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Before the internet and the birth of social media, when thinking about personal identity, it would often be as a notion that developed and evolved over the course of a lifetime and included certain properties that the individual had no control over, like place of birth or ethnic group as well as those properties to which the individual would feel a sense of attachment or ownership to. (Olsen, 2002). The birth of the internet made way for a new form of online identity, one that many users are in danger of losing all control of. 
Each time an individual logs into the internet, whether on a social media platform, a search engine or an online store, fragments of information or metadata are collected and stored to form a hidden identity. Data can be sourced from web cams, TV’s, phones and Tablets the cluster behaviour it collects forms patterns and an insight into a person’s usage, (Williams & Pennington, 2018). For instance, a smart phone collects data on call history, messages, memos, calendars, credit card numbers, photos and emails (Casey, 2011). Free to play games available on platforms like Facebook or Google aid companies to form opinions about an individual’s behaviour.  By studying these characteristics, organisations can ascertain a person’s possible behaviour tendencies for example levels of deceitfulness and collaboration (Williams & Pennington, 2018). The information gathered through studying the average consumer’s online usage, is seen by some as a much more accurate insight into a user’s behaviour than if the user had more conscious control (Williams & Pennington, 2018).
 	Digital identity as an entity can be owned by an individual, an organization or even by an electronic device. The collection of this data by businesses has nevertheless, left many individuals with very little control over where information they have entered is held, who can access it and how it is being used (Eliezerov, 2018). 
Social media as we know it today has grown since its conception over 24 years ago. Originally known as web 2.0 this participative and social web relies heavily on user - generated content (Ryan, 2015). Consumer usage of social media has grown largely since 2005 when 5% of the population of the United States used these sources to 89% in 2018 (Poushter, Cadwell, & Chwe, 2018). Inevitably this form of communication has become big business, a media tool used by advertisers, marketers and journalists as well as a tool for political and economic purposes. Many universities now incorporate social media within their academic studies, including journalism and Media and Business courses as well as using it to study the development of communication (Lipschultz, 2018). 
But what use is social media! other than a chat room? If used correctly this type of platform can help promote your own personal brand. This relates not only to the individual but also to businesses, professionals, politicians and personalities, it allows self-promotion. Social media allows its user to indorse their reputation, helps them to comprehend how they are perceived by others, understand what to expect from them, and even decide if this is someone that they want to be associated with. A well-presented social media platform can offer an insight into an individual’s knowledge, creativity, experience, and wisdom (Miletsky & Miletsky, 2009). It is essential to be clear regarding the image you wish to project. Multiple messages can confuse people about what you are all about (Harry, 2016).
It was in 2005 I imprinted my first footprint into the digital world, with the creation of an internet account and email address. In these early days this digital identity was relatively small, consisting of details of my online buying habits. This footprint began to expand the following year with me signing up to the social media site ‘Friends reunited’. Launched in June 2000 this primitive site allowed its users to reconnect with old class friends. Accounts included basic information and would allow you to connect with others for a £5.00 charge (Clark, 2003). This site attempted to modify its structure several times but was unable to compete with Myspace and Facebook. Large numbers of Users left the site and after many years struggling with falling numbers it finally closed down in 2016 (BBC, 2016).  
This essay will be compare and contrast my Digital Identity with that of BBC News presenter and broadcaster Huw Edwards. Huw joined the BBC in 1984 as a trainee, going on to become Welsh political correspondent and then presenter of the six o’clock news in 1994. In 2000 he became the presenter of the news at ten were he remains today (Feeney-Hart , 2014). 
Huw Edward uses various social media platforms including Twitter, LinkedIn and Instagram. While researching this essay I looked at the promotion of personal brands using social media platforms and then compared Huw’s and my own. One key belief to producing a successful brand is consistency between all medias used.  This sends a clear and concise message to your followers (Agrawal, 2016). Huw uses virtually the same personal statement over all media sites.
[bookmark: _Hlk527621533][bookmark: _Hlk527637757]“BBC News at Ten, Cymro yn Llundain, Llanelli, Scarlets Fan, Views my own, retweets none.”
(Edwards, 2017). 
The first media platform studied for this essay is LinkedIn. Generally viewed as being a professional, self-promotion, recruitment and networking platform, seen by many as a powerful tool which allows its users to broaden their prospects, through developing a visual online curriculum vitae (Bridgstock, 2018). Huw Edwards joined LinkedIn two years ago, his brand which he personally promotes is visually very clear. The posts are very pro Wales, Welsh Language, customs, literature, lifestyles, charities and Universities. His profile illustrates accomplishments within the BBC and his educational achievements. These include his Honorary Doctorate in Journalism from Cardiff University and his recent completion of a PHD in History at the UWTSD in 2018. This LinkedIn page is clear, simple and professional and fully endorsed, the only critical observation that could be made would be the inclusion of more articles written by Hew.  
In contrast I joined LinkedIn in 2016, very unaware of its true capabilities. In the early days my profile was sparse and lacking valuable information. In the beginning of 2018 while completing the first year of study at University, the true potential of this site and its effectiveness if used correctly began to become more evident. The connections made on LinkedIn to date are now closely linked to professionals within my chosen career path, articles posted have become more meaningful by including subjects about business and sustainability. What is evident is the lack of endorsements, these are essential for my brand if LinkedIn is to be beneficial for my future career path after University.  
Founded in 2006, Twitter works differently to LinkedIn when promoting personal brands or for businesses marketing their products. Twitter posts are often described as Micro- Blogging, broadcasting updates using a limited number of characters. In the case of Twitter, it is limited to 140 (Osborne, Miller, MCcain, & Gabbard bell, 2016). As with other social networking sites Twitter enables its users to connect with others by following them and by being followed.  This social media tool is often used to keep its 700 million plus users informed about news and social developments or share personal thoughts and ideas through tweets or re-tweets. American Business trainer and writer Jeffrey Gitomer advises both Big businesses and personal Twitter users, that in order to successfully use Twitter as an effective tool to boost their brand they should always “Tweet a value message every day” (Gitomer, 2011).
Huw Edwards joined Twitter just over a year ago and uses this platform very differently from LinkedIn. Not afraid to show his political views or share his ideas on world events, Huw often uses it as a sound board. This could also be seen by some as divisive and antagonistic. Part of his role as a journalist is to be impartial and comments made could damage his reputation. In Contrast if I was to post strong political comments of this nature, the outcome may not be evident immediately, instead it could be more damaging for me when applying for jobs in the future, should these comments be read by potential employers.   
Kimberley Whitler, a senior contributor for Forbes believes it is important for both businesses and individuals to avoid certain topics within their social media platforms. These topics include religion and politics. Another crucial bit of advice is not to react negatively to any comments, instead, she says to walk away and only respond when you have calmed down (Whitler, 2015).   
	My current usage on Twitter in virtually none existent. Having tried on numerous occasions to make the most of the site, it was a struggle to form a connection to this media platform. Critically in order to effectively build my Identity and brand, it is essential that I relook at this media platform and study how successful professionals are using it, so to understand how I can best exploit it to promote my brand. 
Facebook and its 2.0 billion users is one of the most recognisable social media sites in the world. Founded in 2004 by Mark Zuckerberg initially as a profiling site within Harvard University. Its popularity spread quickly initially through nearby universities but then country wide over the following months, in 2006 company expanded its network to include anyone with an email address. Facebook’s success continues today, this social networking site allows users to post photos, videos and words to express their own brand or identity and to connect with family and friends. A 2018 study shows that its most common age demographic is the 25- 34 age range with a higher percentage of women to men. These figures are essential for businesses looking to engage these key consumers and to target effective marketing at this demographic (Zephoria, 2018).
Huw Edwards has no Personal Facebook profile, instead he is visible only through the BBC, or BBC News profiles. Huw has never commented why he has no account, but reasons could include a wish to keep his home and family life separate from his work and professional brand. In contrast my page it is very personal, portraying my family friends and homelife. Therefore, we question who depicts their brand more efficiently? By not having a profile Huw has no real control over what is being written about him, and stories being linked to, this also leaves him venerable to somebody setting up a fake profile. At this time there are believed to be around 83 million fake profiles on Facebook (Zephoria, 2018). This could be easily prevented just by setting up a profile page and linking it to Twitter. My account can be deemed as being too forthcoming with personal information and failing to develop a professional online network or link to professional communities (Cochrane & Antonczak , 2015).
[bookmark: _Hlk527996527]Founded on 26th October 2010 by Kevin Systrom and Michel Krieger, Instagram, proudly signed up its first 25,000 users on its very first day (Insta-Press, 2018). Instagram an Amalgam of “instant Camera” and Telegram”, purchased by Facebook in 2012 now boasts over 1 billion users (Woods, 2013).  
Huw Edwards joined this networking site in 2017, in only one year he has made over 440 posts. Pinterest appears to be the most personal of all of Huw’s social media sites. The pictures he has chosen to post contain many of him at work, out at fundraising events, keeping fits, randomly however, some personal photos will appear, including pictures of his wife, parents and even the family dog. These more personal posts are still however very limited and there is still a professional look and layout to his profile. Critically some critics believe that the images posted on my Instagram page, emit a false self-presentation view due the high use of filters. Similarly, to Facebook this profile is personal and includes pictures of family and my hobbies yet neglects to contain any professional data (Gil-Or, Levi- Belz, & Turel, 2015). In order to more effectively promote my personal brand, there needs to be posts relating to my career goals. (Aarsand, 2017).
This study has compared how a professional and myself, project and utilise our digital identity. Only a sample of social media platforms were studied, others were available that would have expanded the possible comparisons were the essay to be extended. It went on to consider what effect could be should the account not be used correctly. Huw Edwards and I both use social media in different ways, this study has showed me how my identity and brand are viewed by others and the things that need to be done to rectify any issues.  
It is evident from the information sourced within the essay, that social media platforms such as Facebook and Twitter are a dominant aspect of our lives.  With a combined usership of almost 3 billion people it is no wonder that it has become a tool used by advertisers to sell you exactly what you want.    
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