau  &  Gilly,  2003). 


Both  have  the  aim  to  shape  the  emotional  response  of  target  audiences  (VanAuken, 
 2011).  However,  where  companies  very  often  adapt  their  branding  strategies  to 
 consumer  culture  in  order  to  be  successful,  personal  branding  shows  instead  how 
 individuals might gain popularity and be globally successful without adapting their self-
 presentation strategies (VanAuken, 2011). 


For  this  reason,  the  authors  consider  interesting  investigating  if  these  individuals  are 
 perceived identically across the world, or if instead people from different cultures look 
 at them differently. Also, scholars have analyzed self-branding from the promoter point 
 of  view  (Geurin-Eagleman  and  Burch,  2016;  Schau  &  Gilly,  2003;  Labrecque  et  al, 
 2011)  without  taking  into  consideration  how  these  brands  are  also  perceived  by  the 
 audience.  


In  light  of  this,  as  the  research  conducted  on  personal  branding  seldom  takes  on  the 
perspective  of the perceiver and  lacks  completely the cross-cultural dimension  of self-



(12)branding, there  is a gap  in the previous research  that the  authors  of this  thesis want  to 
 cover. 



1.4  Research Purpose 


The  aim  of  this  research  is  to  explore  how  a  personal  brand  is  perceived  on  a  cross-
 cultural  dimension.  Based  on  the  purpose,  this  thesis  seeks  to  address  the  following 
 question: 


RQ: Is a determined and effective self-branding communication as implemented in one 
 country  perceived  in  the  same  way  in  another  country  with  a  significantly  different 
 culture?  


The thesis’s final purpose is to understand if the features of a successful self-branding 
 are perceived identically in different cultural contexts or if cultural differences affect the 
 overall  perception  of  it.  The  authors  do  not  aim  to  investigate  the  reasons  behind  a 
 successful  self-branding  but  they  are  interested  in  the  way  self-branding  is  perceived 
 across cultures. 


In order to find an answer to the research question, the authors have chosen to study the 
business  of  the  Italian  fashion  blogger  Chiara  Ferragni,  famous  for  being  prevalently 
based on self-branding (Keinan et al., 2015). The successful Italian fashion blogger is a 
worthy  example  of  “identity  performance”.  Just  a  few  years  ago  Chiara  was  a 
fashionable  Italian  law  student  with  a  passion  for  posting  photos  of  her  personal  style 
online.  Thanks  to  an  excellent  and  ahead  of  time  use  of  self-presentation  tactics,  she 
now sits atop two companies worth $9 million.  She is not a model, she’s not an actress, 
she’s not even a traditional celebrity but the 30-year-old is a brand, and a very lucrative 
one (Delislea & Parmentier, 2016). The Italian fashion blogger, by exclusively branding 
herself, has built such a successful business to be crowned “The Most Powerful Fashion 
Blogger in the World” by Forbes in 2016 (O’Connor, 2017). 



(13)The  choice  to  use  a  case  study  has  lead  the  authors  to  adopt  an  abductive  scientific 
 approach. By applying this approach, the authors will improve the explanatory power of 
 the case by strengthening the reliance on theory, hence rendering it more generalizable 
 (Peirce,  1931).  The  abduction  method  allows  researchers  to  focus  not  only  on  mere 
 observations  of  empirical  facts  (inductive),  but  also  to  compare  such  findings  to  a 
 theoretical  model  (deductive).  More  specifically,  the  researchers  implemented  a 
 systematic combining abductive approach. Such method is “a process where theoretical 
 framework,  empirical  fieldwork,  and  case  analysis  evolve  simultaneously,  and  it  is 
 particularly  useful  for  development  of  new  theories”  (Dubois  and  Gadde,  2002).  This 
 process consists  in the  interrelation  of  four components: pre-existing theories, the case 
 study, the theoretical framework and empirical findings.  


In this research, the authors chose to examine Chiara Ferragni case with Aaker’s Brand 
 Personality Scale (BPS) as a theoretical framework. The latter plays a very relevant role 
 in  the  research.  It  is  a  five-dimensional  model  used  in  brand  management  to  list  the 
 personality  traits  of  a  brand  (Aaker,  1997),  which  was  used  by  the  authors  to  list  the 
 personality traits of Chiara Ferragni self-branding. The theoretical framework’ function 
 was  in  the  beginning  to  give  the  authors  a  path  in  conducting  the  semi  structured 
 interviews,  with  the  aim  to  translate  the  perception  of  the  individuals  into  words. 


Secondly,  it  functioned  as  a  guideline  to  interpret  and  give  relevant  meanings  to  the 
 empirical findings. 


By  investigating  whether  or  not  the  perception  of  Chiara  Ferragni  self-presentation 
 changes  between  different  cultures,  the  authors  aim  to  find  a  more  generalizable  rule 
 regarding  the  specific  field  of  cross-cultural  perception  effects  on  self-branding 
 techniques. 



1.5  Research Contribution 


In contrast to previous research on self-branding on social media, this thesis is exploring 
the phenomenon from the perspective of the recipient rather than examining underlying 
motivations  of  content  sharing  from  the  owner  account’  point  of  view.  Furthermore, 



(14)since the recipient’s perception is studied on a cross-cultural level rather than on a local 
 one,  which  is  also  unusual  among  the  existing  literature,  the  results  of  this  thesis  will 
 bring some contributions.  


This  thesis’  aim  is  to  shed  light  on  whether  personal  branding,  just  like  corporate 
 branding, requires to be  adapted according to cultural differences. Furthermore,  it will 
 offer  a  contribution  to  marketing,  and  particularly  to  self-branding  literature,  by 
 assessing  the  applicability  of  brand  personality  Aaker  (1997)  scale  model  to  personal 
 brands  in  general.  The  paper  consequently  provides  useful  information  by  identifying 
 the brand personality characteristics of self-branding. 


The  hope  is  that  a  greater  comprehension  of  cross-cultural  perception  will  provide  a 
 more  structured  approach  to  use  when  developing  personal  branding  strategies  across 
 relevantly culturally different countries. 



1.6  Research Delimitations 


In  order  to  gather  empirical  data  to  examine  the  perception  of  a  personal  brand  cross-
 culturally, Instagram has been chosen among the other social media. The reason for this 
 choice  comes  from  the  fact  that  Chiara  Ferragni’  entire  self-branding  activity  takes 
 place  on  Instagram. Despite Chiara Ferragni communicating on different social media, 
 the Instagram account is the only one directly managed by her. Facebook, Twitter, and 
 the official website are all administered by Chiara Ferragni staff (Keinan et al, 2015).  


Instagram  is  also  particularly  powerful  in  growing  and  scaling  a  personal  brand.  This 
 social  media  is  based  on  visual  contents  and  is  therefore  very  effective  in  presenting 
 people's  images  in  a  impactful  way.  Since  it  is  based  on  images,  Instagram  is  usually 
 preferred by those businesses whose  target audience responds well to  visuals (fashion, 
 travel, food or fitness ones for example. Hearn, 2008).  


Another research delimitation involves the choice of the sample. Literature about cross-
cultural  perception  has  often  taken  into  study  Western  and  Eastern  cultures.  The  two 
cultures,  due  to  their  evident  diversity,  represent  a  consistent  object  of  study  for 
academic research (Matsumoto, 1999).   



(15)In  line  with  most  research  on  cross-cultural  differences,  the  authors  of  this  thesis 
 focused on Western versus Eastern perception, but specifically they decided to take into 
 account China’s perception among  Asian  countries. The decision comes  from the  fact 
 that  Chiara  Ferragni,  the  thesis’s  case  study,  is  very  popular  in  China  to  the  point  of 
 planning to open 35 physical stores all over the country in the near future (Halo, 2017). 


Since  there  is  proof  that  her  image  and  brand  has  already  gained  some  resonance  and 
 appeal among the Chinese, the authors decided to examine this one country’s perception 
 because they judged it more likely to find interesting and relevant results while testing 
 the audience perception on her self-presentation.  



1.7  Thesis Structure 


This dissertation starts from a review of the relevant pre-existing literature that will be 
 applied in the analysis. Then, The Chiara Ferragni Case will be presented and analysed 
 in light of the literature, followed by the theoretical framework and the reasons behind 
 its  choice.  Subsequently,  the  methodology  chosen  for  the  research  will  be  illustrated. 


The  Empirical  Findings  and  the  Analysis  will  then  follow.  This  thesis  will  conclude 
 with  some  practical  and  theoretical  implications  along  with  limitations  and  further 
 research.  



2.   Literature Review 


This chapter presents a review of the relevant pre-existing literature that will be applied 
in  the  analysis.  Based  on  the  purpose  of  this  thesis,  the  review  has  been  structured  in 
two  sections.  The  first  part  has  the  aim  to  give  the  reader  insights  about  what  is  self-
branding and which are the strategies through which it is delivered. The second section 
is instead focused on brand personality and the cross-cultural perception of it. 
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2.1  Section one 



2.1.1 Beginning the research: the most suitable theory 


We began this research by looking for a theory of identity to limit the study field since 
 the  literature  is bogged down  in a confusion  of terminology.  The term “self”  alone  is 
 used  in  at  least  five  different  ways  within  the  social  science  literature:  to  refer  to  the 
 person, to personality, to the decision maker, as well as to the experiencing subject “I” 


and  self-beliefs  “me”,  as  defined  in  William  James’  work  (Leary  &  Tangney,  2003). 


The  authors  are  most  interested  in  this  last  meaning  of  the  word,  but  even  here  an 
 abundance  of  terms  exists.  Words  such  as  self-concept,  identity,  the  self,  and  self-
 identity  are  used  in  contradictory  ways  with  meanings  varying  considerably  among 
 authors. For instance, self-concept often refers to an individualized and private sense of 
 self definition, including personality, physical characteristics, abilities, and preferences. 


Identity,  in  contrast,  is  frequently  aligned  with  the  notion  of  social  role.  Breakwell 
 (1992),  for  example,  defined  identity  as  the  internalization  of  a  set  of  actions  and 
 thoughts  expected  from  the  occupant  of  particular  social  positions.  Other  writers  have 
 attempted  to  integrate  the  concepts  of  self-concept  and  identity  by  highlighting  the 
 private  and  public  triangulation  of  the  construct  (Schlenker  &  Weigold,  1989).  Deaux 
 (1992), for example,  has argued that self-definition  is achieved through social context; 


she therefore uses ‘identity’ as a more inclusive term.  


Given  the  lack  of  clarity  in  the  literature,  the  authors  will  use  both  terms 
 interchangeably throughout this thesis to refer to an individual’s self-definition.  


In addition to problems with terminology, the history of identity is interdisciplinary by 
 nature, drawing  on psychology and sociology, as well as philosophy (Jones & Pitman, 
 1980).  Any  theoretical  thread  may  therefore  have  foundations  in  one  or  all  of  these 
 disciplines.  On  several  occasions,  similar  ideas  appear  to  have  developed 
 simultaneously in different disciplines.  


The  process  of  taking  a  theoretical  position  therefore  took  considerable  time.  The 
perspective that emerged as the most suitable was self-presentation theory. This theory 
is alluded to repeatedly, although rarely empirically tested, in the cyberspace literature. 



(17)It  was  a  particularly  appropriate  framework  for  the  present  research  because  its 
 variables  are  applicable  to  the  online  context,  and  its  central  concepts  are  consistent 
 with  the  postmodern  ideas  of  multiplicity  and  the  contextualized  self  that  have 
 characterized cyberspace (Jones & Pitman, 1980). 



2.1.2 Self-presentation and Impression Management  


The  first  systematic  study  of  self-presentation  was  developed  by  Erving  Goffman 
 (1959) in his seminal work “The Presentation of Self in Everyday Life.”  


Appropriating  metaphors  from  the  theatre,  such  as  actor,  role,  props,  and  audience, 
 Goffman’s  dramaturgical  approach  described  the  processes  of  giving  and  giving  off 
 information  as  performance,  a  face  to  face  interaction  in  which  situation  and  roles  are 
 defined,  facilitating  smooth  social  interaction.  When  an  individual  plays  a  part,  he 
 implicitly requests his observers to take seriously the impression that is fostered before 
 them.  They  are  asked  to  believe  that  the  character  they  see  actually  possesses  the 
 attributes he appears to possess (Goffman, 1959).  


Although  Goffman  initiated  the  use  of  the  term  self-presentation  and  highlighted  the 
 importance  of  everyday  interactions  as  study  object,  his  focus  was  primarily  on  the 
 ways  actors  negotiate  definitions  of  interactions;  the  processes  actors  use  to  create 
 impressions of themselves in the minds of others was of secondary importance (Jones & 


Pittman,  1980).  As  a  sociologist,  Goffman’s  focus  was  interpersonal  rather  than 
 intrapsychic. It wasn’t until social psychologists became interested in self-presentation 
 theory,  that  the  intrapsychic  and  motivational  dimensions  of  self-presentation  were 
 examined in detail.  


One  researcher  who  has  been  instrumental  in  the  development  of  self-presentation 
 theory  is  Mark  Leary.  His  single  most  comprehensive  work  on  self-presentation  is  his 
 book,  “Self‐Presentation:  Impression  Management  and  Interpersonal  Behaviour” 


(Leary, 1995). Self-presentation is “the control of information about self” (Schlenker & 


Pontari, 2000). It is the process by which an individual communicates the kind of person 
they  are,  and  the  characteristics  they  possess  to  influence  the  impressions  that  others 
form  (Leary,  1995).  Although  the  terms  are  sometimes  used  synonymously,  self-



(18)presentation  and  impression  management  describe  distinguishable  processes. 


Impression  management  encompasses  any  goal  directed  activity  of  controlling  the 
 impressions  that  others  form  on  objects,  ideas,  events,  and  other  people.  Self-
 presentation  is  therefore  best  understood  as  a  subset  of  impression  management 
 activities used by an individual to control the impressions others form of himself (Leary, 
 1993).  


Leary  & Kowalski (1990) conceptualized a two-component model explaining how and 
 why  people  manage  their  public  presentations.  What  has  been  called  impression 
 management  involves  two  distinct  processes.  The  first  one  involves  what  they  call 
 impression motivation and the second impression construction.  


Fig.1. The two components of impression management by Mark R. Leary And Robin M. Kowalski (1990) 


Under certain circumstances, people become motivated to control how others see them. 


The  first  stage,  impression  motivation,  describes  the  variables  that  motivate  self-
presentational  behaviour.  The  motive  to  engage  in  impression  management,  according 
to Leary & Kowalski (1990), includes social or material advantage, self-knowledge, and 
self-esteem  maintenance.  In  addition,  the  degree  to  which  people  are  motivated  to 
control how others perceive them is affected by a variety of situational and dispositional 
variables. In turn, the latter are determined by the extent to which the desired impression 
will  contribute  to  the  attainment  of  a  goal,  the  value  of  that  goal,  and  the  discrepancy 
that exists between the image the actor wishes others to hold and the image the audience 
already holds (Leary, 1995).  



(19)What  factors  determine  how  relevant  one's  impressions  are  to  the  fulfilment  of  these 
 goals? Of central importance is the publicity of one's  behaviour. The more public one's 
 behaviour, the more likely one is to be concerned with how it appears to others, and the 
 more motivated one will be to impression-manage (Leary & Kowalski, 1990). Another 
 factor  affecting  the  goal-relevance  of  one's  impressions  involves  the  individual's 
 dependency  on  the  target  (Leary,  1993).  When  a  person  is  dependent  on  others’ 


judgment,  the  impressions  he  or  she  makes  on  them  are  more  important,  and  the 
 individual will be more motivated to engage in impression management (Leary, 1993). 


Impressions  also  become  more  relevant  to  one's  goals  the  more  contact  an  individual 
 expects to have with a target (Leary & Kowalski, 1990). Studies show that people who 
 expect future interactions with another person are more likely to try to control how the 
 other perceives them (Gergen & Wishnov, 1965).  


According to Beck (1983), when it comes to the value of the goal, most theories assert 
 that motivation increases as a function of the importance of the desired goals. The more 
 the  outcome  is  scarce,  the  more  the  individual  will  be  motivated  to  make  impression 
 management. Other variables that determine the value of creating an impression involve 
 the characteristics of the target. Some targets prompt others to monitor and control their 
 impressions  more  than  do  others  (Leary  &  Kowalski,  1990).  All  other  things  being 
 equal,  people  are  more  motivated  to  manage  their  impressions  for  people  who  are 
 powerful, of high status, attractive, or likable than for those who are less so (Schlenker, 
 1980).  Thus,  impression  motivation  is  higher  when  one  interacts  with  those  who  are 
 powerful or of high status (Gergen & Wishnov, 1965).  


Finally,  the  last  factor  that  motivates  impression  management  involves  the  degree  of 
 discrepancy between the image one would like others to hold of oneself, and the image 
 one  believes  others  already  hold  (Leary,  1995).  When  individuals  believe  that  the 
 impression  others  have  of  them  is  different  from  their  desired  one,  they  become 
 motivated to actively manage their impression (Leary & Kowalski, 1990).   


Whereas the first stage of the model addresses the question of why people engage in self 
presentation, the second stage, impression construction, explains how people engage in 
self  presentation.  Leary  &  Kowalski  (1990)  identified  a  number  of  variables  that  are 
subsumed  by  five  primary  factors.  Two  of  these  involve  intrapersonal  variables  (self-
concept  and  desired  identity),  and  three  involve  interpersonal  determinants  (role 



(20)constraints, target values, and current or potential social image).  


An  individual’s  self-concept  or  identity  is  the  answer  to  the  question,  “Who  am  I?” 


(Blasi, 1988), “the set of beliefs that a person holds about him or herself” (Leary, 1995). 


Self-presentation  of  the  self-concept  is  referred  to  as  authentic  self-presentation 
 (Schlenker,  2003).  Because  we  often  want  others  to  know  us  as  we  really  believe  we 
 are,  but  time  is  limited,  self-presentation  frequently  involves  purposefully  editing  and 
 selectively presenting information about oneself that is essentially true (Leary, 1995). In 
 order to communicate this often-complex information efficiently, the process frequently 
 involves  “the  over-communication  of  some  facts  and  the  under  communication  of 
 others”  (Goffman,  1959).  Indeed,  nothing  in  the  impression  management  perspective 
 implies  that  the  impressions  people  convey  are  necessarily  false.  Indeed,  the  images 
 people try to project are often consistent with how they see themselves (Gergen, 1968). 


Furthermore, self-presentations  are affected  not  only by  how people  think they  are but 
 by  how  they  would  like  to  be  and  not  be  (Leary  &  Kowalski,  1990).  All  other  things 
 being  equal,  people  seem  to  strike  a  balance  between  presenting  themselves  in  a 
 perfectly  candid  way  and  claiming  images  that  only  portray  them  at  their  best 
 (Schlenker, 1985). As a result, public impressions reflect an interplay between the self-
 concept and desired-undesired identity images (Leary & Kowalski, 1990).   


Self-presentations  are  not  simply  reflections  of  an  individual’s  identity  and  possible 
 selves  (Leary  &  Kowalski,  1990).  Self-presentation  is  a  process  that  involves  the 
 audience  as  well  as  the  social  context  (Schlenker,  2003).  People  tailor  their  public 
 images  according  to  what  their  significant  others  like  (Schlenker,  1980).  The  fact  that 
 others'  preferences  affect  self-presentation  does  not  imply,  however,  that  the 
 impressions created are necessarily deceptive (Gergen, 1968). Even when people match 
 others'  likes,  they  often  do  so  by  selectively  conveying  accurate  views  of  themselves. 


Impression  management  in  such  contexts  is  tactical,  but  not  necessarily  deceptive 
 (Gergen,  1968).  In  addition,  impressions  are  shaped  by  norm  and  role  constraints. 


People  try  to  make  their  social  images  conform  as  closely  as  possible  to  prototypic 
characteristics of  the role they are playing (leader, teacher, police  officer).  As a result, 
people  try  to  ensure  that  their  public  image  is  consistent  with  the  role  a  particular 
situation  demands  (Leary,  1995).  Finally,  the  impressions  people  try  to  create  are 
affected by how they think others may perceive them in the future.  



(21)Leary’s theory of self-presentationprovides variables that permit predictions to be made 
 about  self-presentation  in  any  given  context.  The  processes  that  affect  impression 
 monitoring,  motivation,  and  construction  are  both  intrapersonal  and  interpersonal  by 
 nature (Schlenker, 2003). In addition, the Nezlek and Leary (2002) study offers support 
 for the validity of the broader conceptual structure of the theory.  



2.1.3 The Cyberspace 


Self-presentation  theory  resonates  with  many  contemporary  themes  in  the  identity 
 literature. One of the most obvious, according to Côté (1996) is the postmodern idea of 
 a  plural,  contextually  constructed  self.  Identity  in  a  postmodern  world  has  been 
 described  as  self-presentation,  namely  “a  matter  of  impression  management,  during 
 which  identity  displays  are  employed  to  gain  acceptance  from  others  who  often  have 
 little knowledge of one’s social background or accomplishments” (Côté, 1996). Unlike 
 modernism that supports the  idea  of a coherent and essentialist  identity, postmodernist 
 describes it as fragmented and multiple (Côté, 1996). Without a core or unifying entity, 
 identities  are  contextually  created,  existing  only  in  interactions  (Featherstone,  1995). 


The  postmodernist’  view  is  that  the  world  we  live  is  media-centred  and  consumer-
 oriented, and individuals create an identity based on what they are told to be by society 
 (Featherstone,  1995).  In  addition,  individuals  have  become  more  individualistic  and 
 willing to develop their personal objectives and goals, and this in turn affects how their 
 identity is partly constructed (Featherstone, 2007). 


Responsible  for  this shift  in  identity  is  a complex confluence  of  factors which  include 
the domination of mass-media and computer mediated communication in everyday life 
(Elliot,  2001).  Technological  improvements  have  increased  our  potential  social 
relationships and saturate us with identity possibilities. According to Gergen (1996), the 
effect  of  this  social  saturation  is  the  creation  of  fragmented,  multiple,  and  disparate 
identities. Lifton (1993) coined the term “protean self” to describe identity as a multiple 
and  fluid self  that changes  over time and  across contexts. The quintessential space  for 
expression of postmodern identity is the cyberspace, a “significant social laboratory for 
experimenting  with  constructions  and  reconstructions  of  self  that  characterize 
postmodern life.” (Turkle, 1996). 



(22)More  specifically,  social  media  sites  are  today  the  places  which  allow  a  strong  and 
 careful  planning  of  the  self  (Kadjer  and  Bull,  2003).  Digital  platforms  like  Facebook, 
 Twitter,  LinkedIn,  or  Instagram  are  reshaping  processes  of  self-expression,  identity-
 building,  and  sociality:  users  self-consciously  create  their  online  persona  by  choosing 
 information  and  materials  that  others  can  see  and  by  interacting  with  each  other 
 (Marwick, 2013a).  


The use of the term social media emphasizes the socializing aspect of the online arena. 


At  first  sight,  one  may  think  that  social  media  is  about  socializing  and  not  about  self-
 presentation. But in order to participate and to interact in online socializing, people must 
 represent themselves. Thus, self-representation is a condition of interaction in the online 
 space  clearly  demonstrating  that  self-presentation  remains  a  central  issue  in  the 
 discourse around social media (Herring, 2003). 



2.1.4 Self-Branding 


The  very  first  connotation  of  personal  branding  and  self-positioning  was  discussed  in 
 Napoleon Hill (2012) book called “Think and grow rich” which dates back to 1937. In 
 his  book,  Hill  researched  and  listed  the  skills  needed  to  succeed  in  work  and  in  the 
 business  world.  Here  we  find  the  first  meaning  ever  attributed  to  the  word  ‘self-
 branding’,  also  commonly  known  as  ‘personal  branding’.  In  order  to  succeed,  to  be 
 respected  by  their  colleagues,  to  be  valued  by  their  boss  or  potential  employees, 
 individuals need to work on their personal image, on their self-brand. 


Later on, Ries and Trout (1986) found interest in such topic and examined in depth how 
 self-positioning  strategy  could  largely  benefit  one’s  career.  Finally,  the  term  ‘personal 
 branding’ was popularized by Tom Peters (1997) in his article emblematically entitled 


“The brand called you”. In his contribution, Peters suggests that the only way for people 
to  succeed  in  a  highly  competitive  scenario  is  to  transform  themselves  into  their  own 
brand,  and  that  a  person’s  main  job  is  to  be  their  own  marketer.  Hence,  the  term 
personal  branding  (or  self-branding)  finds  its  roots  in  the  area  of  professional 
improvement and ability to sell own abilities and image in the workplace (Peters, 1997). 



(23)Anyhow,  the  term  ‘personal  branding’  has  seen  changes  in  the  last  decades  and  has 
 come  to  have a  much broader  meaning, especially  thanks  to the advent  of  the  Internet 
 and  of  the  2.0  era  (Hearn,  2006).  The  term  does  not  solely  relate  to  one’s  self-
 presentation on the work environment, instead it can now be referred to how individuals 
 by  offering  a  planned  image  of  themselves  market  themselves  for  a  lucrative  scope 
 (Gehl, 2011). 


Today, there are a number of ways and channels through which a person can create and 
 develop  their  personal  brand  but  in  the  last  years,  social  media  has  become  the  most 
 popular one (Hearn, 2008). Personal blogs, Facebook, Twitter, and Instagram are in fact 
 the most used digital platforms where people promote themselves and share information 
 about their personal life (Marwick, 2013a). To stand out in the digital landscape and to 
 be  unique,  individuals  have  to  be  their  own  brand  (Peters,  1997).  Hence,  it  is  very 
 important to identify the characteristics that make you distinctive (Hearn, 2006). It is all 
 about influencing others by creating a brand identity that associates certain perceptions 
 and  feelings  with  that  identity.  Branding  is  not  just  for  companies  anymore  (Peters, 
 1997).  Successful  personal  branding  entails  managing  the  perceptions  effectively  and 
 controlling and influencing how others perceive and think of a person (Hearn, 2008). 


But  what  does  it  mean  to  suggest  that  the  self  has  become  a  brand?  Self-branding 
 involves the self-conscious construction of a meta-narrative and meta-image of the self 
 through  the  use  of  cultural  meanings  and  images  drawn  from  the  narrative  and  visual 
 codes of the mainstream culture industries (Hearn, 2006). 


The function of the branded self is purely rhetorical; its goal is to produce cultural value 
 and,  potentially,  material  profit.  Different  inflections  of  self-branding  can  be  traced 
 across  several  mediated  cultural  forms  that  directly  address  the  constitution  and 
 celebration  of the ‘self’ as such. Work  on the production  of a branded ‘self’  involves 
 creating  a  detachable,  saleable  image  or  narrative,  which  effectively  conveys  cultural 
 meanings (Hearn, 2008). 


“When you’re promoting brand YOU, everything you do – and everything you choose 
 not  to  do  –  communicates  the  value  and  character  of  your  brand”  (Peters,  1997). 


Personal branders must indeed remain in control of their message at all times. Personal 
Branding  is  about  taking  control  of  the  processes  that  affect  how  others  perceive  you 



(24)and  managing  those  processes  strategically  to  help  you  achieve  your  goals  (Montoya, 
 2002).  Astute  self-branding  is  seen  as  a  necessary  condition  to  be  successful  in 
 developing an online presence (Marwick, 2013a). By engaging in practices that help to 
 develop  a  strong  personal-brand,  an  individual  can  ‘stand  out  while  fitting  in 
 demonstrating an understanding of the rules of the game and displaying greater cultural 
 and social capital (Parmentier et al., 2013).  


Who  is  able  to  reach  a  high  engagement  is  defined  by  the  literature  as  Social  Media 
 Maven. The term refers to figures who emerge from digital platforms and reach a broad, 
 even  global,  level  of  exposure  that  defies  language  barriers.  As  their  virtual  presence 
 widens  over  time,  they  become  powerful  in  their  media,  influential  to  their  followers, 
 and  valuable  to  companies  and  brands.  Also,  they  have  acquired  a  high  degree  of 
 interest in and expertise about certain products; therefore, they are considered ‘opinion 
 leaders’ by other consumers (Rogers, 1983).  



2.1.5 Fashion Bloggers and the importance of being authentic 


Personal branding has been linked to gendered discourses and, more specifically, to the 
 contemporary  logic  of  post-feminism,  which  celebrates  individual  independence  and 
 modes  of  self-expression  rooted  in  the  consumer  marketplace  (Banet-Weiser  & 


Arzumanova,  2012).  Banet-Weiser  &  Arzumanova  (2012)  noted  how  post-feminism 
 and  social  media  logics  are  constitutive  of  a  ‘neoliberal  moral  framework,’ 


characterized  by  girls’  and  young  women’s  bodily  display,  cultivation  of  affect,  and 
 narratives of authenticity. The contemporary ideals of individualism, creative autonomy, 
 and self-branding provide the necessary backstory for understanding forms of gendered 
 social media production that have emerged in recent years: mommy  blogs (e.g. Lopez, 
 2009),  hauler  videos  (Banet  and  Arzumanova,  2012),  ‘Do  it  yourself’  craft  sites 
 (Gajjala,  2015;  Luckman,  2013),  and  fashion  blogs  (Duffy,  2013;  Marwick,  2013b; 


Nathanson,  2014;  Rocamora,  2012),  among  others.  Of  these,  we  argue  that  fashion 
 blogs occupy a particularly prominent place in the popular and scholarly imaginations.  


Marketing scholars  have taken a  keen  interest  in  the blogging phenomenon since their 



(25)contraction  of  the  words  ‘web’  and  ‘log’  and  that  blogs  are  “Internet  sites  on  which 
 individuals regularly publish their thoughts on a particular subject.”  They are a form of 
 social  media  that  has  become  accessible  through  the  introduction  of  Web  2.0 
 (Nathanson,  2014).  Blogs  are  part  of  a  fundamental  shift  in  how  we  communicate, 
 enabling  ordinary  people  to  create  media  and  share  their  creations  online  (Rettberg, 
 2014).  The  advent  of  digital  media  in  the  2000s  created  new  ways  of  communicating 
 and doing self-presentation. These mediated interactions are reshaping processes of self-
 expression, identity-building, and sociality (Duffy, 2013). 


Just as blogging has become an increasingly influential tool in everyday life, it has also 
 gained  significant  influence  within  the  field  of  fashion.  Today,  the  largest  segment  of 
 the blogosphere consists of fashion blogs (Pham, 2011). A fashion blog is a blog about 
 fashion,  but  the  term  is  generally  used  to  refer  to  “personal  style  blogs,”  in  which 
 primarily  young  women  post  photographs  of  themselves  and  their  possessions,  they 
 comment  on  clothes  and  fashion,  and  use  self-branding  techniques  to  promote 
 themselves and their personal blog page (Rocamora, 2012).  


Pham (2011) argues that even though the number of fashion-themed bloggers is small in 
 comparison  to  other  blog  forms,  their  influence  is  unquestionable.  For  example,  many 
 fashion bloggers are now accredited as fashion journalists, are used as editorial subjects, 
 photographers, and writers in fashion magazines, as well as brand promoters and trend 
 forecasters. They are also courted by designers and receive invitations to fashion shows, 
 free clothes, and  opportunities to collaborate with  fashion brands. Pham also mentions 
 that  even  some  designers,  such  as  Marc  Jacobs  and  Dior,  have  welcome  bloggers  as 
 muses  for  their  work.  Meyers  (2012)  argues  that  although  most  bloggers  do  not  have 
 professional experience or affiliation within their respective industries, they are carving 
 a  niche  within  the  industry,  which  operates  outside  of  conventional  media  rules.  As  a 
 whole,  fashion  bloggers  have  been  received  into  the  fashion  industry  as  leading 
 influencers.  


Blogs  are  usually  presented  as  spaces  in  which  an  authentic  personal  style  can  be 
expressed. Analysing the bloggers’ entries,  it  is possible to recognize  how the concept 
of personal style plays a fundamental role and represent the main element on which the 
blogger’s  identity  is  based  (Kulmala  et  al,  2013).  The  most  important  tool  for  the 



(26)expression  of the blogger’s personal style  is posting the  outfit of the day by matching 
 different brands and products (Nathanson, 2014). Bloggers and readers’ attention is not 
 focused  on  specific  products  and  brands,  but,  rather,  on  how  single  pieces  of  clothing 
 are  assembled  and  combined  together.  In  this  way,  every  daily  outfit  works  as  a  style 
 statement  expressing  and  reinforcing  the  blogger’s  personal  identity  and,  at  the  same 
 time, provides inspiration and identification by his followers (Pihl, 2014).  


McCullagh (2008) suggests  that blogging gives people “a unique  opportunity to work 
 on  their  self-identity  via  the  degree  of  self-expression  and  social  interaction  that  is 
 available  in  this  medium.”  Since  blogging  is  an  activity  that  ties  the  writer  to  an 
 interactive community, writers try to brand themselves  in  a  favourable way (Marwick, 
 2013a). In order to create the desired impression, bloggers may use different strategies, 
 such as ingratiation, showing competence, social association, and disclosure of personal 
 information  (Bortree,  2005).  Bloggers  use  their  blog  to  present  a  desired  image  to 
 readers, omitting information that might lead readers to take the blogger less seriously, 
 and  instead  emphasizing  competences.  This  is  in  line  with  the  ideology  of  self-
 marketing, defined  as Shepherd (2005) as “an  individual constructing a product based 
 on themselves that can then be marketed as effectively as possible. 


A  study  conducted  by  Schau  and  Gilly  (2003)  revealed  that  the  gratifications  are  not 
 static  but  evolve  over  time,  and  bloggers  may  end  blogs  and  start  new  ones  to  seek 
 different  gratifications.  Different  blog  hosts  offer  different  platform  designs,  which  in 
 turn affects not only blogger behaviour but also blogger gratification.  


Fashion  bloggers  and  their  readers  often  consider  blogs  to  be  more  authentic, 
 individualistic,  and  independent  than  the  traditional  fashion  media.  One  might  expect 
 that  authenticity  is  less  salient  in  spaces  where  individuals  are  expected  to  promote 
 themselves  for  status  and  attention.  However,  even  in  online  environments  saturated 
 with  celebrity  culture  and  marketing  rhetoric,  authenticity  has  a  significant  presence 
 (Marwick & Boyd, 2011).  


The  question  of  authenticity  has  concerned  many  modern  philosophers  and  theorists: 


namely,  the  distinction  between  what  something  is  and  what  it  appears  to  be  (Potter, 
2010). Charles Lowney (2009) writes that authenticity emerges with the individual, with 
how one expresses his or her true self as an agent actor while fully enmeshed in society 



(27)with  its  intrinsic  layers  of role play  and performance. The  online environment enables 
 individuals to actively select content and present different  identities, and to ‘‘create an 
 aura  of  authenticity.”  Additionally,  it  has  been  found  that  individuals  who  base  self-
 esteem  on  public  evaluations  are  more  strategic  in  their  management  of  online  self-
 presentation, and fashion bloggers may fall into this category (Khamis & Munt, 2010). 


According to Noricks (2013), the most important way to proactively control your career 
 development  is  based  on  how  the  market  perceives  you.  Furthermore,  “If  you’re 
 passionate  about  something,  that’s  going  to  shine  through  but  if  you’re  being 
 inauthentic  or  trying  to  sound  like  you’re  someone  you’re  not  when  you’re  online, 
 people are going to pick up on this really fast.” (Noricks, 2013). 


As Duffy and Hund revealed (2015), authenticity is something bloggers strived for as a 
 mean  that  differentiates  a  ‘good’  fashion  blog  from  a  ‘bad’  one.  While  individual 
 definitions  and  discussions  of  authenticity  varied  among  bloggers,  three  common 
 themes emerged from Marwick (2013b). First, an authentic blogger is one who reveals 
 something about her true inner self. Second, as a “real person,” she extends her honesty 
 and transparency to the relationships with her readers. And finally, an authentic fashion 
 blogger  expresses  her  personal  style  regardless  of  trends,  sponsors,  or  free  branded 
 goods. Fashion bloggers’ job is not only to buy clothes and to photograph outfits, but to 
 create successful online personas while still adhering to the requirements of authenticity 
 and participation (Rocamora, 2012). 



2.1.6 Instagram  


Given the  fact that  Internet  is  increasingly turning  into a  visual medium and more and 
more individuals are using images to express themselves, (micro) blogging has become 
an  increasingly  way  of  gaining  popularity,  and  especially  fashion  blogging  has  grown 
considerably  (Marwick,  2015).  Images  play  an  important  role  in  our  visual 
communication thanks to smartphones and social media that make it easier to create and 
share a self-representation (Rettberg, 2014). While some bloggers may have made their 
debut on blogs, they are now sharing their content on social networking sites, especially 
Instagram (Rettberg, 2014).  



(28)Instagram  has  proven  that  pictures  speak  louder  than  words,  exceeding  Twitter  and 
 other social media platforms in terms of users. Founded in October 2010, the success of 
 the site is evident given the 500 million monthly active users who on average share 95 
 million  photographs  a  day  (Statista.com).  Indeed,  Instagram  was  named  the  fastest 
 growing  app  of  2013  and  since  then,  the  number  of  users  has  increased  by  more  than 
 9%  in  almost  every  demographic  group,  compared  with  Pinterest  with  a  7%  increase, 
 Twitter with a 5% increase, and LinkedIn with a 6% increase (Lee et. al, 2015). 


The  simplicity  and  creativity  of  the  platform  has  allowed  both  common  people  and 
 firms  to  exploit  it.  While  people  use  it  to  share  pictures  and  experiences,  firms, 
 especially  in  the  beauty, fashion,  and luxury segment  use  Instagram  as  a  strategic 
 marketing channel (Siibak, 2009).  


Users first register an online account and are then able to take, filter, and share photos 
 (Lee et. al, 2015). Individuals can select to follow other Instagram users and view their 
 shared photos, effectively creating an audience for these images (O’Reilly, 2014). With 
 the ability to edit and digitally alter images on Instagram, some have even argued that it 
 is much easier  to present  an  idealized  version  of the ‘self’, particularly  in terms of  the 


‘selfie’  as  Baym  and  Senft  (2015)  explore.  An  additional  functionality  was  added  in 
 2013,  including  the  ability  to  share  and  import  videos  as  well  as  to  share  photos  with 
 other  users  through  direct  messaging  (Lee  et.  al,  2015).  In  August  2016,  Instagram 
 introduced  the  so-called  ‘Stories’.  Instagram has  described  its  new  Stories  feature  as 
 something that lets you "share all the moments of your day, not just the ones you want 
 to keep on your profile" (Siibak, 2009). The feature basically enables to share multiple 
 photos and videos and make them appear together in a ‘slideshow format’ that disappear 
 after  24  hours.  In  addition,  users  can  even  add  text  and  doodles  to  them  (O’Reilly, 
 2014). Instagram describes  itself as  the “home  for  visual storytelling  for everyone and 
 anyone  with  a  creative  passion.”  (Heine,  2014).  However,  for  those  like  Marwick 
 (2015),  Instagram  presents  a  “convergence  of  cultural  forces:  a  mania  for  digital 
 documentation,  the  proliferation  of  celebrity  and  micro-celebrity  culture,  and 
 conspicuous consumption” (Arvidsson et al, 2010).


A  research  to  investigate  the  motives  behind  the  use  of  Instagram  found  that  self-
expression was among the most five common motives. Instagram users utilize pictures 
of all sorts of things to present their personalities, lifestyles, and tastes. Photographs are 



(29)of photographic truth lends photography a credibility that text can lack (Mander, 2014).


The  current  findings  suggest  that  Instagram  has  become  an  empowering,  new,  self-
 presentation medium, especially among the young (Heine, 2014). Fashion bloggers have 
 experienced  the  medium  as  a  successful  addition  to  their  popularity  as  Social  Media 
 Maven.  Having  a  popular  Instagram  account  is  established  through  various  social  and 
 cultural  notions  such  as  authenticity,  identity,  and  the  rise  of  the  lifestyle  consumer 
 society (Rettberg, 2014).


One of the reasons why Instagram has become so popular is the fact that images satisfy 
 the users’ need to show their lifestyle rather than explaining its characteristics (Zhao et 
 al,  2008).  These  users  communicate  by  presenting  themselves  in  a  particular  way  to 
 appeal  to  specific  target  communities  or  types  of  users.  The  popularity  of  an  online 
 account may be explained through the small identities of individuals which are formed 
 through  carefully  dosed  details  of  behavior.  Fashion  bloggers  who  are  active  on 
 Instagram  have  to  strategically  create  and  maintain  an  online  identity  (Blommaert  and 
 Varis, 2015). 


Looking at the self-presentation of ‘influencers’ on Instagram, Abidin (2016a) says that 
 Instagram  contributes  to  the  “labouring  over  purposefully  staged  images  to  portray  a 
 particular  persona  and  lifestyle  aesthetic.”  Marwick  (2015)  also  states  that  platforms 
 like  Instagram  represent  a  shift  from  “photographing  others  for  self-consumption  to 
 photographing the self for consumption by others.” If we consider this shift, we can see 
 how Instagram shapes self-representation in a way that the self can be heavily stylized 
 to  please  a  range  of  audiences,  something  which  bloggers  act  in  accordance  to.  If  we 
 view  self-presentation  on  an  online  context  from  the  perspective  of  ‘identity 
 performance’, Goffman’s (1959) dramaturgical approach remains pertinent. The notion 
 of  the  ‘front’  and  ‘back’  stage  remains  useful  when  understanding  how  bloggers’ 


identity  co-exist  against  these  two  spheres.  Goffman’s  (1959)  theory  of  ‘impression 
management’  was  that  individuals  frequently  adopted  a  ‘mask’  when  ‘performing’  in 
situations  where  they  might  be  judged,  and  that  in  such  situations,  individuals  often 
project a desirable image of themselves: “the mask is our truer self, the self we would 
like to be”.  
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2.2  Section Two    



2.2.1 Brand Personality 


Since  the  1980s,  when  firms  awoke  to  the  financial  value  of  brands,  branding  has 
 attracted considerable interest as it provides the primary point of differentiation between 
 competitive  offerings  (Kotler & Keller, 2015).  In addition, the ways  in which branded 
 products  are  distinguished  from  one  another  have  increasingly  come  to  embrace  non-
 tangible  factors.  Customers  tend  indeed  to  choose  a  brand  over  another  one  based  on 
 their emotional connection with it, rather than on utilitarian needs. Since marketers have 
 started  to  focus  on  how  firms  can  build  relationships  with  their  customers,  they 
 suggested active investment in what is called Brand Personality (Fournier, 1998). 


The  concept  of  personality  is  usually  attributable  to  humans;  however,  this  notion  can 
 also  define  the  characteristics  of  a  non-human  being.  Guthrie  (1997)  refers  such 
 attribution  as  “anthropomorphism”,  which  he  defines  as  “the  transmission  of  human 
 characteristics to nonhuman things and events”.  In the same context, personality traits 
 are  attributable  to  brands  which  like  humans  may  possess  distinct  personality 
 characteristics (Plummer, 1985). As defined by Aaker (1997) then, brand personality is 


“the  set  of  human  characteristics  associated  with  a  brand”.  This  definition  also 
 highlights the fact that brand personality is something perceived by external parties (e.g. 


consumers)  through  attribution  of  several  traits,  rather  than  being  a  construct  that 
 already resides in the branded entity. 


A  successful  brand  knows  how  to  build  its  distinct  personality  by  facilitating  the 
 customers’  perception  of  it  in  order  to  then  develop  a  strong  binding  relationship 
 between consumers and the brand (Doyle, 1990). Both from an advertiser and consumer 
 view,  scholars  agree  that  brand  personality  is  about  perception,  about  personality 
 characteristics  attributed  to  brands,  about  associations  and  symbolic  values,  and  about 
 emotional responses to the brand (Arora & Stoner, 2009).  


The  term  brand  personality  is  often  confused  with  related  brand  concepts  like  brand 
identity  and  brand  image.  However,  a  discussion  that  is  concerned  with  the  nature  of 



(31)brand  personality  inevitably  involves  the  relation  of  these  two  concepts.  According  to 
 Aaker  (1997),  brand  identity  is  “a  unique  set  of  associations  that  the  brand  strategist 
 aspires to create or maintain”. In other words, brand identity relates more to the sender 
 and it defines how the organisation wants the brand to be perceived. On the other hand, 
 brand image refers to the meaning that the consumers associate with the product, based 
 on experiences, impressions and perceptions of the functional, emotional, and symbolic 
 benefits  of  the  brand  (Dobni  and  Zinkhan,  1990),  and  therefore  it  resides  on  the 
 receiver’s  side.  The  literature  suggests  that  brand  image  is  rooted  in  hard  and  soft 
 associations evoked by product attributes, where the former refers to tangible properties 
 (e.g. functional or physical), and the latter to intangible properties (Biel, 1992).  


According  to  Biel  (1997),  brand  personality  is  based  on  these  soft  associations, 
 capturing the emotional side of brand image. According to Wee (2004), marketers may 
 develop and manipulate critical elements like brand emotional  values or brand  identity 
 to  guide  the  construction  of  the  brand  personality.  Aaker  (1997)  development  of  a 
 theoretical  framework  of  brand  personality  dimensions  presents  an  important  step  for 
 marketing  researchers  to  examine  symbolic  meanings  of  brands.  Aaker  (1997) 
 conceptualized  brand  personality  by  assessing  American  consumers’  perceptions  of 
 commercial  brands  and  developed  a  42-trait  scale  encompassing  five  underlying 
 dimensions  of  brand  personality,  namely  Sincerity,  Excitement,  Competence, 
 Sophistication, and Ruggedness. 


However, since Aaker carried out her studies on American consumers only, researchers 
 started to question the stability of her described brand personality scale across cultures 
 showed that cultural differences can  influence the  way  in which a brand personality  is 
 perceived (Aaker, 1997).  



2.2.2 The perception of Brand Personality 


Brand  personality  is  created  by  consumers  attaching  human  traits  to  a  firm  after 
 collecting  information  about  its characteristics,  values, vision and so  on. Hence, brand 
 personality  is  the  product  of  consumers’  perception  of  the  firm’s  identity.  (Arora  & 


Stoner, 2009; Hansen & Christensen, 2003). 



(32)The term perception is defined by Johns and Saks (2001) as a process to create meaning 
 and  explain  the  environment  by  interpreting  the  messages  of  our  senses.  Furthermore, 
 they state that the creation of a perception includes three key components: the perceiver, 
 the  target  of  perception,  and  the  situation.  The  perceiver  forms  perception  based  on 
 previous  experiences,  needs,  motivational,  and  emotional  state  while  the  target  of 
 perception refers to the element at the centre of focus attention. Finally, the situation is 
 the context within the perception is formed. (Johns & Saks, 2001).  


In  a  market  that  is  culturally  homogeneous,  the  creation  of  a  brand  personality  that  is 
 perceived similarly by both users and non-users is quite plausible because people share 
 similar  cultural  meanings.  In  culturally-heterogeneous  markets,  a  brand’s  personality 
 may  not be perceived  identically since cultural differences could  influence the cultural 
 meaning  the  firm assigned to  the brand (Phau  and  Lau, 2000).  It  has been proved that 
 when  presented  with  a  visual  stimulus,  people  who  are  members  of  different  cultures 
 utilize different cognitive mechanisms (Nisbett & Masuda, 2003). Although there are a 
 number of factors that influence human behaviour, including genetics and environment, 
 culture  has  a  significant  importance,  especially  in  explaining  behavioural  patterns  in 
 large  groups  (Hofstede,  2011).  Additionally,  on  an  individual  level,  culture  directly 
 influences  the  way  information  is  processed,  interpreted,  perceived,  and  judged  by  a 
 receiver.  Most  research  conducted  on  cross-cultural  differences  revealed  relevant 
 dissimilarities on how Western and Eastern perceive same stimuli (Matsumoto, 1999). 



3.  The Chiara Ferragni Case 


This thesis main focal point regards how the individual personality is perceived cross-
culturally  within  self-branding.  In  order  to  investigate  this,  the  authors  decided  to 
analyse “Chiara Ferragni Case” in the hope that it will be generally representative for 
the broader study field of self-branding. The authors retained interesting to investigate 
if  Chiara’s  personality  was  perceived  in  the  same  way  all  over  the  world.  In  this 
chapter,  the  case  will  be  analysed  in  light  of  the  literature  as  a  practical  example  of 
how self-presentation and impression management  are used to build a personal brand 



(33)on Instagram.  



3.1  Who is Chiara Ferragni? 


The  following  section  is  retrieved  from  the  Harvard  Business  Review  “The  Blonde 
 Salad Case” (Keinan et al, 2015).  


Chiara Ferragni  is  an  Italian  fashion blogger and business entrepreneur. Born  in 1987, 
 from a young age Ferragni developed a strong interest in fashion and photography. She 
 initially  gave  voice  to  her  passion  by  sharing  her  outfits  on  popular  social  media  like 
 Lookbook.nu  and  Flickr,  and  from  the  very  beginning  Chiara´s  pictures  gained  an 
 extremely high number of views. As a result, in 2009, together with her then boyfriend 
 and future business partner, Riccardo Pozzoli, she launched her own fashion blog: “The 
 Blonde Salad”. Every single day she posted a picture of her outfit together with a small 
 caption about what she was doing  in  her routine  life. In  one month, The Blonde Salad 
 reached an average of 30.000 visitors per day. From that moment on, Ferragni started to 
 gain  official  recognition  and  acknowledgment  by  the  fashion  world  while  monetizing 
 her own image.  


In  2010,  Ferragni  received  the  first  invitations  to  collaborate  to  advertisement 
 campaigns  and  at  the  same  time,  she  also  started  selling  advertising  banners,  making 
 online  profits  on  the  blog.  Consequently,  Ferragni  and  Pozzoli  started  to  focus  on 
 raising  the  blog’s  awareness  around  the  world  not  limiting  the  audience  to  Italy 
 anymore.  Ferragni  took  part  to  fashion  weeks  worldwide  and  documented  the  events 
 daily,  making  the  blog  contents  much  more  international  and  positioning  herself  as  a 
 worldwide fashion icon. 


By  March  2011,  the  blog  had  reached  70.000  daily  visitors  and  Ferragni  decided  to 
 officially turn the blog into a company: The Blonde Salad company. 


In  the  same  period  profits  started  coming  from  content  engagement  and  product 
 placement  and  every  blog  post  embedded  a  link  to  the  collaborating  companies’ 


websites.  This  engaged  visitors  and  drove  them  to  the  companies  much  more  than 
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