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[bookmark: _Toc530062735]Introduction
          This paper looks at the effects and repercussions of maintaining and manipulating our digital identities online. Critical analysis and contrasts will be made between my own digital identity and that of Dan Schulman who is a respectable professional. Differences in objectives and usage will be highlighted.
[bookmark: _Toc530062736]Physical and Digital Identity. 
        Technology has embedded itself increasingly into our culture so there has been a move away from having a physical identity and an expansion in to the digital. The Oxford Dictionary describes identity as the ‘characteristics determining who or what a person is’ (Oxford Dictionary (2018). Physical identity traits would include how you dress, speak and your mannerisms (Reynolds, M. (2013). It is no surprise that people make judgments upon you based on gender, how you look, your weight, the clothes you wear, how you interact with others and even voice. People will also form a picture of someone using their own past experiences and characteristics (Gosling, S. (2018). There are constant assumptions made based on appearance and this sort of bias follows through to digital identities (Gowland, R. and Thompson, T. (2013).
         Digital identity is specific to someone’s online presence. An individual is likely to have multiple digital identities through a multitude of platforms. Author Lori Andrews predicts that someone’s web, email, personal website and social media pages will eventually overshadow their physical identity (Andrews, L. (2014). 
         Adults in the UK are now spending an average of 20 hours a week online which is double the amount of time than 10 years ago (Ofcom. (2018). So how integrated are our physical and digital personas? American psychologist William James suggests that we have as many personalities as the situations we are in. He writes,” Although our digital identity is fragmented it all stems from the same personality” (Chamorro-Premuzic, T. (2015).
        It is alarming how much personal information is available in profiles and databases without the individual’s explicit knowledge.          
         ‘I didn’t really understand that my name and contact information, my online behavior, and my preferences and interests were all tiny precious gems being gathered into an enormous body of digital information that would come to be bought, sold, and ubiquitously exploited by philanthropists, brands, politicians, con men, and thieves. ‘– Eliezerov, R. (2018). 
          The West is in the midst of a new digital age and most age groups have digital identities scattered across various sites on the internet. The most recognised form is social media but even if you personally are not included in the 2.46 billion social media profiles on the internet, there is likely to be nuggets of information available to people who know how to look for it (Statista (2017).  
[bookmark: _Toc530062737]Media Potential.
          Although the dangers of the internet are becoming more prominent so too are the potential benefits. Every post shared on social media has the potential to reach millions of users within a short amount of time. It can project a ‘better’ version of yourself and improve visibility and connections to like-minded people. However, it can also destroy a reputation and give other people a chance to challenge opinions, not always positively. 
          A social media presence can enhance a career but it is important to clearly differentiate the boundaries between social and professional use online. Most professionals would open two separate accounts, one for personal use and one for professional. It is important to remember that these accounts are not fully isolated because colleagues added to one profile can still view posts from the personal account (Queens University Charlotte (2018). This can lead to an inadvertent exposure of compromising material and the potential of jeopardising job prospects.

[bookmark: _Toc530062738]   Personal Branding and Self-promotion.
               The word ‘branding’ is associated with companies and products. It is a combination of many factors such as visual marketing, ethos and communication styles. These same rules apply to people (Reynolds, M. (2013).  Personal branding can be defined as an emotional response to the image or name of a particular company (Lacey, K. and Deckers, E. (2017).  The right branding is essential for personal promotion or on behalf of a company. A comedian will want their brand to be bright and humorous whereas a CEO of a company will want their brand to be associated with terms such as trustworthy, honest and knowledgeable. This will be enhanced with a presence on sites such as LinkedIn or by giving talks to Chamber of Commerce or other high-profile activities.
[bookmark: _Toc530062739]My Personal Brand.
[bookmark: _GoBack]              It is important to determine what you want to achieve online as this will give your identity a coherent plan and consistency through a variety of digital platforms (Laurent, M. and Bouzefrane, S. (2015). I have not yet achieved this because I have not defined my objectives for the future.
              I would describe myself as an entrepreneurial musician who has been gaining airplays on national and international radio and playing shows over the last three years. I am a Business Management student at degree level and have experience of operating a small business. The values I would like to display are being dynamic, approachable and creative. 
              I feel my values do not shine through on my digital presence as my profile picture for Facebook is stern and black and white. This is not portraying the energetic and approachable angle I wish to project. 
              Last year I was part of a band which would promote singles, gigs and news through both a group page and sharing from our personal sites. I found that because I did not post personal content my page was made up of mainly band posts. This meant that people did not have the opportunity to get to know me on a personal level which would have raised my profile. Band members used some successful promotion techniques such as sponsored posts, competitions and videos but the posts were inconsistent in timing and also in writing styles which undermined overall branding.             
[bookmark: _Toc530062740]Dan Schulman’s Brand.
               Dan Schulman is the CEO at PayPal which is an online financial service used to send money digitally. He has multiple social media platforms including Twitter, Facebook, Instagram and LinkedIn. It is instantly clear when visiting one of his digital identities that his objective is very career based. This strong objective creates a clear plan and consistency through all of the feeds. This is maintained with daily posts on current business topics and links to video blog discussions with experts in the field. There are also social posts which make his followers feel more emotionally involved and reminds us that Dan is a human and not simply a company. Examples of social posts are family photos or sporting photos. He never breaks character by posting something that would tarnish his professional, trusted, influencer branding such as a compromising photograph or a controversial remark which may attract the wrong kind of attention. This requires a high level of coordination, control and discipline. 
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                 LinkedIn is a social media site designed for professionals to network with potential employers or employees. Unlike Facebook or Instagram, it is not used in a social capacity but more specific to business. Instead of having friends, members are referred to as connections. There are currently 562 million users from across the globe on Linkedin and 41% of millionaires have a profile (Omnicore agency (2018). Three quarters of recruitment businesses will look up the social media profiles of potential employees before employment (Brewer, K. (2016).
               A comparison of my profile with that of Dan Schulman on LinkedIn highlighted some differences. His cover photo shows him speaking as part of a panel in front of a room of people. This already sets a tone that he is someone important and an influencer. My own profile does not have a cover photo which means I have missed the opportunity to influence any viewers with an image. I have not yet filled out a bio which is key in describing my profile, achievements and aspirations.
               Dan uses his profile to endorse PayPal in a range of ways. Some are shares of posts directly from the company and others are posts written by him often tagging and using hashtags like #GrowWithPayPal. This is similar to how I would use Facebook to plug news and shows about my band. He often writes out to the customers and employees at the company. This gives the impression to viewers that he really cares about their satisfaction and his motives are not solely profit driven. He will also post small video blogs discussing a range of topics from Wall Street to diversity issues with other CEOs and people well respected in the business world. Not only is this an effective way of communicating with followers but shows more physical identity to his profile as you can see his mannerisms and hear his voice within the videos. 
[bookmark: _Toc530062742]Facebook.
                Facebook is the biggest social networking site with a staggering 1.8 billion users. It differs from LinkedIn in that it is designed not just for professionals but for casual users too and it is not used for recruitment but social networking (Tuten, T. and Solomon, R. (2017). That does not mean that it cannot be used as a good personal promotional or professional tool. Privacy settings can be set to either public or private depending on preferences. 
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                Dan has a blue tick by his name which is a certificate of authenticity issued by Facebook. It is now relatively easy to drastically alter or even completely lie about your identity online and this tick gives his followers reassurance that the content posted is stemming from his own brand. Due to the high levels of misrepresentation online any indicators that a profile is legitimate creates trust between the person and followers (Birch, D. (2007). It is unlikely that anyone would want to impersonate me online so I do not have a tick on my profile.
                Dan uses his Facebook profile mainly for endorsing his work life whereas I use my profile to reconnect with friends. His posts are polished and professional whereas mine are informal and social. My friend list consists mainly of family and school friends and is modest in number. Dan has a huge number of followers but many of these will not be known to him personally. People follow him for his business acumen so it makes sense that he posts related subjects to give his followers value. I post social activities and band promotion material.  

[bookmark: _Toc530062743]         Twitter.                     
                 Twitter has 313 million users and is different from Facebook because there is a limit of 140 character statuses, referred to as tweets. The incorporation of photos, gifs and video can be used to grab the reader’s attention and make a brand stand out in a crowd. Twitter uses hashtags as a search tool so it is possible to reach a much wider target audience (Egan, K. (2018). It would be very unusual for a complete stranger from the other side of the world to engage with a status on Facebook but when using hashtags on Twitter it becomes a normality. This opens up opinions to more than just friends and creates a dynamic interchange where members of the public can communicate with well-known figure heads, celebrities and companies alike. This allows for a new type of marketing. Traditionally there are the four ‘P’s of marketing: Product, Promotion, Price and Place. Platforms such as Twitter, Instagram and We Chat allow for a fifth P which is ‘Participation’ because users can interact and shape the services and products they buy (Tuten, T. and Solomon, R. (2017).
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                   Surprisingly Dan Schulmun’s Twitter profile is not as polished and comprehensive as some of his other digital identities. He has no cover photo uploaded which is unusual for such a professional figure head. He has only tweeted 31 times since joining in 2012, averaging just over five tweets a year. This is in contrast to Facebook with almost daily posts. He may be more comfortable with the formats of Facebook and LinkedIn. Most of his tweets are formal, often tagging and thanking other CEOs. Tagging can be a useful tool in connecting yourself to other users and large companies. He does however have links to other social media profile which will help to re-direct traffic to his more established platforms. 
                My own profile consists of only two tweets. There is no cover photo and a minimal amount of personal information. I would like to make better use of Twitter’s networking opportunities but find it daunting starting a new identity from scratch. It takes times to create a profile that looks good and is a positive addition to my personal brand. Also I too am more familiar with the set up and operation of Facebook and find maintaining that time consuming enough without further demands on my time. However, I do realise that if I was running a company all these platforms would be necessary for promotion.

[bookmark: _Toc530062744]Conclusion.
                 Technology is changing the world and our perception of identity at a rapid rate and to stay competitive it is essential to make full use of all online resources to build a strong personal brand.  It is becoming more difficult to differentiate between the digital and physical worlds and this impacts on perceptions of identity and reality.
                  The potential for sending a message in seconds has changed the world and technology continues to advance with new generations growing up with access to global networks. Only time will tell the impact of these advances will have on the world.
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