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Abstract 

Competition on the labour market has never been as tough as it is today. Companies are 

constantly trying to hire the right personnel and strive to be as efficient as possible. It is 

more important than ever for people interesting in making a career to understand the 

essence of personal branding to distinguish themselves from the crowd. The increased use 

of social media has led to a change in the recruiting process. Employers are now looking 

for additional information about potential candidates on social media networks, as a 

complementary tool to C.V.s and personal statements. People seem to have little 

knowledge about the existence of this phenomenon, but this thesis provides a better 

understanding of how employers perceive social media actions that indicate increased and 

decreased employability. 

 

Keywords: Personal branding, Social media networks, Employability, Employer perception, 

Screening 

  



 

Sammanfattning 

Konkurrensen på arbetsmarknaden har aldrig tidigare varit så hård som den är idag. 

Företag söker ständigt efter rätt kompetens och strävar efter att bli mer effektiva. För de 

som är intresserade av att göra karriär har det aldrig varit så viktigt som nu att förstå 

vikten av att marknadsföra sig själv för att sticka ut från den stora massan. I och med den 

ökade användningen av sociala medier har rekryteringsprocessen förändras. Sociala 

medier används nu av arbetsgivare som en plats för att få en mer komplett bild av en 

kandidat, utöver informationen som fås av ett CV och personligt brev. Det verkar som att 

man inte är medveten om att detta förekommer men den här uppsatsen ger en bättre 

förståelse för hur arbetsgivare uppfattar handlingar på sociala medier som indikerar en 

högre- eller mindre grad av anställningsbarhet. 
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1 Introduction 

This first chapter will introduce and provide background information about this thesis, 

followed by a problem discussion about problems and criticism in the area. Afterwards, 

purpose and research questions will be established. At the end of the chapter demarcations 

and the outline of the thesis will be presented. 

 

1.1 Background 

Tom Peters essentially introduced personal branding in 1997 with the article “The Brand 

Called You” in the magazine Fast Company (Lair, Sullivan, & Cheney, 2005). Peters (1997) 

claims that “We are CEOs of our own companies: Me Inc.” (p.1) and “Our most important job 

is to be head marketer for the brand called you.” (p.1) Peters also states that for anyone 

that is interested in making a career in this new world of work it is essential to 

understand the importance of branding (Ibid). Harris & Rae (2011) stress the 

importance of this for the so called “Generation Y” (born 1977-1997) in their article 

“Building a personal brand through social networking”.  They argue that there will only be 

11 million people from “Generation X” (born 1965-1976) in the UK to occupy the 

vacancies left by 19 million “Baby boomers” (born 1946-1964) and therefore 

opportunities will arise for ambitious members of Generation Y that are able to stand 

out from the crowd (Ibid). 

 

Branding has now extended well beyond its origin with products and corporations to 

include whole countries, sporting giants (English football clubs, as an example) and now 

individual personalities (Harris & Rae, 2011). Movie-, sports- and pop stars have practised 

self-marketing for decades, and their behaviour have been imitated by increasing numbers 

of business leaders and politicians (Shepherd, 2010). The explosion of social media has 

increased the importance of consumer-to-consumer driven information and this is the 

new way to create awareness, credibility and differentiation on a personal level (Chen, 

2013). A previous study shows that this has led to egocentrism as an emerging trend 

among social media users and there is a growing battle for control in the social media 

landscape (O'Brien, 2011). 
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Brand equity was first conceptualized in the late 1980’s and changed the way that 

marketing was perceived. Brand equity is a set of resources and obligations associated 

with the brand. Brand image could easily be assigned to an advertising manager whereas 

brand equity is a key asset of the company and therefore concerns the CEO as a part of 

business strategy. Brand equity management changed the role of marketing and the 

marketing managers. Instead of tactical and reactive management its focus laid on 

strategic and visionary use based on long term performance rather than short term, with a 

new set of metrics. (Aaker, 2014) 

 

Before Internet and social media networks personal brand equity was built on reputation 

by providing information to stakeholders. The time-worn mantra was according to 

Vitberg (2010): "it's not what you know, but who you know" (p.1) but nowadays it has 

changed to: “it's not who you know, but who knows you; and it's not what you know, but 

how quickly you share your knowledge, observations and insights.” (p.1) and he s t r e s s e s  

the fact that it is more important than ever that young professionals distinguish 

themselves on networking platforms (Vitberg, 2010). He also states that it is important 

for a company’s management to understand and support the importance of personal 

branding for the growth and legacy of the firm. He suggests that companies should 

develop personal brand equity plans as a part of the succession plan for young partners 

and rising stars. Personal brand equity provides both tangible and intangible values to the 

company through individuals. The intangible values include influencing others by sharing 

their experiences and expertise, and relationships they have maintained. Tangible values 

are connected to their contribution to revenues and growth for the firm. (Ibid) 

 

In today’s modern society social media has become a part of everyday life, both in 

private and professional use. People from all ages have social media profiles and in a 

developed society like Sweden it has become more or less a norm (Findahl, 2014). 

Because of this many employers have changed the way they examine potential employees. 

They are now using social media as an additional relatively cheap tool to review the 

candidates (Doherty, 2010). How you express yourself, what you like, what pictures you 

appear in and what your friends write to you all affect employers’ perception of you, as 

they presume that your behaviour online reflects your personality in real life (Labrecque, 

Markos, & Milne, 2011; Stoughton, Thompson, & Meade, 2013; Scott, Sinclair, Short, & 

Bruce, 2014). This has blurred the lines between private and professional use and is 
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making it nearly impossible to keep them separate (Labrecque, Markos, & Milne, 2011; 

Doherty, 2010). 

 

Given the fact that employers and recruiters now are increasing their use of social media 

networks as a tool for reviewing applicants, it is important for students to take advantage 

of it and use their social media profiles more strategically to increase job opportunities. To 

use social media profiles strategically students have to be aware of the online presence of 

future employers. (Labrecque, Markos, & Milne, 2011; Scott, Sinclair, Short, & Bruce, 2014) 

Previous studies show that the majority of students are not aware that employers and 

recruiters could view their profiles on social media networks (Vicknair, Elkersh, Yancey, 

& Budden, 2010; Root & McKay, 2014). In fact most of the students did not even think that 

things like “photo tags” by friends and “posts by the applicant’s friends” are important 

considerations for hiring professionals (Root & McKay, 2014). A related study shows that 

people with conscious personality characteristics are more likely to “clean up” their online 

presence, comparing with those who have not, in terms of deleting “traces” connected to 

undesirable behaviour and are therefore more likely to get a job (Stoughton, Thompson, & 

Meade, 2013) 

 

1.2 Problem Discussion 

Self-marketing and personal branding have become increasingly popular since the late 

1990’s, but still, relatively little formal research has been made in the area (Shepherd, 

2010; Labrecque, Markos, & Milne, 2011). Despite its growing importance existing 

research examines how companies can build their brands through social media networks, 

but little focus lies on a personal perspective (Chen, 2013). The lack in a theoretical 

self-marketing framework has led to informal approaches dominated by uncorroborated 

case study experiences and professional advices based on what is mainstream (Shepherd, 

2010). 

 

Using social media networks as tool for screening potential employees can be problematic 

from both a legal and ethical standpoint. Slovensky & Ross (2012) identifies that some 

legal experts has got the opinion that viewing social media profiles is presumably only 

accepted if the applicant has not turned the “privacy settings” and is available for 

everyone to see. Others suggest that because private information is voluntarily submitted 



4 

 

 

to a third party (the social network) little legal protection exists. They also bring up that 

numerous writers within this area note that using social media for hiring may comprise 

a potential employee's right to privacy. (Ibid) 

 

Several authors describe what is often perceived as negative characteristics of a profile, 

both Brown & Vaughn (2011) and Stoughton et al. (2013) mentions that the prevalence of 

badmouthing, information about alcohol and drug use are contributing to the decision not 

to hire a person. Walther et al. (2008) notes that “drinking, per se, was not negative, nor 

was drinking a considerable amount, but drinking to the point of illness was.” (p.28). They 

also noted that statements involving behaviour such as sexual innuendo and excessive 

drinking might raise the desirability of a man’s appearance but render a female completely 

unattractive. This notion reflects what has become known as the sexual double standard 

(Ibid). 

 

As stated earlier in the background, employers presume that your behaviour online 

reflects your personality in real life (Labrecque, Markos, & Milne, 2011; Stoughton, 

Thompson, & Meade, 2013; Scott, Sinclair, Short, & Bruce, 2014), however this could be an 

invitation for social media users to manage their accounts strategically to make an ideal 

online impression by choosing which aspects of their personality to be presented 

(Krämer & Winter, 2008). Labrecque et al. (2011) concludes in their research that people 

dealing with multiple brand identities and different audiences often become frustrated if 

they cannot portray their message accurately to their target audiences. Managing multiple 

online personas is perceived as being increasingly hard and separating the professional 

and social life is nearly impossible without the right tools for control. (Ibid) 

 

As noted by Walther & Parks (2002): “the connection between who we are and who we 

claim to be on the Internet is by no means obvious” (p.551) and that adults who delude 

social network users use “subtle descriptions about age, appearance, occupation, or life 

circumstances to achieve a wider range of goals” (p.551). To conceptualise this dilemma 

Walther & Parks (2002) adapted their “Warranting theory” from work made by Stone 

(1995). Walther et al. (2009) defines warranting in this context as “the capacity to draw a 

reliable connection between a presented persona online and a corporeally anchored 

person in the physical world” (p.232). Walther & Parks (2002) recognises that the more 
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anonymity and the less warrant required by a communication system, the greater the 

freedom of the actor to deviate the two presentations and that the online presentation 

may differ radically from the physical self. Consequently the less anonymity provided, 

the less probable are radical deviations. They imply that actors can behave in certain 

ways to increase the apparent warrant of their online presentation by displaying 

warranting information. The value of the warranting information about a person is 

“derived from the receiver's perception about the extent to which the content of that 

information is immune to manipulation by the person to whom it refers”. (Walther & 

Parks, 2002, p.552) This leads to the assumption that things others, friends as an example, 

write about/to the person in question may be more persuasive than things the person 

states about him- or herself. It is perceived to have more warrant because it is not as 

controllable by the target and is much harder to fake (Walther, Van Der Heide, Kim, 

Westerman, & Tom Tong, 2008). 

 

The presence and importance of friends in social media is taken further in a study by 

Walther et al. (2008) where Facebook is used to conclude whether friends are affecting 

the way one is perceived or not. The results of the study indicated that the attractiveness of 

the profile is varied in the same direction as one’s friends, meaning that profiles are rated 

significantly higher when their friends’ wall postings were positive rather than negative. It 

is also mentioned by Labrecque et al. (2011) that a person's brand is not only shaped 

by him- or herself, but also by those with whom they associate as well as the comments 

and pictures they post. A Friend may fail to distinguish between appropriate and 

inappropriate information, which could cause brand dilutions or negative repercussions. 

(Ibid) 

 

As stated earlier in the background, employers are increasing their presence online. 

Employers also think that social media is a good place to get referrals connected to the 

applicant and depending on the amount of information discovered about the candidate, 

the hiring decision will be influenced to some extent. (Melanthiou, Pavlou, & 

Constantinou, 2015) With all this said, it is more important than ever for both potential 

employees and recruiters to be aware of the problems connected to behaviour in social 

media and recruiting, and how to overcome the challenges of credibility online, which 

lands in the purpose of this thesis. 
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1.3 Overall Purpose & Research Questions 

The purpose of this thesis is to gain a better understanding of how potential employees 

can use social media networks to build their personal brand equity and increase their 

employability. This gives us the following research questions: 

 

RQ1: How are employers, when screening social media profiles, perceiving actions on social 

media that indicate increased employability? 

 

RQ2: How are employers, when screening social media profiles, perceiving actions on social 

media that indicate decreased employability? 

1.4 Demarcations 

This study focuses on employers’ perception of social media actions, regardless of gender 

and origin, where Facebook is used as primary connector to social media. The focus lies on 

employers’ perception of students as potential employees. Geographically the study was 

conducted in Sweden- Luleå for the convenience to make it feasible.  Because of the limited 

time frame this study does not take pictures into consideration. 

1.5 Overview of the Entire Thesis 

This thesis is divided into six chapters, shown in Figure 1.1 below. In this first chapter a 

background to the research area was introduced and taken further with a problem 

discussion that allowed us to state an overall purpose and form research questions. 

Chapter two will present a literature review that will end in a conceptual framework with 

theories connected to our research problem with focus on the most relevant issues for 

this thesis. Chapter three, methodology, describes how data will be collected and analysed. 

It is followed by chapter four, which includes collected data, and chapter five where the 

data is analysed and evaluated towards the conceptual framework. Chapter six is the 

final part of this thesis where findings and conclusions are presented, and the research 

questions from chapter one will be answered. Finally implications for further research 

will be suggested. 
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FIGURE 1.1: THESIS OVERVIEW 
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2 Literature Review 

This chapter presents existing theories and previous research findings that are relevant to 

each of the research questions. In the end of the chapter the most relevant theories and 

findings are conceptualised in a “Frame of reference”. 

 

In general this chapter is divided into which theories that belong to each research question 

but we consider this to not be suitable for our case, since most theories contain both 

positive- and negative factors related to employability. This chapter is divided into four 

subchapters; the first three containing theories connected to personal branding and social 

media, social media and employability and perception of social media actions. In the last 

chapter, conceptual framework, the theories will be divided into the research questions. 

2.1 Personal Branding and Social Media 

This subchapter involves a definition of social media and branding theory related to our 
purpose.  
 
A definition of social media 

Social media is among the top priorities for a lot of businesses today where managers 

try to use several applications to increase profits and utility. Despite the growing interest 

it seems to be a lack of understanding of what the term “Social Media” means. (Kaplan & 

Haenlein 2009) A definition is provided by Boyd & Ellison (2008) as web- based 

services with three main characteristics; 1. It allows individuals to make online profiles 

(public or semi- public) within a limited system. 2. Depending on individuals’ interests, 

it presents a list of other users that share interest or other connections. 3. It allows users 

to view and assess their list of connections and those made by others in the same system. 

(Ibid) In the context of social media it is important to understand that the term is not the 

same as “Web 2.0” or “User Generated Content.” Kaplan & Haenlein (2009) claims that 

web 2.0 refers to the new way software developers used the “World Wide Web” as a 

platform to create content that are continuously modified by all users, which is different 

from before where only several individuals published content. User Generated Content 

can be seen as “The sum of all ways in which people make use of Social Media” (p. 61), 

meaning that users can create and share content. With this said it can be concluded that 

Social Media is a set of Internet- based applications that are built on the foundations of 

Web 2.0, which allow the creation and exchange of User Generated Content. (Ibid) 
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Market oneself as a brand 

As mentioned earlier, Tom Peters introduced the idea of personal branding in 1997. Peters 

claims that it is essential for anyone who is interested in making a career to understand 

the importance of branding and to see yourself as a brand. The basic premise for personal 

branding is that everyone can be his/her own brand and should be his/her own marketer 

(Chen 2013). The idea is to identify and communicate what unique attributes and qualities 

you have to distinguish yourself among competitors.  Arruda (2003) writes that: “personal 

branding means clearly communicating the unique promise of value that you have to offer 

your employer or your clients” (p.6). Other authors suggest that personal branding consists 

of impression management and other strategic practices to project a desired image and 

resulting in social relations exchange (Chen 2013). Findings by Chen (2013) support the 

notion that one needs to be authentic and identify one’s key attributes to create a unique 

promise of personal brand value. 

 

Vitberg (2010) connects personal branding to brand equity through his conceptualisation 

of Personal Brand Equity.  According to Vitberg (2010) Personal brand equity consists of: 

 The intangible value individuals bring to the firm in terms of their ability to 

influence others by leveraging their experience, expertise and reputation 

 The relationships they have built and maintained 

 The tangible value they bring in terms of their contribution to firm revenues and 

growth. 

Vitberg (2010) also creates a framework for a personal brand position statement: 

1. Identifying a target market by niche or by job title 

2. Choosing personal attributes and characteristics that define how the individual 

wants to be perceived 

3. Defining and selecting the technical skills they wish to highlight 

4. Conveying what makes them different 

 

David Aaker (2002) defines brand equity as “a set of assets (and liabilities) linked to a 

brand's name and symbol that adds to (or subtracts from) the value provided by a product 

or service to a firm and/or that firms’ customers”(p.7-8). Aaker also defines some related 

terms, which are essential to plan and build a strong brand. He defines Brand identity as 

how the organisation wants the brand to be perceived by a customer and states that it is 

central for a brand’s strategic vision and provides direction, purpose and meaning for 
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the brand. It is closely related to Brand position. Aaker defines brand position as “the 

part of the brand identity and value proposition that is to be actively communicated to the 

target audience and that demonstrates an advantage” (p.71). He defines Value 

proposition as “a statement of the functional, emotional, and self-expressive benefits 

delivered by the brand that provide value to the customer” (p.95). Another term that is 

closely related to the terms mentioned above is Brand image, which refers to how others 

perceive the brand. (Aaker, Building Strong Brands, 2002) 

 

Labrecque et al. (2011) states that personal brand identity, in an online context, relies on 

self-presentation through social media profiles, blogs and personal web pages. In their 

research they noted that the most of the participants had a branding strategy and that they 

were conscious about their actions on Facebook. The participants also realised that other 

people contributed to the creation of their brand identity through content provided such 

as comments and photo tagging. Labrecque et al. (2011) also states that brand positioning 

in online personal branding arise from impression management. This is done by 

maintaining a consistent image through decision-making in what kind of information to 

reveal. Some of the participants’ branding strategies were not effective in portraying their 

brand identity, which led to an undesired brand image. Brand image in this context relies 

on information posted by the person in question and information posted by others 

regarding that person. The mismatches between the participants’ brand identity and brand 

image were either categorised as “Insufficient Branding” or “Misdirected Branding”. Most 

of the participants were students. Mismatches between brand identity and brand image 

was credited to lack of friends, low number of wall posts and misunderstandings related to 

language use. (Ibid) 

2.2 Social Media and Employability 

The second subchapter provides a definition of employability and what characteristics 
employers consider attractive. 
 

A definition of employability 

The concept of employability is an area of research that is dominated by measures based 

on outcomes, an approach that have been criticised since the focus lies on institutional 

achievement rather than the capability of the individual to get employment. (Harvey 

2001) The author continues with addressing the term as “infrequently explicit and clearly 

defined” (p. 98), but the literature offers several definitions that overlay some main areas: 
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First the type of job and timing. This refers to applying to a specific job within a 

specified timeframe. Second are attributes on recruitment, meaning that the applicant 

show desirable attributes at the right time of the recruitment process, or that the 

applicant shows that certain skills can be developed fast after employment. The third area 

is about showing willingness for further learning, meaning that a student is not done 

after a graduation- that is when the student is ready for further development. The fourth 

and last area the author brings up is core skills- a set of attributes that an employer 

specifies for the specific job that should be met by the applicant. (Ibid) In more clear words 

“Employability is about having the capability to gain initial employment, maintain 

employment and obtain new employment if required.” (Hillage & Pollard 1998, p. 1) 

 

Social media behaviour and employability 

Stoughton el al. (2013) have been looking into if a job applicant’s personality is reflected in 

his/her social media postings. They begin by stating that badmouthing in the workplace is 

detrimental and that it can be especially problematic if it is done through social media due 

to its possibility reach a wider audience. They also note that employers see references to 

drinking and drug use in social media as warnings signs not to hire a person. The research 

is done this with focus on the three of the Big Five personality traits: conscientiousness, 

extraversion and agreeableness. In this context conscientiousness is defined by adjectives 

such as careful, thorough, responsible, organized, systematic, deliberate, hardworking, 

self-disciplined and preserving. Extraversion is defined as “being sociable, gregarious, 

assertive, talkative, and active.” (p.801) Adjectives that define Agreeableness are courteous, 

flexible, trusting, good-natured, cooperative, forgiving, soft-hearted, and tolerant. (Ibid) To 

test how this is correlated they asked two research questions and made four hypotheses 

which can be seen in Table 2.1 below. 
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TABLE 2.1: STOUGHTON EL AL.’S (2013) RESEARCH QUESTIONS AND HYPOTHESES. 
Research question Hypotheses 

RQ1: Are openness to experience, extraversion, 

and emotional stability associated with 

badmouthing through social media? 

H1: Agreeableness will be negatively associated 

with badmouthing through social media.  

H2: Conscientiousness will be negatively 

associated with badmouthing through social 

media. 

RQ2: Are openness to experience, agreeableness, 

and emotional stability associated with substance 

use posting behaviour through social media? 

H3: Extraversion will be positively associated with 

social media substance use posting.  

H4: Conscientiousness will be negatively 

associated with social media substance use 

posting. 

Source: Adapted from Stoughton el al. (2013) 

 

Their research showed support for hypotheses 1, 2 and 3 but not 4. Which means that 

Stoughton el al.’s (2013) findings indicate that there is a correlation between self-reported 

substance use, like alcohol- and drug use, and extraversion. The findings also indicate that 

badmouthing is negatively correlated with agreeableness and conscientiousness. 

 

Harris & Rae (2011) bring up a survey made by CareerBuilder where they asked hiring 

managers regarding their use of social media in hiring decisions (Harris & Rae, 2011). It 

is an annual survey and the latest issue of the survey is from June 2014. Out of the 2 138 

hiring managers asked they found that 43% use social networking sites to research 

potential candidates. 51% out of the employers that said they use social media networks to 

research candidates said that they had found content that lead to them not hiring a 

potential employee. The main areas of concern can be seen in Table 2.2. (Grasz, 2014) 

 

TABLE 2.2: REASONS NOT TO HIRE 
Reasons not to hire % 

Job candidate posted provocative or inappropriate photographs or information 46% 

Job candidate posted information about them drinking or using drugs 41% 

Job candidates bad-mouthed their previous company or fellow employee 36% 

Job candidate had poor communication skills 32% 

Job candidate had discriminatory comments related to race, gender, religion etc. 28% 

Job candidate lied about qualifications 25% 

Job candidate shared confidential information from previous employers 24% 

Job candidate was linked to criminal behaviour 22% 

Job candidate’s screen name was unprofessional 21% 
Job candidate lied about an absence 13% 

Source: Adapted from (Grasz, 2014) 
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33% out of the hiring managers that use social media networking sites as an additional 

tool in the screening process said that they found content that made an applicant more 

likely to be hired and 23% said that they had found content that directly led to the 

hiring of the candidate. The most common reasons for hiring an applicant can be seen in 

Table 2.3 below. (Grasz, 2014) 

 

TABLE 2.3: REASONS TO HIRE 
Reasons to hire % 

Got a good feel for the job candidate’s personality, could see a good fit within the company culture 46% 

Job candidate’s background information supported their professional qualifications for the job 45% 

Job candidate’s site conveyed a professional image 43% 

Job candidate was well-rounded, showed a wide range of interests 40% 

Job candidate had great communication skills 40% 

Job candidate was creative 36% 

Job candidate received awards and accolades 31% 

Other people posted great references about the job candidate 30% 

Job candidate had interacted with my company’s social media accounts 24% 

Job candidate had a large amount of followers or subscribers 14% 

Source: Adapted from (Grasz, 2014) 

 

This study was a survey made by CareerBuilder, and even though it might not be seen as a 

scientifically correct study, it has proven to be credible because of the methodology and 

statistic significance. With a pure probability sample of 2 138 human resource 

professionals and 3 022 workers there is a 95 % probability that the overall results have a 

sampling error of +/- 2.12 and +/- 1.78 percentage points, respectively. The fact the survey 

it is also used by Harris & Rae (2011) gives the survey more significance.  

2.3 Perception of Social Media Actions 

Theories regarding perception and how to manage impressions to generate a positive 

perception are brought up in this section. 

 

Language use on Facebook 

In a study made by Scott et al (2014) they used language- use on Facebook as a factor to 

measure several variables, including employability and competence. They conducted an 

experiment where the respondents measured the variables on a 7- point scale, with seven 

being the maximum. The findings of the study indicate that correct language use 

contributed to the highest perception of employability and competence. Incorrect language 

use was rated significantly lower, and text speak was also rated significantly lower than 



14 

 

 

correct use of language but slightly higher than incorrect use of language. (Ibid)  

 

These results have implications for the Warranting theory where the perceived identity 

might differ from one’s real self, depending on the amount of warranting information. 

Strategic language use is contributing to people’s identity claims and it is consider to be an 

indicator of an individual’s actual personality. (Ibid) Warranting theory will be developed 

in the next section. 

 

Warranting theory 

Warranting theory in this context refers to “the capacity to draw a reliable connection 

between a presented persona online and a corporeally anchored person in the physical 

world” (Walther et. Al 2009, p. 232). In virtual identities and relationships online there is 

no necessary warrant between the online identity and a physical person, which could 

complicate things when an individual is perceived by others that assess the amount of 

warrant information to make conclusions about the individual in question (Walther & 

Parks 2002). Warranting information is defined as “the value of information about a person 

being derived from the receiver’s perception about the extent to which the content of that 

information is immune to manipulation by the person to whom it refers.” (Walther & Parks 

2002, p. 552) To construct warranting information the authors (Ibid) discusses four 

factors explained below: 

 First, an individual can change warrant from being a “cyber-self” that is 

unconnected with his or hers physical self to a state where the difference between 

the presentation online and physical self is more or less connected. (Ibid) 

 Second, one can recognise that “the less a communication system requires a warrant 

between the text- presented self and the physical self, the greater the freedom of the 

actor to diverge the two presentations” (Walther & Parks 2002, p. 552). In cases 

where systems allow less anonymity it is unlikely to deviate the online presentation 

from one’s physical self since the probability of exposure is increased, and vice 

versa. (Ibid) 

 Third, one can conclude that in systems where any amount of anonymity is offered 

the degree of warrant is decided by the perceiver, no matter how much the 

presentation online connects to the physical self. (Ibid) 
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 Fourth, since the warrant information lies in the eyes of the perceiver, actors might 

appear in certain ways to create warranting information for the benefits of the 

perceiver. (Ibid) 

To strengthen the warrant information of a profile online, Walther & Parks (2002) claims 

that information that cannot be easily manipulated by the person who it describes, is more 

warrant than what the person in question claims about him- or herself. In a study made by 

Walther et. Al (2008) it is concluded that the attractiveness of a Facebook profile is varied 

in the same direction as the attractiveness of that profile’s friends. The study indicated that 

the social attractiveness of a profile was directly connected to the physical attractiveness 

of a profile’s friend’s photos. It was also concluded that profiles with positive wall posts by 

friends were rated significantly higher than profiles with negative or provocative wall 

posts by friends. (Ibid) 

 

The way actors behave to make and ideal impression is taken further in the next section 

where a model for impression management is presented. 

 

Impression management 

In chapter one we stated that employers presume that one’s behaviour online reflects 

one’s personality in real life. Krämer & Winter (2008) claimed that this could be an 

invitation for users on social media networks to manage their accounts in a strategic 

manor, meaning that users can choose which aspects of their personality to present to 

make an ideal impression. This phenomenon is called “Impression management” (also 

known as self- presentation) which is the process where people try to control others 

impressions of them. (Leary & Kowalski 1990) People will sometimes behave in a way that 

create certain impressions in others’ eyes, because what others think of the individual will 

affect their perception, evaluation and how they treat the person in question, as well as the 

individuals’ own view of themselves. (Ibid) Leary & Kowalski (1990) provide a model 

where the term is divided into components shown in Figure 2.1 below. 

 

As shown in Figure 2.1, Impression management consists of two components; impression 

motivation and impression construction. The first component “impression motivation” is 

described as a process where people, during special circumstances, tend to be motivated by 

others’ perception of them. As a result they get a growing desire to create certain 
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impressions that will influence how others’ look at them. This could turn out both well and 

not, depending on impression- relevant situations in real life where the person in question 

can live up to the expectations or not. Impression motivation is divided into three factors 

explained below: 

 Goal- relevance of impressions means that people become more motivated to manage 

their impressions when the impressions are relevant to a context in which an 

individual wants to be a part of. On the other hand, when the impression 

management will have little or no implications for a certain goal the motivation to 

change behaviour will be low since it is not as relevant. An important factor that 

affects the goal- relevance of impressions is the level of an individual’s dependency 

on a specific target. If a person is dependent on another person for a specific 

desired outcome, the result will be that the individual will integrate more with the 

target (bosses, teachers or people of high status etc.) to make an impression that 

affects the target that has the power to dispense valued outcomes. 

 Value of desired goals refers to that impression motivation follows the value of an 

individual’s goals, meaning that the more relevance a goal has, the more does the 

individual manage their impressions and vice versa. As an example at a job 

interview the applicant will be likely to manage his or hers impressions if the job is 

especially desirable. 

 Discrepancy between desired and current image involves the identity (“Who you 

think you are”) of the individual and to what extent it is accurate with the image 

(“What others think you are”) perceived by others. Examples of this could be 

embarrassment or failure of some kind that affect what people think of the person 

who failed. In those cases the person will try to “repair” their mistake by stressing 

the positive attributes of their personality, doing favours for others or associating 

themselves with powerful people to “rebuild” their image. 

Each of these factors explains why people try to control their impressions because it affects 

desired outcomes. Given that people get motivated to create certain impressions to others 

it is relevant to determine what kind of impressions they want to make and exactly how 

they will do it. 

“Impression construction” is the second component of impression management where 

focus lies on how people change behaviour to create different impressions once they are 

motivated. It involves which impressions the person in question tend to create, and also the 
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decision of how they will do it (self-expression/description, nonverbal behaviour and show 

credit for example). Impression construction is divided into five factors explained below: 

 Self- concept is the primary determinant factor of the impressions people try to 

make. Self- concept is the result of three processes where the first one involves 

certain aspects of peoples’ personalities that they will gladly show to public viewers 

to ensure that others perceive them “accurately”. The second process is about giving 

out information where the probability is high to be met in real life. (Ibid) 

 Desired and undesired identity images are about self- presentations that are affected 

by how people think they are, would like to be and not to be. A desired identity 

image is what a person would like to be or thinks that he or she could be. Undesired 

identity image is those things the person in question does not want to be. People 

tend to manage their impressions with attributes towards their desired identity, 

but also to enhance self- esteem to minimise the things connected to undesired 

identity images. (Ibid) 

 Role constraints are the expectations on a person in a social role. Most roles require 

the people who occupy them to appear in a certain way and personality traits 

connected to that specific role. As a result people will try to make sure that their 

image is consistent with the role they “are supposed to be in” for different 

occasions. This means that people will rely on a “prototype” and then form their 

image accordingly to match the prototype as closely as possible to make the ideal 

impression. (Ibid) 

 Target’s values is a factor claiming that others’ values and preferences will directly 

affect how people manage their image, meaning that one adapts to others’ 

perceptions. This could go so far that people present themselves in a negative way 

if they believe that the target value negative attributes, even though the 

impressions are not consistent with how they see themselves. (Ibid) 

 Current or potential social image is the last factor of impression construction. It says 

that people try to create impressions based on how they think they are perceived 

now and how they will be perceived in the future. People are not likely to present 

themselves in a way that is different than the information others have about them 

because the probability of creating a different impression is low. At the same time 

success should be expressed with modesty since it is more attracting to the public, 

while on the other hand, failure and embarrassment should be dealt with quickly in 

an aggressive way to repair the damage of once image. (Ibid) 
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FIGURE 2.1: THE TWO COMPONENTS OF IMPRESSION MANAGEMENT 
Source: Adapted from Leary & Kowalski (1990) p. 36 

 

2.4 Conceptual Framework 

In the previous part of this chapter we provided relevant theories that connect with our 

research questions.  With all these theories in mind we will now take the most important 

parts and use them in our conceptual framework. First we will provide concepts 

concerning our first research question: “How are employers, when screening social media 

profiles, perceiving actions on social media that indicate increased employability?” Then we 

will provide concepts for our second research question: “How are employers, when 

screening social media profiles, perceiving actions on social media that indicate decreased 

employability?” 

 

Frame of reference 

The emerged frame of reference can be seen below in Figure 2.2 where the main theories 

this study will use for each research question are listed. Below follows an explanation of 

each component and how different theories was combined to create the frame of reference 

used in this thesis. 
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Properly managed personal brand identity is managed through impression management. 

From the survey made by CareerBuilder (2014) we consider the following three factors to 

be connected with impression management because they are all directly related to one’s 

employability:  

 Good feel for a candidate’s personality/good fit within the company 

 Conveyed a professional image 

 Wide range of interests 

Labrecque et. Al (2011) mentions insufficient and misdirected branding as the main 

categories relating to differences in brand identity and brand image. We consider this to be 

negative because it conveys an unwanted personal brand image.   

 

High credibility is connected to consistency in accordance with Labrecque et. Al (2011) 

and is also supported by impression management. Warranting theory is also connected to 

credibility in terms of reliable connections to an authenticity of a person in the physical 

world. We also consider the following three factors from the survey made by 

CareerBuilder (2014) to be related to high credibility: 

 Background information supports professional qualifications 

 Great references from others 

Low credibility is also connected to warranting theory in terms of lack of warranting 

information, which lowers the impression of authenticity. From the survey made by 

CareerBuilder (2014) we consider these three factors to contribute to low credibility: 

 Inappropriate/provocative information 

 Unprofessional screen name 

Posts by others are also something that could increase or decrease a person's 

employability. This is supported by Labrecque et al.(2011) and Walther et al.(2008). If the 

content posted about the potential employees is positively charged it should increase 

employability and vice versa. Posts by other people are also more credible according to 

warranting theory since the candidate has little to no power to influence what is written 

about him/her. 

 

 

 



20 

 

 

CareerBuilder’s survey (2014) mentions great communication skills as contributing to a 

hiring decision and poor communication skills as contributing to not hiring a potential 

employee. The research by Scott et al (2014) shows a correlation between correct 

language use with both competence and employability, where a correct use of language 

scored higher than incorrect use and text speak (incorrect use scored lowest). 

 

Substance use is according to CareerBuilder’s survey (2014) and Stoughton et. al (2013) 

contributing to not hire a person. It includes alcohol consumption and the use of other 

drugs. 

 

Badmouthing is also according to CareerBuilder’s survey (2014) and Stoughton et. al 

(2013) contributing to not hire a person, especially on social media where a greater 

audience is reached. 

 

 

FIGURE 2.2: FRAME OF REFERENCE 
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3. Methodology 

This chapter presents the research methods used for this thesis, how data was collected to 

answer the research questions. We begin with the research purpose followed by chosen 

approach and strategy. Then we will present how we collected data, sample selection and 

how we made sense of the data. Finally the chapter will end with a discussion of validity and 

reliability. 

 

3.1 Research Purpose  

According to Yin 2003 (cited in Baxter & Jack 2008) there are three different research 

purposes; descriptive, exploratory and explanatory. A descriptive study “is used to describe 

an intervention or phenomenon and the real- life context in which it occurred.” (p.548) An 

exploratory study “is used to explore those situations in which the intervention being 

evaluated has no clear, single set of outcomes.” (p.548) Explanatory studies can be used “if 

you were seeking to answer a question that sought to explain the presumed casual links in 

real- life interventions that are too complex for the survey or experimental strategies.” 

(p.547) 

 

Since the purpose of this thesis was to gain a better understanding of how people can use 

social media networks to increase their employability, the research purpose was primarily 

descriptive, but also a bit explorative because this area of research is relatively new and 

this thesis provided new valuable insights. The research questions were used to describe 

the events on social media networks in real- life context and it was not presumed to have a 

single set of outcomes, which supported our argument for a descriptive and explorative 

research purpose. 

 

3.2 Qualitative Approach  

Depending on what the study will investigate and the type of collected data, the research 

approach can be generalised as qualitative or quantitative. (Bryman & Bell, 2014 p.49) 

Based on our research questions and the purpose of this thesis, the qualitative method was 

used. We considered this choice to be the best one because we wanted to describe and 

explore our chosen area with an in-depth-view. 
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Qualitative methods are characterised by an understanding of the social- world reality in 

terms of how the individuals’ perception, as a part of a given social- environment, can be 

understood (Bryman & Bell, 2014 p.391). A more detailed definition is presented by Van 

Mannen 1979 (as cited in Birkingshaw, Brannen & Tung, 2011 p.574): “an array of 

interpretive techniques that can describe, decode, translate, and otherwise come to terms 

with the meaning, not the frequency, of certain more or less naturally occurring phenomena 

in the social world”. We found this notably significant in our field since people have 

different knowledges depending on their experiences in different cultural contexts 

(Birkingshaw et al. 2011). 

 

3.3 Research Strategy  

According to Bryman & Bell (2014, p.67) there are five different research strategies; 

experiment, cross- sectional design (survey), longitudinal design, case study and 

comparative design. Yin 2003 (cited in Baxter & Jack 2008) says that a case study design 

should be should be considered if the following four criteria are met: 1. The research 

questions seeks to answer “how” and “why” questions. 2. The researcher cannot 

manipulate the behaviour of the people involved in the study. 3. Researchers want to focus 

on contextual conditions because it is believed to be relevant to the specific study. 4. The 

boundaries between phenomenon and context are not clear. (Ibid) 

 

Both of our research questions begun with “how” and to answer each question we did not 

require control over the people involved in the study. The study focused only on 

contextual conditions connected to our overall purpose and research questions, and the 

boundaries between employability and social media networks were not clear. With this in 

mind we concluded that this thesis primarily used a case study design as research strategy, 

with some experimental influences. The experimental influences are demonstrated in 

subchapter 3.4.1 with fictional social media profiles and a scenario. The core purpose of a 

case study is a detailed analysis of a single case, however this thesis did not focus on a 

single case. In our case we dealt with three cases, one for each of our chosen respondents, 

which is called a multiple case study design. Bryman & Bell (2014, p.86) note that the lines 

between different designs of case study research are blurred with little differences. 

Therefore we treated this research as a common case study design.  
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To support this further it is said that a case study is preferable when research looks at the 

perspective of people involved in different situations (Gillham, 2000). Such cases provide 

insights on how the situation is seen by the target market (ibid), which was suitable for 

this thesis because we wanted the perception of employers on potential employees.  

3.4 Data Collection  

Data can be collected from four major sources; interviews, questionnaires, observations 

and documents (Bryman & Bell 2014). Further the collected data can be seen as primary or 

secondary depending on the researcher analyse existing data (secondary) or self- collected 

data (primary). (Ibid) For our case we relied on primary data from the three conducted 

qualitative interviews, which we will motivate below. 

 

In qualitative research the two most common methods for data collection is interviews 

and observations (Bryman & Bell, 2014 p.500), therefore it is important to have both 

methods in mind before making a decision. Observations are preferable when the 

researcher acts an observer of a given environment in a social reality where the researcher 

seeks to perceive things in the same way people in that environment do. (Bryman & Bell, 

2014 p.500-501) This was not relevant in our case because we wanted to look at how 

employers perceive potential employees and thoughts cannot be observed. Interviews on 

the other hand are preferred because the best way to get people’s perception is to ask 

them questions instead of trying to understand their environment. (Ibid) 

 

Qualitative interviews are typically based on viewpoints of the respondent, rather than the 

interests of the researcher, which makes interviews that go back and forward in different 

directions desirable since it is generating knowledge about what the respondent think is 

relevant. This type of interviews offer flexibility as the researcher/interviewer is allowed 

to diverge from the original interview guide and reformulate the questions depending on 

how the answers turn out. (Bryman & Bell, 2014 p.474) 

 

There are two major types of qualitative interviews; unstructured and semi-structured. 

This thesis used face-to-face semi-structured interviews, which mean that the researcher 

will bring up specific themes but the respondent has a great degree of freedom to answer 

the questions in their own way. This could guide the conversation in a way where the 

questions might will be answered in a different order than what was first planned, but it 

could also create questions that was not planned in the interview guide, which will provide 
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valuable data since the respondent focuses on what he or she think is important. (Bryman 

& Bell, 2014 p.475-476) 

 

3.4.1 Interview process 
We performed the interviews face to face in the offices of each respondent. We started by 

explaining our problem area and focus of the interview. Afterwards we explained the 

scheme of the interview. That we would start of by asking some background questions 

about the respondent such as education and work experience. We continued with asking 

questions related to research question one. When almost all questions related to research 

question one had been answered we continued with showing the social media profiles to 

the respondents and gave them a fictional scenario. We ended the interviews by asking 

questions related to research question two. More about this will be explained in following 

paragraphs. The reason why we chose to do the interviews this way was that we wanted to 

get the respondents to think about positive things, but we did not want them to think 

about the negative factors before we asked questions about them to see if they would point 

it out when they reviewed the profiles.  

 

To test some of the theories we created five fictional social media profiles using an online 

tool called Fakebook, which can be found at www.classtools.net. We chose to use 

Fakebook because the layout mimics the layout of the real Facebook. All profiles are 

supposed to depict students within the same area of studies during their final semester. 

We made the profiles to use them in a scenario during our interviews where the five 

profiles were the final candidates for a job, which would be the first after graduating. The 

respondents were asked to answer some questions regarding the profiles and rate them as 

if they were employers about to hire one of them. Below follows a short summary of what 

we thought and wanted to test with the profiles. All profiles can be found in their complete 

form in appendix 3 together with the interview guides (appendix 1 and 2) in both English 

and Swedish. 

 

Anders Andersson 

When we created Anders Anderson we wanted to create the image of a positive young 

man. He has a lot of interests and friends from all over the world. The only negative we can 

say about Anders is that his spelling and writing is not correct. He uses social media 

http://www.classtools.net/
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networks to keep contact with friends and to look for help. We wanted to use Anders’ 

profile to test the theory connected to bad communication skills, the theory connected to 

positive post by others and also test if a wide variety of interests enhances the perception 

of employability. 

 

Johannes Marklund 

Johannes’ profile was created to show that he is a positive guy with a lot of friends and 

varied interests. He primarily used social media networks to keep contact with his friends. 

Some of the posts on Johannes’ profile might be questionable by some. Johannes’ profile 

was made to test both negative and positive posts by others and substance use with some 

subtle references to cannabis consumption.  

 

Lisa Lundström 

We created Lisa’s profile to show the image of a party girl. She loves to let loose, dance and 

have some drinks with her friends.  She is a popular girl with a lot of friends but does not 

seem to have any interest except for partying. She uses social media networks to keep 

contact with her friends. With Lisa’s profile we primarily wanted to test theory related to 

substance use. 

 

Malin Nilsson 

Malin’s profile is intended to show an ambitious person who consciously tries to convey an 

image of someone who takes a deep and serious interest in her studies. She has a lot of 

friends and uses social media networks to keep contact with friends and colleges, and to 

market activities she is engaged in. Malin’s profile was mainly intended to test the theory 

related to a properly managed personal brand identity. 

 

Pia Johansson 

We created Pia’s profile with the image of someone no one of us would hire. She is a 

pessimistic, complaining young woman without many friends and interests. She mainly 

uses social media networks to “let of steam” and connect with her family. The theories we 

wanted to test with Pia’s profile were mainly badmouthing but we also wanted to give her 

a negative personal brand identity. 
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3.5 Sample Selection 

To be able to conduct the interviews the interviewees had to be easy to reach, meaning 

that they had to operate in the city where this study was executed, in Luleå. With regards 

to the limited amount of time it can be concluded that this thesis relied on a convenience 

sample, which is defined as: “availability to the researcher by virtue of its accessibility” 

(Bryman & Bell, 2014 p.204). This thesis wanted to describe how employers perceive 

actions on social media networks that indicate increased and decreased employability. To 

get that we reached out to seven different human resources consulting firms, where four 

answered, but only two were willing to help us. The reason we reached out to human 

resources consulting firms was that we believed they would be most suitable to help us to 

answer our research questions. We also reached out to a career adviser to get a 

professional view from a third part “extern viewer” as a complement to the companies’ 

opinions. Each interviewee was anonymous in this study and selected based on the 

following criteria: 

 The respondent works with human resources in Luleå 

 The respondent must have an opinion about this research area and has to be able to 

express them 

 The respondent had to be willing to help us 

 

3.6 Data Analysis  

According to Bryman & Bell (2014, p.576) there are two general strategies for qualitative 

data analysis; analytic induction and grounded theory.  We did not consider analytic 

induction since the method seeks to explain universal matters with hypotheses. On the 

other hand grounded theory is defined as “theory that was derived from data, 

systematically gathered and analysed through the research process.” (Bryman & Bell, 2014 

p.579) Further it can be seen as our case study had been designed based on existing 

research and theories- meaning that this has shaped the data collection and the data was 

continuously analysed compared with the theoretical background. (Ibid) With that in mind 

it was supported for this thesis to use grounded theory because our study has been 

designed based on existing research and theories. Grounded theory is also the most 

commonly used method for analysing qualitative data (ibid), which strengthen our 

argument for using the method. 
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Grounded theory can be divided in three major tools; coding, theoretical saturation and 

constant comparison. (Bryman & Bell, 2014 p. 579-578) For coding and theoretical 

saturation the focus lies on breaking down data to pieces that are given names. The latter 

differs from coding as it also refers to collecting data to the extent of which new data 

cannot generate new results. Constant comparison refers to holding a close connection 

between the conceptual framework and data so the correspondence between the two is 

not lost. (Bryman & Bell, 2014 p. 580) This was particularly relevant in our case because 

the research has emerged from theory (as we motivated before) and in chapter five we will 

compare our findings with the frame of reference, which are the criteria for using constant 

comparison for data analysis. 

 

3.7 Validity and Reliability  

To determine the quality of this research there are two aspects to consider: validity and 

reliability. Further both terms can be divided into two separate parts when they are used 

in qualitative reseach; internal and external, which will be discussed below. (Bryman & 

Bell, 2014 p.401) 

 

Validity “is concerned with the integrity of the conclusions that are generated from a piece of 

research” (Bryman & Bell, 2014 p.63). Internal validity refers to whether there is a good 

match between observations and theoretical ideas developed by researchers, which is not 

relevant in our case because we do not observe anything. External validity is to what 

degree findings can be generalised in different social settings. (Bryman & Bell, 2014 p.401) 

In this thesis it is important to have in mind that the results cannot be generalised, it only 

applies for this specific study were a small sample was used within the same geographical 

area. It should be seen as a valuable complement to existing research. 

 

Reliability “is concerned with the question of whether the results of a study are repeatable” 

(Bryman & Bell, 2014 p.62). Internal reliability is about observations where there is more 

than one observer, which was not relevant in our case, and external reliability is about to 

what degree a study can be replicated. (Bryman & Bell, 2014 p. 376) The results of this 

study were completely dependent on the perception of the respondents and therefore it 

will be impossible to expect the same results in a different study because all people are 

different, culture and values are constantly changing with time, which will affect the 
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results to some extent.  

 

To strengthen the quality of our study, all interviews were voice- recorded which allowed 

us to go back and listen to the answers over and over to get a precise conclusion from our 

material. Because the ways questions are asked influence the answers we used an 

interview guide to keep the interview on the right track during each interview. We 

conducted the interviews in Swedish language and there might have been some slight 

difference in the answers because we had to translate the data into English. 
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4 Empirical Data 

Our research focused on how companies perceive potential employees when screening their 

social media profiles. We have conducted interviews with human resources professionals and 

the data we collected are presented in tables and text. The data is organised after the 

interview guide, see appendix 1 and 2. The theories connected to each question can also be 

found in the interview guide.  

 

In the beginning of the interviews each respondent were given some short background 

information about this topic and were asked to provide background information about 

them. Their responses are summarised in Table 4.1 below. The first interview lasted 53 

minutes, the second interview lasted 41 minutes and the last interview lasted 1 hour and 3 

minutes. 

 

TABLE 4.1: RESPONDENTS’ BACKGROUND INFORMATION. 
 Respondent one Respondent two Respondent three 

Gender: Female Male Female 

Age: 35 31 45 

Education: Career advisor Degree of Master of Science in 

Business and Economics 

(Sv: Civilekonom) 

Upper secondary school, 

economics/business 

(Sv: Gymnasieekonom) 

Job 

experience: 

8 years as a career 

advisor 

Retail worker for 8 years. 

Bank for 5 years. 

Business manager at a human 

resource consulting firm for 2 

years. 

Bank for 12 years, different 

positions. 

IT consulting firm for 5 years, 

director. 

Human resources consulting 

firm for 10 years, different 

positions. 

Job position: Career adviser at a 

university 

Business manager at a human 

resource consulting firm  

Account manager at a human 

resources consulting firm. 

 

4.1 Collected Data: Research Question One 

 

Before going into the real questions in the interview guide, the interviewees were asked a 

broader question about how they think students can gain advantage by managing their 

profiles on social media in a more conscious and careful way. Respondent one and 

respondent two thought that there are much of advantages to gain from a well-developed 
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profile, the right connections and friends were believed to contribute to positive effects for 

the individual. Respondent three said that it is important to separate private and 

professional life but if you want to use Facebook for job and networking purposes then 

there are stuff that one should think about when managing one’s profile. 

 

The first question was about characteristics of a well-developed/conscious profile and 

how that affects the perception of a candidate. Respondent one pointed out that students 

think that their profiles on Facebook are private but that is not the case, employers will 

probably look one up if they consider a person for a job- therefore an important thing to 

have in mind before posting information is how you want to be perceived. Respondent two 

added the importance of a “stylish” profile that looks good and clean. 

 

When the question about factors that contribute to a professional impression on social 

media was asked, both respondent one and respondent two thought that the profile 

picture might be the most important factor that gives a professional impression. 

Respondent two also stressed the importance of clean status updates, posts and shared 

links with professional content. Respondent three stated that profile-picture, cover-picture 

and name are all important factors when it comes to conveying a professional impression. 

“But at the same time you have to be yourself. But you should try to have normal photos 

and likes, and try to stay as neutral as possible.”  

 

Concerning the factors that indicate high credibility, respondent one emphasised the 

importance of being you on social media where an individual is supposed to stand for the 

content on his or her profile. Further both respondent one and respondent two thought 

that consistency is important. Information on your Facebook wall is more credible if there 

is a red thread between them, with little variation on shown values and opinions.  

Respondent two also stated that comments with positive charges are relevant for a better 

perception of a candidate. Respondent three said that convey credibility over social media 

is hard and because it is such a diffuse thing and would like to meet the person in real life 

before determining credibility. Respondent three agrees with notion that consistency in 

posts could contribute to credibility.  
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All of the respondents agreed that background information on social media is not relevant 

for the perception of a candidate. This information was gathered through a CV, statement 

or another application form that led to further search of information on social media. 

 

When it came to positive references from others all respondents agreed that posts by 

others is seen as a better and more reliable reference than information the candidate post 

oneself. Respondent one and two thought that the relationship of the person who gives a 

positive reference about a candidate is relevant but it could be hard and time consuming to 

determine. Respondent three did not think that the relation with the poster is relevant and 

said that one need to separate private and professional life when looking at this. 

Respondent one stated that positive information can be seen as annoying if it is used to 

often and used the example of couples who praise each other in public several times per 

week, also information about one’s family could be too much if it is used more times than 

on special occasions like holidays, birthdays etc. 

 

The question about describing posts that contribute to a better perception of a candidate 

was answered with different examples. Respondent one gave an example where an 

individual posted information about a job opening as the boss of the company where the 

individual works. The response was a lot of comments that encouraged the individual to 

apply for the job oneself, which was perceived as positive and critical for a hiring decision. 

Respondent two stated that it has a lot to do with the job one applies for. If it is a job 

connected to business and economics it is relevant with information connected to that 

area, such as decisions about interest rates- it shows that the candidate has a private 

interest for the area outside the professional aspects. 

 

When the interviewees were asked about well- shown communication skills and correct 

language use they all agreed that it is important for jobs that require it- often more 

qualified jobs that require higher education. Respondent one and three claimed that 

proper language use on social media is as important as having a CV without spelling 

mistakes- it conveys a professional image and a sense of detail. Respondent three thought 

that a wide vocabulary is more important than spelling.  All respondents also mentioned 

that spelling mistakes might have to do with a medical condition and therefore one should 

not be too judging. Respondent three also mentioned that if you are typing on a 

smartphone then it can be hard in some cases because of surrounding circumstances and 
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therefore could cause misspellings. Respondent one also stressed that those who know 

how to use social media in a proper way can get a wide spread of information they want to 

acknowledge and that could be seen as attractive from a recruiting perspective. 

Respondent three did not think one should use abbreviations because not everyone 

understands them and one should always avoid curses.  

 

Going into the Fakebook profiles, the respondents were given the time they needed to go 

through each profile to get a perception, with the scenario that the profiles were  the final 

candidates for a job. The first question regarding the profiles was the overall feeling of the 

candidates, where respondent one and respondent two wanted to bring forward Malin and 

Johannes (see appendix 3 for the profiles) because they seemed to take school seriously 

and showed ambition. Respondent three thought the decision was hard but wanted to 

bring forward Lisa and Malin. She wanted to bring forward Lisa because she seemed like a 

fun girl and Malin because she conveys a professional image. All respondents agreed that 

Pia would never be considered for a job because of her negative attitude and inappropriate 

behaviour in public. 

 

Then we asked all respondents to rank the profiles after professional impression on a 1-5 

scale with 1 being the most employable, the result follows: 

 

TABLE 4.2: PROFILE RANKINGS 
Rating/ 

Respondent 

1 2 3 4 5 

R1 Malin Johannes Anders Lisa Pia 

R2 Malin Johannes Anders Lisa Pia 

R3 Lisa Malin Anders Johannes Pia 

 

Respondent one and respondent two rated the profiles in exactly the same order. Malin 

was rated as number one because her profile showed proficiency, ambition, dedication, 

engagement and leadership qualities. Johannes was also seen as ambitious, professional 

and showed that he takes school seriously. Respondent one noted some connections with 

drugs but did not have enough information to make a conclusion. Anders showed 

gratefulness and courtesy but gave a neutral impression even though he received a 

positive reference. Respondent one and respondent two commented the spelling mistakes 

but did not see it as disturbing or critical for a hiring decision. Lisa was considered to be a 
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party girl who enjoys herself, respondent one and respondent two thought that she 

probably is a fun girl to be with but she had too much focus on drinking and alcohol, 

though it was noted by respondent two that it says nothing about her competence at work. 

All respondents agreed that Pia spreads a lot of negative energy, badmouthing other 

people and no future boss wants to be in that position. Respondent three put Lisa first 

because her profile was more personal and said that it is apparent that she uses social 

media for personal use and it says nothing about how well she manages her professional 

life; she could be even more ambitious than Malin. Malin was placed second because even 

though she seems like a driven and ambitious young woman she is missing personality. 

Respondent three considered Anders and Johannes to be similar and describes them both 

as neutral.  Respondent three mentions that there might be a link between Johannes likes, 

the wall post about Amsterdam and the video posted to his wall and drug use but said it is 

not something that she would take into account if this was in real life. 

 

The next question was about the most interesting profiles based on the respondents’ 

personal values, aside from professional aspects. Respondent one thought that Lisa 

seemed to be the most interesting person and described her as funny and a kind of person 

you want in your life, but pointed out that Lisa should show more variation on her wall. 

Respondent two claimed that Lisa, Anders and Johannes seemed to be normal, descent 

people who could be nice to be around. Respondent two also claimed that Malin seemed 

professional and did not think that she could take it easy. Respondent three said that Malin 

might be moved down in the ranking because she is too impersonal. Pia’s profile was not 

considered to be attractive in any way by any of the respondents. Respondent two 

considered her behaviour to be inappropriate, especially in a public setting. Respondent 

three said: “As an employer I would wonder what she could say about me.”  Both 

respondent one and three said that Pia seemed like a very negative person. 

 

4.2 Collected Data: Research Question Two 

To continue from the last section the question about negative wall postings by others was 

asked. All respondents agreed that negative wall posts by others could harm the 

perception of a candidate. A red thread in the answers of respondent one and two was 

drinking alcohol to the point of illness or being too drunk, which was perceived as bad. 

Respondent three did not think that drinking was problematic at all, not even to the point 
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of illness and said, “everyone has been young”. But if posts that suggests drinking until the 

point of illness would be regularly occurring, then respondent three might think about it. 

Respondent two also mentioned that the person who posts negative information about 

others in a public setting could be hurt even more than the person the information is 

about, from a recruiter perspective. Overall any post that is negatively charged will hurt 

the perception of a candidate to some extent. Further all respondents agreed that it is 

every individual’s responsibility to regulate the content of their own profiles.  

 

When asking about posts that indicate alcohol all respondents agreed that alcohol in itself 

was not seen as something negative under sophisticated circumstances. It was seen as a 

way of socialising, attending events and hang out with friends when the focus of the posts 

lied on the social aspects. Respondent one and two said that if the information indicated a 

lot of alcohol with pictures of a candidate being drunk or other information that indicates 

illness it was seen as negative, such content should not appear on social media.  

 

The last question connecting with the profiles was if the respondents had anything to add 

regarding aspects of increased or decreased employability. All respondents were 

convinced that associations like liked pages, music, movies etc. was not relevant for a 

recruiter. They all stated that the essential parts for a perception are pictures and 

information on the wall. Respondent three said that the amount of friends one have might 

be relevant for networking purposes and it might contribute to employability. 

 

Leaving the profiles behind to focus more in detail of negative aspects, the question about 

an image online that does not reflect reality was asked. Respondent one pointed out that 

people in general think that one can be different persons in different contexts; professional 

at your job, parent at home etc. But this does not exist anymore because of Internet and 

increasing use of social media, therefore it is important to be oneself and rely on one’s own 

judgement when posting information. Respondent two added that a recruiter should not 

let a Facebook page be critical for a hiring decision- an interview is most important, but if 

the content of a profile is fresh in a recruiter’s mind it could hurt a candidate at an 

interview if the recruiter has been prejudiced and the candidate does not live up to the 

expectations. Respondent three said that Facebook is like a façade and shallow and would 

not put much weight into the profiles unless having met the person in real life. 
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Respondent one thought, when asked about indicators for low credibility, that too much 

private information is less relevant and less credible. Posts about “everyday stuff” like 

cleaning, cooking, laundry etc. are seen as negative because everyone in the world needs to 

do those things and it does not need to be in focus. Respondent two mentioned the 

importance of variety; too much focus on one thing is not seen as credible. Respondent one 

also mentioned that information that talks against a profile’s perceived image could awake 

questions about what that person truly stands for. Respondent three stated that 

reoccurring pessimism is probably what damages one’s credibility the most. All 

respondents agreed that limited background information and other associations were not 

seen as relevant for low credibility.  

 

The question about profiles that express negative information about others proved to be 

valuable. Respondent one claimed that the number one rule for a Facebook account is to 

not express dissatisfaction for specific persons or other things, though this was seen as a 

good way to influence others in some cases where you can expect your audience to 

support you; donations to cancer funds, fight for equality, sustainability and ecological 

aspects etc. This was not seen as political matters but “basic” human rights. It was also 

pointed out that a profile should never seek to start a “movement” or “online talk” that is 

supposed to go viral where the purpose is to convince people of something. It should only 

be used when one express things that are important and that one is passionate about. 

Respondent two added political aspects and gave an example of a company that is 

benefiting from “right” politics. If a recruiter from that company watch a candidate that 

express a passion for “left” politics it is not likely for that person to be god fit for the 

company in that recruiter’s eyes. Respondent three said that one should ignore or, if 

possible, remove negative information about oneself and not engage in it because that 

could be perceived as agreeing with it. 

 

Before the final question the respondents were asked about bad communication in social 

media. Respondent one and three stated that it is essential to avoid spelling mistakes and 

compared it to a CV- a recruiter might oversee one mistake but more than that is not okay. 

Regarding status updates with spelling mistakes, respondent one saw it as annoying, 

especially weird contraction of words and spaces in words that are not supposed to be 

(together= to gether). It might be a conscious choice but the person behind it should be 

aware that others might be disturbed. Certain dialects that have special pronunciations 
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can be seen as funny and could show sense of belonging to where you live; if you use them 

in text. Respondent two stated the importance of privacy when using Facebook and was 

therefore more relaxed towards incorrect language, but mentioned that spelling mistakes 

are bad. Text speaks and other changes in words can be seen as okay, though it was 

pointed out that qualified jobs cannot have people with poor communication skills. 

 

The last question gave the respondents a chance to bring up other aspects that influence 

the perception of a candidate. Respondent one gave a hint for conscious people: go 

through the profile’s history periodically and delete content one is not proud of to give a 

more positive image in case someone decides to look up your profile. For information that 

is not under your control: simply ask the person to delete it or at least “un-tag” yourself 

from that post or picture; one is supposed to stand for all content associated with you. 

Further, respondent one recommended that one should go through one’s friends list, often 

there are a lot of friends that should be considered one more time- especially those who 

one have no connection with in the real world. Friends with provocative information 

(racism, religion etc.) should be deleted to make a statement that one does not support it. 

Otherwise one puts him-/herself at risk if an employer happens to see such information 

and loses interest for a candidate.  

 

Respondent one and respondent two wanted to make clear that one should not be afraid of 

making personal or private posts but have in mind to keep variation and to not post 

information without value. Further it is important to show a lot of different information 

about oneself to give a more complete picture. Information about private life is seen as a 

good complement to a professional showed image. Respondent three valued one’s privacy 

highly and said that what one always should avoid is negativity and pessimism. 

 

Respondent one also mentioned the importance of helping each other in social media. As 

examples: sharing information about a friend who is searching for an apartment, job or 

similar. 

 

In the end of the interviews the respondents answered a question regarding if they have 

used social media profiles to get a better perception of a candidate. Respondent two and 

respondent three admitted that they have used it. Respondent one was not asked that 

question because it was not relevant in that case 
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5. Data Analysis 

This chapter is used to compare empirical data from the previous chapter and compare it to 

the frame of reference that was presented in chapter two. As motivated in chapter three a 

constant comparison will be used to analyse the data. Conclusions will be found in this 

chapter but is properly developed in chapter six. 

 

According to Bryman & Bell (2014, p.576) two different strategies for qualitative data 

analysis can be used; analytic induction and grounded theory. In chapter three it was 

concluded that this thesis uses a part of grounded theory called constant comparison 

where the data is constantly compared to the frame of reference that was presented in 

chapter two. The data for this thesis is analysed accordingly for each research question in 

the same order as it was presented in the frame of reference in the end of chapter two. 

Data is displayed in tables to simplify patterns, but is developed in the text. 

 

5.1 Analysing Research Question One 

Research question one has its core in Labrecque et. al’s (2011) research combined with 

some of Aaker’s (2002) branding theory but is based on theory by Leary & Kowalski 

(1990), CareerBuilder’s survey (2014) and Walther et. al’s (2002, 2008, 2009) articles on 

warranting theory. The categories presented in Table 5.1 below are theoretical indicators 

for increased employability and those are compared with the data from the interviews. 

 

TABLE 5.1: DISPLAYED DATA ANALYSIS FOR RESEARCH QUESTION ONE 
Respondent/ 

Theory 

R1 R2 R3 

Properly managed personal brand identity + + + 

Impression management + + + 

High credibility / / / 

Consistency + + + 

Positive posts by others + + + 

Good communication skills + + + 

Codes: Data supports theory (+), data does not support theory (-), data supports theory to 

some extent (/). 
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The empirical data supports theory when it comes to a properly managed personal brand 

identity should increase employability. Both respondent one and respondent two said that 

they thought with a properly managed brand identity a candidate should gain an 

advantage. Respondent three said that if one is to use Facebook for job and networking 

purposes then there are some things that one should keep in mind. All three respondents 

placed Malin, which we made with intention to convey a professional personal brand 

identity, high in the ranking (respondent one and two both placed Malin first and 

respondent three placed her second).  Respondent one and two both placed Johannes 

second and Anders third, which we see as supporting theory since they were both created 

to convey a neutral but still positive personal brand identity. That respondent three placed 

Lisa first and Malin second surprised us a bit since respondent three had earlier pointed 

out that one should try to be as neutral as possible. But we interpret this as supporting the 

importance of personality fit, and that it is valued higher than a professional image by 

respondent three.  

 

All three respondents said that profile pictures was an important factor when it comes to 

conveying a professional impression, respondent three added that one’s name and cover 

picture are also important. Further data shows that clean status updates, posts and shared 

links/information is relevant for conveying a professional image.  

 

The theory regarding high credibility was supported to some extent. Responded one said 

that it is important to be your authentic self to create the perception of high credibility, 

which is not directly supported by the theory in our frame of reference but it is brought up 

by Chen (2013) as a key attribute to create a unique promise of personal brand value. Both 

respondent one and two considered consistency to be important for credibility and 

respondent three agreed that consistency could contribute to credibility but also stated 

that determining credibility by only one’s social media profile is hard and that it should be 

done when meeting the candidate in real life which we interpret as not fully supporting 

theory. Our theory that background information would affect the perception of one’s 

credibility was not supported by any of the respondents. 

 

All respondents said that they would perceive positive references by others as more 

reliable than information posted by oneself, which supports theory. Respondent one and 

respondent two claimed that the relationship the poster has with person in question is 
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relevant but hard and time consuming to determine online. Respondent three did not 

agree with this aspect and once again pointed out the importance of keeping the private 

and professional sides separate.  

 

When it came to the data of good communication skills theory was fully supported where 

it was seen as important to use proper language if one look for more qualified jobs. Data 

also acknowledged that the right way of using social media can result in a wide spread of 

information which is seen as attractive by companies.  

 

5.2 Analysing Research Question Two 

The second research question is founded from Labrecque et. al’s (2011) research and 

some of Aaker’s (2002) branding theories, but is based on the theories in chapter two by 

Walther et. Al’s (2002, 2008, 2009) articles on warranting theory, CareerBuilder’s survey 

(2014), Scott et. Al (2014) and Stoughton et. Al (2013). The categories presented in Table 

5.2 below are theoretical indicators for decreased employability and those are compared 

with the data from the interviews. 

 

TABLE 5.2: DISPLAYED DATA ANALYSIS FOR RESEARCH QUESTION TWO. 
Respondent/ 

Theory 

R1 R2 R3 

Insufficient/misdirected personal brand identity + / - 

Low credibility / / / 

Negative posts by others / / + 

Substance use / / / 

Badmouthing + + + 

Poor communication skills + / + 

Codes: Data supports theory (+), data does not support theory (-), data supports theory to 

some extent (/). 

 

The empirical data was most divided when it came to an insufficient/misdirected personal 

brand identity.  The difference in data is explained with the different aspects to take in 

mind for each respondent. Where data supported theory it was seen as a disadvantage 

where a person cannot profile oneself towards different targets on social media because all 

targets see the same content and therefore this could not contribute to anything good for a 
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candidate in recruiters’ eyes. This was also supported where the data supports theory to 

some extent but it was added that such information online is not critical for a hiring 

decision but it might influence a recruiter’s perception of the candidate- still a face-to-face 

interview is most important for a hiring decision. Data from respondent three did not 

support theory because it was seen as highly important to take the private aspects of 

Facebook into consideration and have in mind that Facebook is used for different 

purposes; a decision can only be made from the perception of a candidate after a job 

interview.  

 

Low credibility is connected to a lack of warranting information, inappropriate/ 

provocative information, suspicious behaviour and unprofessional screen names. Theory 

said that each of these elements is contributing to making a profile less interesting, but this 

was not fully supported by the data. The data shows that lack of warranting information 

was not relevant at all, during the interviews it was not pointed out by any respondent. 

Inappropriate/provocative information was seen as negative but it was pointed out that a 

recruiter could oversee such information because of the private aspects of social media. 

Suspicious behaviour could be assumed but not concluded by only viewing an online 

profile. To make a conclusion about such behaviour one has to meet the person in question 

in real life. Unprofessional screen names were often seen as disturbing but in some cases it 

could be seen as funny, depending on the message of that name. 

 

When it came to negative posts by others the data indicated full support for not using 

social media as a place to express dissatisfaction for specific persons or other things 

connected to your surroundings. Though data from respondent one and respondent two 

shows that it could be seen as good under special circumstances where one can expect to 

be supported by one’s audience; example when criticising opinions that go against aspects 

of human rights. Data also added political aspects from respondent two where a company 

that is benefiting from certain political decisions could be more interested in a candidate if 

similar interests are shown. 

 

For substance use theory suggest that alcohol could damage one’s image but the amount of 

alcohol is relevant and that use of other drugs is pure negative. Data shows support for 

theory to some extent regarding both alcohol and drug use. Alcohol was seen as okay when 

the focus lied on the social aspects but if the information indicated illness or other negative 
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effects of alcohol it was seen as unattractive- still data shows that it can be overseen 

because of the private aspects of social media, especially when it comes to younger 

persons such as students, “who hasn’t been young?”. For drug use the data shows that it 

cannot be concluded from an online profile, it can only be assumed. However, when 

looking at Table 4.2 it is notable that respondent three placed Johannes at fourth place 

while respondent one and two placed him second. Johannes profile has some subtle 

references to drug use, which was pointed out by both respondent one and three. 

Respondent one said that there was too little information to make a conclusion and 

respondent three said that it was not something that would be taken into account if it were 

in real life. But did respondent three take it into account when making the ranking and is 

that why Johannes was placed fourth? 

 

Theory that badmouthing will not be attractive was fully supported by data. Such content 

should not appear in social media and was considered to be unprofessional at all times. 

“Social media is not a place to express dissatisfaction.” 

 

Poor communication skills are according to theory affecting the attractiveness of a profile. 

The data from respondent one and respondent three supported theory, where spelling 

mistakes was compared to mistakes in a CV, it was seen as annoying and unprofessional 

because of lack in sense of detail. 
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6. Findings and Conclusions 

In this final chapter the main findings and conclusions of this study are presented. The 

purpose of this thesis was to gain a deeper understanding of how students can use social 

media networks to build their personal brand equity and increase their employability. This 

was done through looking into the two research questions presented in chapter one. Each 

research question will be answered in this chapter and afterwards, implications for further 

research is suggested.  

 

6.1 Answering Research Question One 

In this study we have learned that there are several important attributes on social media 

profiles that directly connect to increased employability. We looked at four primary 

indicators for increased employability with the foundation in a positive personal brand 

image; properly managed personal brand identity (impression management), high 

credibility which is connected to consistency, positive posts by others and good 

communication skills. 

 

Data in this study has showed that each indicator mentioned above are relevant for a 

hiring decision, with some more critical than others. The only theory the data did not 

support was that limited background information might raise suspicion about a candidate.  

 

This thesis has looked at employers’ perception of candidates for job applications and 

provides a lot of useful information for the conscious ones. A profile that is developed in a 

well-thought way in terms of pictures, status updates and other wall posts is seen as more 

attractive, these factors are seen as most critical for a recruiter decision. Pictures was not 

mentioned in the theory because of our limitations but was pointed out to be important by 

each respondent. It can be added that consistency is important to increase attractiveness 

of a profile but at the same time variation is important- the point is to not go against claims 

one has made in the past or drastically change behaviour. Further it is concluded that 

positive posts by others weighs more than posts by oneself and are seen as the best 

reference to get a whole picture of a candidate. Good communication skills are also seen as 

important in terms of correct use of language, which is required in qualified jobs. Finally 

the ability to spread information to reach a large audience can be seen as attractive and 
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useful in a company. 

 

It was interesting to see that the rating of the Fakebook profiles turned out a little different 

than expected for respondent three, who rated Lisa the party girl first because she seemed 

to have a strong personality. We believe that perceptions differ a lot depending on the 

values of the recruiter and how the company climate is, which was not found in the theory 

but worth to mention here. Another interesting aspect that was not found in the theory but 

pointed out by respondents was to go through one’s list of friends and see if there are 

things one does not want to be associated with to reduce the risk of misunderstandings. It 

was also added with good communication skills that it is seen as important to help each 

other in social media during special circumstances. Below is a short summary of the main 

conclusions for research question one: 

 This study found that a more conscious approach to the use of social media 

accounts can increase the attractiveness of a profile and one’s employability. 

 Pictures, status updates, shares and other information on one’s Facebook wall are 

seen as the most important factors when recruiters look up a candidate to get a 

better perception. 

 It is important to be one’s true self but recruiters put more weight into personality 

than other factors. 

 The perception of a candidate gained from social media is affected by the values of 

every individual recruiter and cannot be generalised. 

6.2 Answering Research Question Two 

For this research question we looked at six indicators for decreased employability that 

connects with a negative personal brand image; insufficient/misdirected personal brand 

identity, low credibility, negative posts by others, substance use, badmouthing and poor 

communication skills. 

 

In accordance with the data analysis a lot of these indicators were partly supported and 

badmouthing was the only indicator that was fully supported to be remarkably bad and 

could be a direct reason for not to hire a person. The perception of each indicator was 

highly affected by taking different aspects into mind and privacy concerns when using of 

social media was pointed out by the respondents as the most important aspect. It can be 

concluded that one cannot be different persons in different contexts in social media 
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because all of one’s audience has the access to the profile’s information, but it was seen as 

important to oversee some inappropriate behaviour online because people use social 

media for different reasons and recruiters should not make a decision until after a 

personal interview, depending on how inappropriate that behaviour is.  

 

Data showed no support for that background information about oneself is contributing to 

less attractiveness of a profile nor did it show any support for liked pages and other 

interests. It was not seen as relevant at all for any of the respondents because the relevant 

background information can be found in one’s C.V.  

 

Negative posts by others was in general seen as negative but it was pointed out that it 

could be good under circumstances where important subjects are brought up that are 

expected to be supported by one’s audience. Still social media should not be used to start 

movements with the purpose to convince people.  

 

A surprisingly interesting finding in this study was that all respondents had a relaxed 

attitude towards information that indicated alcohol, even drinking to the point of illness, 

was acceptable if it was not a common occurrence. Data suggested that it has to be 

overseen due to private aspects of social media but if it is consistent it is seen as bad. 

Indicating drug use on social media is not enough for a recruiter to make a conclusion but 

it could raise suspicion. Below is a short summary of the main conclusions of research 

question two: 

 The only action on social media that directly contribute to not hire a person is 

badmouthing. One is not supposed to express dissatisfaction about others or other 

stuff in public environments.  

 Limited information about yourself is not seen as relevant for a perception of a 

candidate, it is probably already gained from a CV or statement. 

 Negative posts by others are in general bad with the exception of circumstances 

where one’s audience support you. 

 Information that is indicating alcohol is overseen as long as the focus lies on the 

social aspects and is not too often occurring. 

This study relied on theory that was conducted in different countries outside of Sweden 

and we believe that the reason why only one theory was fully supported can be explained 
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by differences in values and culture between countries. We also think that the scheme of 

the interviews could have influenced the results. We started by going through the positive 

aspects and it is reasonable to think that the respondents got a positive mind set which 

made them perceive the negative aspects as less negative than if we would have started 

with the negative aspects.  

 

6.3 Implications for Further Research 

During the whole research process we have discovered areas of this topic that this study 

does not cover but seems to be worth looking into. These are listed below: 

 How employers’ perception is influenced by their background/experience, age, 

gender, values and culture. 

 Different methodological approach in terms of interview process 

 How recruiters’ view certain behaviour and might have different opinions 

depending if the person in question is a male or female. 

 The message of pictures and how different pictures are perceived. 

 How important the ethical issues are regarding this topic. 

There are some general suggestions to further studies as well. Since this study was 

conducted in Sweden with three respondents it can be done in another country or on 

larger scale with more respondents. There are probably room for some quantitative 

studies here too where factors can be rated to gain an understanding of the most critical 

aspects of a hiring decision based on social media impressions. This study can also be 

developed with a new frame of reference that enlightens other aspects than the ones 

brought up in this study, there are a lot of factors to choose from. 

 

Similar studies can be made with a change of focus. This study focused on employer 

perspective which gives room for the other way around, it is much to explore regarding 

how candidates look at this way recruiters get additional information. This can be seen as 

relevant because literature claimed that few are aware of this phenomenon.  
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Appendix 1: Interview Guide, English 
Background information 
Professional experience: 
Job description: 
Education: 
Age: 
Scenario: Students that apply for their first job after graduating as a business-/marketing-
/accounting-assistant. 
 
Research question one 

Initial question: How do you think students could gain an advantage by carefully manage 
their social media profiles in a more conscious manner? 
 
What characterises a student that has a clearly and well-developed social media profile? 
How can such profile affect the perception of the candidate? Why do think so? 

 Properly managed personal brand identity 

How would you describe factors that give a professional impression on social media? Why 
do they give a good impression? 

 Conveyed a professional image 

How would you describe factors that indicate high credibility on social media? Why do 
they indicate high credibility? Does a consistent behaviour contribute to high credibility?  

 High credibility 

 Consistency 

What kind of background information do you think is important for high credibility? Why? 
Do you think it is important that the background information strengthens proposed 
qualifications? 

 Background information  

I what way do you think that positive references from other affects credibility on social 
media? Do you think posts from friends are more informing than posts from the 
candidate? 

 High credibility 

 Positive posts by others 

How would you describe posts by others that would contribute to a better perception of 
the candidate?  

 Positive posts by others 

How does one mediate good communications skills on social media? Does correct language 
use contribute to your perception of good communication skills? 

 Good communication skills 

 Correct language use 

 

Show profiles. 
Questions related to the profiles:  
Opening question: What is your overall feeling for the candidates? Who would you like to 
hire the most? Is there any candidate that you would not like to hire? Why? 

 Good feel for a candidate’s personality 
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(RQ1) How would you rank the profiles with regards to professional impression? Why 
does the ranking look like it does?  

 Conveyed a professional image 

 (RQ1) Which profiles seem most interesting if you look at “likes”, music, wall-posts and 
other references that could give a hint of the candidates’ character?  

 Wide range of interests 

 Good fit within the company 

Did any difference occur? Why/why not? 
 
(RQ2) Do you consider negative posts by others to be harmful to the image of the 
candidate? What kinds of post would that be?  

 Negative posts by others 

 (RQ2) Do you perceive posts that involve alcohol as something negative? Why? Why not? 
Does the amount of alcohol matter?  

 Substance use 

Is there anything else that you noticed after seeing the profiles that could affect 
employability?  
 
Research question two 

Opening question: How do you think that students could be affected by having an image 
that does not reflect their true self? 

 Insufficient/misdirected personal brand identity  

What would you say characterises a profile with low credibility? What factors play a 
decisive role for the perception of low credibility? Can it be related to inappropriate and 
provoking information? What are your thoughts on this? 

 Low credibility 

 Inappropriate/provocative information 

How do you perceive profiles that express themselves negatively towards others? Could 
this under certain circumstances be good/bad with regards to “a big audience”? In that 
case, what would be the circumstances? ¨ 

 Negative posts by others 

How would you describe communication skills that are detrimental? What should one do 
to avoid this?  

 Poor communication skills 

Do you think that bad language use in social media could indicate bad communication 
skills? What do you think about text speak and couscous misspellings? 

 Incorrect language use 

Closing question: Is there any other aspect that you consider is important for the 
perception of candidates on social media? 
Have you ever used social media to get a better perception of a candidate? 
  



51 

 

 

Appendix 2: Interview Guide, Swedish 
Bakgrundsinformation om respondent 
Arbetslivserfarenhet: 
Erfarenhet med rekryteringsföretag: 
Utbildning: 
Ålder: 
Scenario: Första jobbet efter examen som ekonomiassistent/redovisningsassistent 
/marknadsföringsassistent 
 
Research question one 

Öppningsfråga: Hur tror du att studenter skulle kunna gynnas av att administrera sina 
profiler på sociala medier på ett mer eftertänksamt sätt?  
 
Vad är det som karaktäriserar att en student har en tydligt utformad och väl utvecklad 
profil i sociala medier? Hur kan en sådan profil påverka uppfattningen av kandidaten? 
Varför? 

 Properly managed personal brand identity 

Hur skulle du beskriva faktorerna som ger ett professionellt intryck på sociala medier? 
Varför ger dom ett bra intryck? 

 Conveyed a professional image 

Hur skulle du beskriva faktorerna som indikerar en högre trovärdighet på sociala medier? 
Varför ger dom högre trovärdighet? Bidrar ett konsekvent beteende till högre 
trovärdighet? 

 High credibility 

 Consistency 

Vilken bakgrundsinformation tycker du är viktig för hög trovärdighet? Varför? Tycker du 
att det är viktigt att bakgrundsinformationen stärker uppvisade kvalificeringar? 

 Background information  

På vilket sätt tycker du att positiva referenser från andra påverkar trovärdigheten på 
sociala medier? Är poster från vänner mer informerande än poster från kandidaten själv? 

 High credibility 

 Positive posts by others 

Hur skulle du beskriva inlägg av andra som skulle bidra till en förbättrad uppfattning av 
kandidaten? 

 Positive posts by others 

Hur förmedlar man en bra kommunikationsförmåga på sociala medier? Bidrar ett korrekt 
språkbruk till din uppfattning för en bra kommunikationsförmåga? 

 Good communication skills 

 Correct language use 

 

Visa profilerna!  
Frågor kopplade till profilerna: 
Öppningsfråga: Vad är din känsla överlag för kandidaterna? Vilken skulle du helst vilja 
anställa? Finns det någon kandidat som du inte skulle vilja anställa? Varför? 

 Good feel for a candidate’s personality 
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(RQ1)1. Hur skulle du ranka profilerna med hänsyn på professionellt intryck? Varför ser 
rankingen ut som den gör?  

 Conveyed a professional image 

(RQ1)1.1Vilka profiler verkar mest intressanta om du tar hänsyn till likes, musik, 
statusuppdateringar och andra referenser som kan ge en bild av kandidatens 
karaktärsdrag? 

 Wide range of interests 

 Good fit within the company 

Blev det skillnad? Varför/Varför inte? 
(RQ2)Anser du att negativa poster av andra (vänner/familj) kan skada din bild av 
kandidaten? Vilka typer av poster skulle det vara? 

 Negative posts by others 

(RQ2)Uppfattar du poster som involverar alkohol som något negativt? Varför/varför inte? 
Är mängden alkohol intressant?  

 Substance use 

Finns det något du har reagerat på och vill påpeka efter att ha sett profilerna som kan 
bidra till en ökad eller minskad anställningsbarhet? 
 
Research question two 

Öppningsfråga: Hur tror du att studenter skulle påverkas av att ge en bild av sig själva på 
sociala medier som inte verkar stämma överens med deras verkliga jag? 

 Insufficient/misdirected personal brand identity 

Vad tycker du kännetecknar en profil som upplevs ha låg trovärdighet? Vilka faktorer 
spelar en avgörande roll för att få en uppfattning om låg trovärdighet? Går det ihop med 
olämplig och provocerande information? Vad har du för tankar om det? 

 Low credibility 

 Inappropriate/provocative information 

Vad är din uppfattning om profiler som uttrycker missnöje riktat mot andra? Kan det 
under vissa omständigheter vara bra/dåligt med tanke på ”en stor publik”? I så fall under 
vilka omständigheter? 

 Negative posts by others 

Hur skulle du beskriva en sämre kommunikationsförmåga i sociala medier? Vad tycker du 
att man bör undvika för att inte antyda detta? 

 Poor communication skills 

Tycker du att ett dåligt språkbruk i sociala medier visar på en sämre kommunikations-
förmåga? Vad tycker du om förkortningar och medvetna ordkorrigeringar?  

 Incorrect language use 

Slutlig fråga: Finns det andra aspekter du tycker är viktiga för uppfattningen av 
kandidater på sociala medier? 
Har du någonsin använt dig av sociala medier för att få en bättre uppfattning av en 
kandidat? 
 
 












