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[bookmark: _Toc530160046]Introduction
During the early 20th century, the implementation of digital literacy and web 2.0 allowed the public to publish content on blogs and social media, this paved the way for individuals to subconsciously acquire a Digital Identity. Since then, digital identities within social media have become vastly popular. A suitable percentage of this paper will analyse the differences between the definitions of a physical and digital identity. However, the other half of this paper will consist of; the processes behind building an optimal brand to achieve one’s goal(s) with a comparison, my own brand’s methodologies within social media platform, Facebook, opposed to the brand of the recently elected American president and Twitter enthusiast, Donald Trump. This thesis will compare how efficiently myself and Trump's brand conduct towards our own personal and business goals, whether it subconsciously or deliberately. (Stern, Ph.D, 2018)

[bookmark: _Toc530160047]Physical and Digital Identity
A physical identity is primarily physiological, one’s physical identity can be determined purely by how you and other members of society perceive yourself in the physical world. This could be perceived through psychical impressions, appearances such as the colour of your hair and how tall you are, race, reputation and characteristics. 
Manipulating the way that other users perceive their personality, this is commonly known as a “brand”. A brand performs the way a social media user allows other users to perceive them, to obtain a desired interest when concerning their profile, whether it be professional or personal. However, this can be a difficult task as common conversation and publications can lack emotion and personal expression, this can mislead other users, thus creating perceptional confusion regarding one’s personal brand, something that wouldn’t necessarily become a limitation in the physical world. (Cover, R. 2015)
 
[bookmark: _Toc530160048]Lack of Credibility Within a Brand
Web 2.0 creates the potential for users to exaggerate their own attributes, therefore making it possible for an individual's brand to lack credibility in attempts to become more appealing to online friends or potential employers and clients. (Rowe, 2018) 

[bookmark: _Toc530160049]Comparison 
	Many brands are created and operated to achieve a specific goal or purpose in which the user(s) may require, these goals or achievements may not be achievable through traditional, non-technological methods. For instance, to create an efficient business brand, a professional themed approach must be carried out when regarding attributes such as profile picture and personal biography, this is to create interest while networking along-side mutual-minded professionals. (Kostamo, 2013) However, it is assumed that conveying a more casual approach towards a brand empowers greater relatability and realism. This could be achieved by directing which attributes and platforms should be suitable for one’s brand. However, this is subject to a brand’s specific needs and goals. (Kaplan & Haenlein, 2018) 

	
[bookmark: _Toc530160050]Comparison Between Brands: Trump

[bookmark: _Toc530160051]Trump’s Brand Goals
Before presidency, as an inherited millionaire, Trump’s brand was assumed to be focused on making more money for Trump Entertainment Resorts. The ability to access and generate financial capital is a possible contributing factor as to why many trust him to govern America. During and 2 years after the election, evidence below suggests that his goals are to win the peoples vote by increasing awareness of himself through advertisement to remain in power. Subjectively, he has achieved this using his brand. (Neumeier, 2017) (Cillizza, 2018)

[bookmark: _Toc530160052]Creating Visual Appeal Within Twitter: Trump
Creating visual appeal through Twitter fundamental when creating a sense of professional credibility. To assess Trump’s visual appeal methods within Twitter, we must first analyse the information put in front of us when we first search “Donald Trump” in the Twitter search bar. Refer to Figure 1. 
Trump’s Twitter profile is renowned for upholding the most relevant brand information, as the account’s frequency regarding publications exceeds the rest of his platforms, achieving close to 40,000 tweets. Utilising analysis of said Twitter profile can help in achieving a greater understanding behind Trump's online behaviour within his brand, as compared to his other profiles, his Twitter profile is perceived as more personal and authentic. Furthermore, this is due to the lack of his online publishing staff’s influence. (Robinson, 2016)

[bookmark: _Toc530160053]Figure 1
[image: ]
(Sourced from Twitter, 2018)

[bookmark: _Toc530160054]Figure 2
[image: ]
(Sourced from twitter, 2018)

	As you can see, Trump’s profile is indeed the first search available, followed by the verification icon next to his name. This is to assure users that profiles of public interest are credible therefore can be trusted as the verification form had been signed. ("About verified accounts", 2018)
	While browsing through his profile, shown in Figure 2, a level of professionalism is witnessed by viewing his biography and profile picture, all of which is needed to become a verified brand within Twitter. A list below will be present to convey his brand’s professionalism;
· Profile picture: According to experts, one’s profile picture should be inviting, relaxed and professional if business orientated. While Trump’s profile picture achieves professionalism and seriousness, in theory, it may lack in an invitational emotion and functionality due to bad cropping and no smile.   (McDonald, L. 2015)
· Followers: Instantly we recognise Donald Trump has acquired a monumental number of followers. An increased frequency of followers conveys a sense of legitimacy and social status within an online community, therefore increasing business and reputation. Typically, it is assumed that a higher number of followers creates the Celebrity effect, this makes influencing others regarding politics, along with marketing and advertisement much easier, due to social status and publication reach. (Dunn, 2018),
·  Tweets: Trump upholds the most amount of tweets of any government official within today's standard. The number of publications averages to 7.5 tweets a day, this is a great way to create transparency within the American government and bridge the gap of communication between high-standing government officials and the online public. (Anderson, 2017)

· A link to another platform: To expand one’s brand, one must advertise their alternative networking platforms to increase ROI. After speculation, we can see just that.

[bookmark: _Toc530160055]Behaviour Within Twitter: Trump
“Twitter allows Trump to bypass the press and communicate directly to the voters.” (Kalsnes, 2016)

[bookmark: _Toc530160056]Negative Briefing
After brief speculation, it is apparent Trump creates self-advertisement through negative briefing regarding news outlets and government officials either in different countries or different political parties, self-praise and political entertainment. This is to create a sense of realism within Trump’s brand. Research in Figure 3 conveys that when analysing 100 most publicly engaged Tweets, 39 emphasised actual political policy, while negative briefing followed closely, accounting for 20.  Evidence may suggest that Trump uses his vast amount of followers to influence the voter’s perception of such Democratic based brands in a negative way. Evidence of this would regard an analysis of tweets previously published by Trump before and shortly after the American election. This evidence suggests within 212 negative briefing publications, 54% uphold personal attacks regarding democratic government official candidates. This is not typically considered a professional manner within social media. However, it has been proven to make Trump stand out from the rest, become the American president all through controversial methods of creating a powerful extension of himself, with an online brand. (Anderson, 2017) In regards to the number of users that may perceive Trump's negative briefing as a lack of sportsmanship, this brings to mind the quote from the BBC, stating "Some may argue that his voters would not support him for his behaviour online, but support him for what he's against.” (Kay, 2017)

[bookmark: _Toc530160057]Figure 3
[image: ]
(Sourced from Anderson, 2017)

[bookmark: _Toc530160058]#MakeAmericaGreatAgain
During the presidential election, Trump started the inspirational hashtag trend, “#MakeAmericaGreatAgain”, after a rapid response to the slogan from the online community, Trump decided to build his campaign upon it. This Twitter trend caught the attention of Trump supporters/voters and the oppositional public. A hashtag in which is still used almost 2 years after the election. However, this may be perceived as trivial, it also perceived as a great asset to Trump’s brand. As we can speculate within Figure 4, both negative and inspirational posts create advertisement towards the hashtag, thus increasing its growth and network value. The hashtag has also made its transition into the physical world, as merchandise has been produced regarding the slogan. (Barry, 2018)
Figure 4
[image: ] 
(Sourced from Twitter, 2018)

[bookmark: _Toc530160059]Comparison Between Brands: Myself
[bookmark: _Toc530160060]Goals of My Brand
Social networking within my own personalised community conveys importance to myself. I feel that as web 2.0 progresses, individuals are becoming more separated from traditional methods of contact. By creating a brand, I can achieve a social network between mutually minded contacts in which I can convey my brand’s casual and entertaining approach to. 

[bookmark: _Toc530160061]Figure 5
[image: ]
(Sourced from Facebook)

· Profile and cover photo - Through speculation regarding Figure 5, I attempt to achieve the casual, non-business-like approach as the page’s visual purpose is to achieve an invitational atmosphere for my brand by emphasising a smile. The use of family profile and cover pictures are used to achieve credibility within my own brand. However, if this were a business related brand it would be classed as obsolete in comparison to any polished professional's. This is due to a lack of professionalism as it classes as a group photograph, is not a professional-headshot, conveys poor photographic quality and is inadequately cropped. 

· Biography - My own biography is simply lacking information when in comparison to Trump’s. This is a potential downfall on behalf of myself as it prevents connections knowing useful information regarding my assets. While this does not affect the brand’s goals significantly, it may hinder connecting with higher-standing professionals. More importantly, a lack of biography contributes a sense of non-existence towards a digital identity.  (McDonald, L. 2015)

· Tagged photos – Tagged photos emphasise collaboration within relationships between contacts. This is used to convey how one could behave in the physical world. Primarily used for group photos, this application within Facebook could hinder a brand's reputation as they are third-party published. This can be due to third-party publishing being shared within your brand. From the pictures highlighted within Figure 6, the picture is considered unprofessional when in comparison to Trump’s brand and in the eyes of an employer. These pictures would be unsuitable for networking, this could prevent a brand's credibility when networking with other potential business’. Once an unsuitable tag is published, however, it is no easy task of deleting the picture as it would be third-party published.  Subjectively, in regards to my own brand's goals, this wouldn't necessarily hinder its goals as realism and relativeness are achieved through personal day-to-day photos. (Thomson, 2015) (Poppick, 2014)
[bookmark: _Toc530160062]Figure 6
[image: ] 
(Sourced from Facebook)

[bookmark: _Toc530160063]Entertainment Value
[bookmark: _Toc530160064]Figure 7
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(Sourced from Facebook)

Regarding Figure 7, Within my posts, is a topic that I can adamantly assume both brands can mutually agree on. Many publications within both mine and Trump’s brand use methods of creating sharing controversial and entertaining multimedia publications. In regards to our brand’s goals, the entertainment factor produced through viral multimedia contributes highly as it light-heartedly brings a personalised community together, increases a brand’s digital presence and is a proven approach to marketing. Within a typical business professional’s brand, this would not be beneficial as it typically lacks professionalism. However, as a digital native, both brands publish viral content with entertainment value, such publications that many business brands lack the credibility to achieve. (Cole, 2018)
[bookmark: _Toc530160065]Conclusion
It is clear to visualise how a digital identity may become a critical asset towards a brand’s development through networking. After analysis, we can speculate that Trump utilises this method to self-advertise, and his Twitter extends the audience in which his brand’s publications can potentially reach. (Tuten & Solomon, 2018) 
This paper suggests that Trump’s utilisation of a brand benefits himself by not only achieving his goals and objectives but also by standing out from other politicians by trending, conveying emotion, along with personal traits that regard himself through frequent publications. This bridges the communication and personal gap between the public and Trump, therefore making him seem more transparent and relatable. Controversially, this method is used efficiently, therefore performs in Trump's favour. Improvements towards Trump’s brand regard the times in which he tweets. For example, Trump posts several times a day, when he could post during peak times, to not only increase the reach of his publications, but also convey more meaning within his tweets, opposed a high frequency of publications.
In regards to my profile, after comparison, it is apparent that my brand is lacking professionalism and diversity. Improvements concern; Once my goal changes, and pursuing an occupation becomes a priority, creating a corrected Facebook profile with meaningful publications will be due. Along with creating a professional LinkedIn profile, as statistics confirm that 94% of companies utilise LinkedIn to recruit suitable candidates.
Optimising the brand within the platforms will also benefit me to stand out from the rest. Evidence of this conveys that users with a complete professional profile achieve 40 times more networking opportunities. (Nations, 2018) (Tuten, T, & Solomon, M. 2018) (McDonald, 2015)
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