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This bachelor’s thesis focuses on personal branding of professional football players in 
social media. Giovanni Quartana, Co-Founder of a start-up football agency 
TalentBox Group has commissioned this thesis.  
 
The reason for writing this thesis on personal branding for football players is because 
TalentBox is aiming to revamp their Marketing and Sponsorship department. This de-
partment will focus on improving football players’ personal branding by developing a 
unique and customized plan for their social media accounts and webpages. To be able to 
offer comprehensive and functional services, the company needed a detailed study of 
how to apply personal branding in an effective and profitable way through social media 
and its benefits to football players. 
 
The main objective of this thesis was to find out ways to strategically plan, create and 
develop personal branding in social media, so that the players can increase their visibil-
ity, create potential sponsorship deals and as a consequence increase their market value 
and personal income. 
 
The secondary data used for the theoretical framework consists of books, online publi-
cations and other studies related to the topic – these were analyzed from a sports mar-
keting and personal branding viewpoint. The research was of a qualitative nature and it 
utilized benchmarking as the method, which was implemented by following and analyz-
ing successful football players’ social media and webpage content.  
 
According to both the benchmarking research and the theoretical framework, an elite 
footballer must build a strong personal brand in order to be recognized and considered 
by brands within the football industry. The ultimate outcome of a carefully run personal 
branding strategy is an increase in the player’s overall value. A powerful personal brand 
identifies the key characteristics, processes them into important qualities and most im-
portantly chooses the dominant attribute that operates as an anchor of the brand. Differ-
ent components of a brand such as the name, logo, slogan, nickname and design have to 
be created when branding a football player. Facebook, YouTube, Twitter and Instagram 
are the key social media channels and in addition to them a webpage is also essential. 
Content generation plays an integral role when branding a footballer in social media. It 
has to be versatile, truthful and appealing to individuals as well as to sponsors and other 
positive influencers. The content has to be related to both the professional and private 
life of the player, with the aim of building a complete image of their life.  

Key words: personal branding, social media, sports marketing, benchmarking 
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1 INTRODUCTION 

 

 

This bachelor’s thesis focuses on personal branding for professional football players. 

Giovanni Quartana, Co-Founder of the start-up football agency TalentBox Group has 

commissioned this thesis. 

 

TalentBox Group is revamping their Marketing and Sponsorship department, which will 

focus on providing a whole new service for football players. The department will aim to 

improve the personal branding of the players by running their social media accounts and 

official websites with the objective of increasing the players’ sponsorship deals. The 

aim is to maximize the presence of the players’ in social media, as the company strong-

ly believes this increases the players’ overall value. 

 

The topic is of immediate relevance due to the establishment of a whole new service. 

Because of this the company requires a detailed research concerning the best practices 

of personal branding for professional football players. The company’s objective is to 

offer the best possible services to the players with the aim of increasing their sponsor-

ship deals and consequently their value and income. 

 

Branding people, also known as personal branding, is a fairly new and topical part of 

marketing, and has gained a lot of attention during recent years (Malmi 2014, 26). Vari-

ous social media channels have been created and different kinds of communication de-

vices have increased their popularity. In particular personal branding has become popu-

lar among professional football players. 

 

Sports is one of the biggest businesses in the world, and football is the sport that domi-

nates the world due to its substantial, international viewership. Nowadays football is 

considered the king of all sports. 

 

 

1.1 The commissioner – TalentBox 

 

As said, Giovanni Quartana, one of the founding members of TalentBox, commissioned 

this thesis. TalentBox was officially established in Barcelona in April 2014. TalentBox 
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is a start-up company formed by a team of professionals specializing in sports manage-

ment, marketing and direction, with the mission to advise and guide clients to boost the 

value of their sports related activity. The company operates primarily with football enti-

ties, footballers and large corporations that engage in football to evolve their marketing 

plans. 

 

TalentBox provides footballers, clubs and sponsors custom-built solutions in order to 

maximise their benefits holistically, from the creation of strategic plans to their imple-

mentation. In the case of football players, the three main tasks are scouting them, repre-

senting them and negotiating their contracts with current or future teams. 

 

Off the field TalentBox is beginning to work on building and managing players’ per-

sonal brand, in order to maximise their appeal with their followers and attract potential 

companies wanting to be commercially associated with them. 

 

TalentBox is divided into three separate departments: Representation of players, mar-

keting and sponsorship and consulting & future projects. The different departments are 

explained in the following paragraphs.  

 

The representation of players department is responsible for scouting, recruiting and ana-

lysing potential new players on the base of their football abilities. This department is 

also responsible for the athletes that are already represented by the company by follow-

ing their development on a daily basis, satisfying their needs, and keeping a record of 

their on the field performances. Finally this department will talk with professional foot-

ball teams, by phone, meetings or by attending conventions to consistently promote 

their players. 

 

The marketing and sponsorship department is responsible for looking after the athletes’ 

image off the field, specifically in regards to nurturing and maintaining their personal 

brand. This department will also scout for potential sponsorship deals that could be 

linked with the athletes. This will mean being in constant communication with compa-

nies and corporations that engage in football to evolve their marketing plans. 

 

Lastly the consulting and future projects department is where the company uses their 

experience and contacts in the football world to offer consulting services to professional 



7 

 

football teams that are badly run or in need of a transformation. This department is also 

responsible for finding other sources of income, which is possible as the football world 

congregates from businessmen and companies that cover different markets. This means 

that there are always opportunities to develop new projects that are linked with football. 

 

TalentBox is currently formed by three founding members and each of them are respon-

sible for one of the three departments. The company has its headquarters in Barcelona 

and has a wide range of collaborators located across the globe, some of which are sub-

contracted by TalentBox. The company is still in the early stages but as they increase 

their list of clients, they are looking to incorporate new members on a full time basis to 

their team to continue process of growth. 

 

 

1.2 Football and business 

 

Bill Shankly, one of the most successful football managers of Great Britain, once quot-

ed: “ Some people believe football is a matter of life and death. I can assure you it is 

much, much more important than that” (Fieldoo Blog 2013). The most fanatic fans of 

football surely agree with Shankly’s quote. Football is a game that brings millions of 

passionate people together to watch 11 men on the field running after the black & white 

ball and to cheer for their favourite team, but the question is, is it just a game anymore? 

(Fieldoo Blog 2013.) 

 

Over the past couple of decades football has transformed from being not just a sport but 

a multi-million-dollar business as businessmen have discovered the huge business op-

portunity in cooperating with football clubs (Fieldoo Blog, 2013). As a consequence of 

football being equal parts sport and entertainment, it builds additional emotional pres-

sure among the people involved with business related decisions (Calzada 2013, 3). 

Football being such a unique business makes it exceptionally interesting. 

 

The amount of money involved in the biggest football tournaments is difficult to under-

stand. To give an example, the revenue of The Fédération Internationale de Football 

Association (FIFA) World Cup South Africa in 2010 was 3.655 million USD, compared 

with the revenue of the Beijing Olympics in 2008, which was 2.401 million USD. The 

difference is over a hundred million dollars, and taking into account that the FIFA 
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World Cup focuses on one single sport whereas Olympics include around 40 highlights 

the disparity between them. (Calzada 2013, 5.) This example gives an idea of how much 

money is involved in the biggest football tournament in the world, and also a general 

idea of how enormous the business of football is. 

 

According to Calzada (2013, 6-8) sports properties are divided in four different groups; 

all of the groups generating revenue in their own peculiar way. The first group consists 

of the tournaments and championships. There are a lot of different tournaments from 

local ones to the abovementioned FIFA World Cup or European Championship. All 

these are traditionally friendly in nature and organized on a regular basis. The second 

group covers the national teams where all the players share the same nationality and are 

divided into groups according to the players’ age. National football federations are in-

cluded in this group as well, due to the fact that they are in charge of their national 

teams. The third group includes football clubs, mostly privately owned. The clubs ena-

ble the possibility of marketing diverse products as well as services. Lastly the fourth 

group and the most important one regarding to this study, consists of the football play-

ers themselves, as they have an independent position in all of the above-mentioned 

groups. The individual players have their own unique ability and potential to market 

products. (Calzada 2013, 6-8.) 

 

This last group, footballers, as mentioned in the previous paragraph closely relates to 

the thesis topic, and so should be highlighted. In order to be recognized as one of the 

best football players, the player needs to stand out in his niche, club and national team. 

This is achieved by branding the football player, in other words creating a unique and 

notable personal brand for the player. It is not enough anymore if one is good at the 

sport or the most skilful, in the current business-forward and commercially driven mar-

ket one has to create a strong personal brand in order to succeed. (Altaee 2009.) 

 

 

1.3 Research purpose, objectives and questions 

 

The reasoning behind electing to write this thesis on personal branding for football 

players is due to the fact that TalentBox is aiming to revamp their Marketing and Spon-

sorship department which will focus on improving football players’ personal branding 

by developing a unique and customized plan for their social media accounts and 
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webpages. To be able to offer comprehensive and functional services, the company 

needs a study about the benefits of personal branding for a football player and how to 

apply branding in an effective and profitable way through social media. 

 

The main objective of this thesis is to find out ways to strategically plan, create and de-

velop personal branding in social media so that the players can increase their visibility, 

promote potential sponsorship deals and as a consequence increase their market value 

and personal income. In order to fulfill this objective it is also important to understand 

the benefits of carefully planned and implemented personal branding in social media for 

a professional football player. 

 

As the company is now at the starting point of establishing a new service, they have to 

thoroughly take into consideration the different aspects of the benefits that a football 

player can gain through personal branding. It is important to know how to make social 

media accounts and webpages appealing to individuals but more importantly to the pos-

sible sponsors, football clubs and football fans. 

 

The main research question is: how to create a personal brand for a professional football 

player using social media. On top of the main question, there are two sub-questions to 

be answered throughout the thesis, the first of which being: why is personal branding 

essential for an elite professional football player. The second sub-question is about how 

to run a professional football player’s social media accounts in an efficient and profita-

ble way. In addition to the main question, these two sub-questions play a critical role in 

this study. 

 

 

1.4 Structure of the study 

 

In addition to the introduction this thesis consist of several key parts, beginning with 

introduction of the research methodology, the research method being benchmarking. 

Following on from research methodology it then focuses on theoretical framework and 

goes through relevant theories and concepts. This chapter includes theories of sports 

marketing, personal branding and running social media channels and webpages. 
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Following the theoretical framework, the thesis continues with detailed explanation of 

benchmarking and the implementation & analysis of the research methods. Finally the 

thesis answers the research questions whilst giving suggestions of how to create a per-

sonal brand for an elite football player and how to run a football player’s social media 

accounts. 

 

 

1.5 Research methodology  

 

The thesis is of a qualitative nature, using benchmarking as primary data collection 

method and applying the relevant theories related to the thesis topic. The secondary data 

used for the theoretical framework consists of books, online publications and other stud-

ies related to the topic – these are then analyzed from a sports marketing and personal 

branding viewpoint.  
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2 THEORETICAL FRAMEWORK 

 

 

The theoretical framework consists of concepts and theories that are of great importance 

regarding this study. It utilizes and analyzes books, online publications and other studies 

related to the topic. The first chapter is about sports marketing in general and about the 

relevant issues concerning sports marketing. The second chapter is about branding and 

especially personal branding. The third and last chapter is focuses on running social 

media channels and webpages.  

 

 

2.1 Sports marketing 

 

The following chapters will explain several points, namely disclosing the world of 

sports marketing, distinguishing the difference between traditional marketing and sports 

marketing, explaining sport products and consumers, defining sponsorship, and lastly 

the end of the chapter includes the social networking sites and content from the sports 

marketing point of view.  

 

 

2.1.1 The world of sports marketing  

 

Calzada (2013) quote Masteralexis, Barr & Hums by saying, “Sport is too much of a 

game to be a business and too much of a business to be a game” (Calzada 2013, 3). To 

rephrase, the line between sport being a game and sport being a business is quite vague 

generally. For instance, if sport is understood from a fan’s point of view, it is clearly a 

game, but if it is thought from a sponsor’s point of view, it is clearly a business. There 

are not many things in the world that attract such vast amounts of people as the biggest 

sport events do - they have more viewers than any other event in the world. The interest 

in sports has increased dramatically over the passed decades, one of the main reasons 

being that it is constantly advertised as companies invest money in sport events and use 

sport personalities for their marketing campaigns. As sports attract hundreds of millions 

of different kinds of people, it makes the sporting events and sportsmen perfect for ad-

vertising campaigns. (Sport marketing… 2012;Calzada 2013, 3-4.) At this point it is 
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highly essential to understand the popularity of sports in order to understand the market 

potential in this unique industry. 

 

According to Calzada (2013) sports marketing is the generation of revenue by making 

use of the major assets of sport property, such as brand, facilities, stadiums, champion-

ships and individual athletes (Calzada 2013, 17). This definition explains quite accurate-

ly the concept of sports marketing while also doing a good job summarizing the differ-

ent components of the industry. There are two approaches to sports marketing and it is 

important to understand the difference between them. Firstly there is marketing of sport 

and secondly there is marketing through sport. The aim when it comes to marketing of 

sport is to increase the consumption of the products and services of sport. Marketing 

through sport means the non-sport-related companies using sport as their marketing 

technique and as they pay for the marketing space, it makes them sponsors of a certain 

sport property. (Blakey 2011, 3.)  

 

The biggest benefit of sports marketing is that the marketer will earn the trust and at-

tachment of a sports fan though their favorite sports team or athlete. If a person has ad-

mired a team since youth, the marketer is oftentimes instantly considered trustworthy in 

the fan’s mind. (Sport marketing… 2012.) In a way it can be said that sportsmen are the 

Hollywood stars of our generation.  

 

A significant downside in sports marketing is the difficulty inherent in distinguishing 

oneself from the masses since the sports marketing industry is enormous. In conclusion, 

sports marketing offers companies tremendous amount of different marketing possibili-

ties and at the same time various sponsors for the different sports properties. It is a win-

win situation as the companies get visibility through sport and the sport properties make 

profit. (Sport marketing… 2012.)  

 

 

2.1.2 Sports marketing vs. Conventional marketing 

 

There are few differences between sports marketing and conventional marketing, yet the 

biggest difference is the wide variety of situations that the sport marketer doesn’t have 

control over. To give a couple of examples about these circumstances; the results of 

sport and changing roles, the high influence of emotions when making a decision, the 
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difficulty of predicting the results, the extensive inconsistency in demand and the deci-

sions made by third parties. All these influential factors have to be taken into considera-

tion in the field of sports marketing. The factors can be either good or bad depending on 

the situations and their outcomes. (Calzada 2013, 22-23.) Concluding this, the nature of 

sports marketing is quite different to conventional marketing and has its own special 

characteristics as the control over a wide variety of situations is very minimal.  

 

 

2.1.3 Sport products and consumers  

 

Mullin, Hardy & Sutton (2014) define a product as follows “…any bundle or combina-

tion of qualities, processes and capabilities (goods, services, or ideas) that a buyer ex-

pects will deliver want satisfaction.” Sport product is a unique product and it differs 

from a normal product by its peculiar elements. Firstly sport product can be a competi-

tion, for instance a football game, secondly it differs by the separation of normal time 

and space, thirdly the specific regulations makes it quite disparate, fourthly it can be 

physical if a sport is practiced and lastly, sport product requires exclusive facilities and 

equipment. (Mullin et al. 2014, 19.) These previously mentioned factors make sport 

product quite special and different from other products and it is essential to understand 

the distinctions in order to understand the sports marketing concepts. 

 

According to Calzada (2013), sport products are divided into three groups and custom-

ers into two groups. The first product group, Stadium and season ticket holders consists 

of the products associated with the commercial utilization of the stadium, such as tick-

ets, catering and licensed products. The second group, commercial and marketing, in-

cludes the sponsorships, advertising, image rights and merchandising licenses. The third 

group is media and it contains the television rights, the website and the social networks. 

The two customer groups are the end consumers, business to consumer (B2C) and com-

panies, business to business (B2B). All the products that are sold directly to the end 

customers belong to the B2C group. The products offered to companies that are the end 

users or to the companies that operate as intermediaries are part of the B2B group. (Cal-

zada 2013, 18-20.) See Figure 2 about the breakdown of sports marketing products by 

concepts and types of customers. 
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FIGURE 2. Sports marketing products by concepts and type of customers (Calzada 

2013, 19) 

 

 

2.1.4 Sport sponsorship 

 

Sport sponsorship is a dominant part of sports and non-sport organizations’ promotion 

mix where their main goal is to improve media exposure, increase brand awareness and 

sales. Sport sponsorship is a business relationship where both of the parties, the sponsor 

and the ‘sponsee’ (sponsored party) benefit from. It is a mutually profitable agreement 

where the sponsor achieves commercial gain and in return the sponsee receives money, 

goods or services. Sponsorship is about building long-term business relationships, the 

longer the sponsorship lasts, the better the derived value is. A lot of times sport organi-

zations, sport event managers, leagues and individual athletes consider sponsorship as a 

fundamental path to profitability. (Blakey 2011, 110-111; Get sponsored…)  

 
Sport sponsorship enables brands to communicate with the sport target markets, this 

kind of marketing is defined as ‘lifestyle’ marketing as it appeals precisely to the activi-

ties and attitudes enjoyed by sport consumers. As a consequence brands have increased 
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their investments in sponsorships, for instance Adidas invested around 330 million eu-

ros only to sponsorships in 2009. Sporting events such as the Olympics have made their 

way to many organizations’ global marketing communications strategy. Football plays 

the biggest role in the sponsorship market as it has an enormous spectator base, market-

ing appeal and media profile. (Blakey 2011, 110-111.) 

 

The concept of personal sport sponsorship is of particular relevance to this study as it 

deals with individual athletes, the footballers. In exchange of the athlete providing me-

dia exposure for the sponsor, the athlete gets an agreed payment as well as the company 

offering some of their products for the athlete to use while doing sport or during their 

free time. Usually the sponsorship contracts contain numerous conditions where, for 

example the sponsee is expected to wear the sport equipment from the sponsoring brand 

during the games or competitions. In this way the company increases its media exposure 

and brand awareness. (Get sponsored…) When watching a football game, all the players 

wear the same uniform; t-shirt, shorts and socks due to the football clubs exclusive 

sponsorship deals, but oftentimes the players are wearing different football boots due to 

their personal sponsorship deals with other brands (Are there any… 2014). 

 

 

2.1.5 Presence in media  

 

Media presence plays a significant role in sport properties’ success. Achieving system-

atic, intensive and free media presence is the key to become a significant sport property. 

Sports marketing does not simply exist without the press, the numerous amounts of 

sponsors’ logos placed around the football stadium are not targeted to the people watch-

ing the game within its grounds but to the people watching it on the TV. Essentially, the 

press boosts the value of content generated by a sport property. Without the existence of 

reporters, the introduction of a new player is pointless. (Calzada 2013, 51.) 

 

Media presence should achieve the following goals; attract supporters, influence the 

decisions of sponsors and opinion leaders etc., publicize the sport property’s B2C prod-

ucts, and lastly promote and strengthen positioning. In order to achieve these previously 

mentioned goals, the content has to be appealing and include sporting, communication, 

and private life activities and conventional advertising. The content of sporting activity 

is maybe the most interesting activity for the media as it consists of matches and train-
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ing sessions. If something out of the ordinary happens during a match, it catches the 

attention of the media right away and creates valuable content to be shared. Communi-

cation activities are associated with events, presentations and media conferences, where 

for instance new agreements are presented. It is also essential to add private life activi-

ties to the media content as it certainly makes the presence more appealing and interest-

ing. On this note content regarding private life requires care in order to avoid possible 

negative presence. Lastly it is important to advertise the sport property’s as well as the 

sponsors’ products, which improves the brand awareness and visibility. (Calzada 2013, 

52-55.) 

 

In addition to the traditional media; TV, Radio and newspapers, online media and social 

networking sites also play an essential role in the industry of sports marketing (Calzada 

2013, 62). As the research focuses mostly on social media, it is important to go through 

the relative social networking sites and therefore the study focuses on them and not on 

the traditional media.  

 

Social networking is an explicit, inexpensive and straightforward way of communi-

cating with followers from all around the world. Regarding sports marketing, the most 

essential social media channels are Facebook, YouTube, Twitter and Instagram. By us-

ing these four social media platforms it is possible to distribute audio-visual content, 

which can make it possible to decrease the utilization of an expensive traditional media 

such as TV. Nowadays most of the sport properties have the social media channels men-

tioned earlier and on top of them they also have their own webpage. Essential infor-

mation about the sport property is found from their webpages. (Calzada 2013, 62-65.) 

This issue is discussed further in the last chapter of the theoretical framework.  

 

 

2.2 Personal branding 

 

This chapter is about personal branding, which is composed of defining a brand, expla-

nation of how to create a brand and the benefits of branding. After the brand is ex-

plained the chapter moves on to personal branding, how to build a strong personal brand 

and the benefits of having a personal brand. 

 

 



17 

 

2.2.1 A brand 

 

Before going to the definition of personal branding, it is important to understand the 

meaning of a brand. Miletsky and Smith (2009, 2) define a brand as “…the sum total of 

all user experiences with a particular product or service, building both reputation and 

future expectations of benefit.” This definition states quite clearly the true nature of a 

brand. The aim of the brand is to build a bridge between the company and its consumers 

and, as a consequence, create mutually beneficial long-term relationships (Malmi 2014, 

27). 

 

 

2.2.2 Creating a brand  

 

According to Miletsky & Smith (2009) the elements that make a trustworthy brand are 

divided into three different groups; the promise, the personality and the unique selling 

proposition. A brand has to promise something unique to its customers, for example 

Nike does not only promise sneakers but they also promise a fashionable and athletic 

experience for their customers. Creating an exclusive personality for the brand is im-

portant as it builds an emotional connection between the brand and its consumers. Mi-

letsky & Smith (2009) state “A brand is the relationship a customer has with a company 

and / or its products and services. It’s more than just a logo; it’s the total experience that 

acts as the emotional trigger.” Lastly the unique selling proposition differentiates the 

brand from the competitors. It is highly essential to have at least one quality that makes 

the brand unique and distinguishable. The previously mentioned elements have to be 

taken into consideration when starting the process of building a brand. (Miletsky & 

Smith 2009, 3-4.)  

 

According to Blakey (2011) a branding process is divided into four different aims, see 

Figure 3. The first objective is brand awareness; the target market has to be aware of 

the brand, recognize and recall it. Personality of the brand is essential here as it is linked 

with the brand recognition, and without brand awareness the next objective, brand im-

age does not exist. Brand image is something that is in the consumers’ minds; the atti-

tudes towards the brand are based on the expectations and beliefs that the consumers 

have about the brand. The third aim is developing brand equity; this is the increased 

value generated by the brand image, brand equity is the power of the brand itself. The 
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key factor in achieving brand equity is perceived quality of the brand. The fourth objec-

tive is driving brand loyalty; obtaining brand loyalty is quite psychological transaction 

and it requires that the consumer believes that the brand is trustworthy and that the 

brand brings satisfaction to the consumer. To gain consumers loyalty, it is vital to 

achieve all the previously mentioned three aims. (Blakey 2011, 69-70.)  

 

 
FIGURE 3. Branding process (Blakey 2011, 69) 

 

 

2.2.3 Benefits of branding  

 

Branding is an effective way of creating a devoted customer base that chooses the cer-

tain brand purposely over other brands. Customers that buy randomly a certain product 

do not generate as much revenue as the customers that constantly and consciously 

choose to purchase a product from the certain brand. In order to gain loyal customers it 

is important to maintain a positive brand image by fulfilling the promises and assuring 

the visual factors such as the logo are easily recognized.  Branding can be an essential 

part of short-term gains as well as long-term shareholder value, for instance it can help 

in price premium protection. (Miletsky & Smith, 2009, 6-7.)  

 

Clifton, Simmons & Sameena quote fortune magazine by saying, “In the twenty-first 

century, branding ultimately will be the only unique differentiator between companies. 

Brand equity is now a key asset.” (Clifton et al. 2003, 17-18.) When it comes to the ul-

timate benefits of branding, uniqueness and ability to differentiate a product from other 

similar ones are essential factors. Therefore the previous sentence from Fortune maga-

zine is quite legitimate. Building strong brand equity means that the consumers have a 

certain brand in mind every time they need the specific product, they trust the brand and 

don’t want to use other brands. (Clifton et al. 2003,18-19.) Concluding this, branding 

has a clear economic influence as it makes a product more valuable and constantly pur-

chased by the loyal customers. Branding improves the awareness of a certain product 

and as a consequence more and more people prefer that certain brand. As the concept of 
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branding is now familiar it is time to move on to personal branding, which plays a sig-

nificant role in the study.   

 

 

2.2.4 Personal branding 

 

Personal branding as a concept is nothing new, in fact it has been around for decades 

but today more people are realizing the benefits that can be achieved by creating a per-

sonal brand (Cijo 2014, 1). To reinforce the previously mentioned vision about personal 

branding and referring to Montoya (2002, 13), personal branding has always been pre-

sent but the key to success depends on how to take control of it. So in fact everyone has 

their own personal brand but the question is how to create a strong personal brand and 

how to benefit from it. A personal brand is not about how a person sees him- or herself 

but about how other people see them. (Dulworth 2007, 63.) 

 

Basically personal branding is product-based branding but instead of branding a prod-

uct, it is about branding a person (Malmi 2014, 16). In order for a personal brand to be 

recognized and recalled it has to have it’s own unique features that make it easily identi-

fiable. In conclusion personal branding is about an individual differentiating him- or 

herself and emerging from the crowd. In order to achieve this, a person has to identify 

and articulate their particular value proposition. (Dulworth 2007, 63-64.) 

 

 

2.2.5 A strong personal brand 

 

A personal brand does not necessarily have to be recognized by everyone and every-

where in the world for it to be successful. When it comes to a strong personal brand, the 

most important aspect is to be perceived in the network where a person needs to be 

identified. The key in achieving a strong personal brand is to control the message and to 

define oneself clearly. A personal brand is practically a sum total of the qualities that 

people link the person to. (Dulworth 2007, 63-64.)  

 

There are two qualities that can be measured within a personal brand. The first is brand 

strength, meaning the brand has to output a clear idea of what the brand stands for. The 

second is brand quality; the brand has to have a positive reputation in order to be per-
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ceived as a high quality brand. A personal brand can only be influential in its network if 

it is both strong and positive, and has a clear mission and identity. A strong personal 

brand is about being genuine and letting people know the truth about the person behind 

the brand as people are curious about the real person behind it and not a fake one. A 

personal brand must be credible in order to be strong. Credibility is gained through net-

working with the right people who have positive influence on one’s personal brand. To 

be considered as trustworthy, the brand must meet the promises that it makes. (Dul-

worth 2007, 64-68.) 

 

A powerful personal brand has identified the key characteristics, processed them into 

the most important qualities and most importantly chosen the dominant attribute that 

operates as an anchor of the brand. If too many key attributes are highlighted it can 

cause confusion among the audience, therefore it is important to focus on one leading 

quality and choose a few characteristics that create value and understanding in the audi-

ence. A strong brand should have at least three different attributes that are clear to the 

people who are familiar with the brand. Attributes are an essential part of building a 

personal brand as they give a clear sense of what makes a brand exclusive. (Montoya 

2002, 17-18.)  

 

 

2.2.6 Benefits of personal branding 

 

Personal branding works in the same way as any other form of branding, only difference 

being that personal branding is about branding a person, however it still has similar 

benefits. Montoya (2002) states about personal branding that it is “A personal identity 

that stimulates precise, meaningful perceptions in its audience about the values and 

qualities that person stands for. “  In other words, personal branding enables one to 

promote their message and share the values and character behind the person to the audi-

ence. (Montoya 2002, 15.) 

 

There are numerous advantages in personal branding that can be achieved with a strong 

personal brand. Personal branding boosts potential value as it increases visibility and 

gives actions more weight. It attracts the right people and enables opportunities as when 

someone is looking for a potential candidate, by having a personal brand one can be 

recalled and considered more effectively. Through personal branding a person obtains 
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recognition and as a consequence gets credit and opportunities.  Therefore it is possible 

to conclude that having a personal brand increases one’s visibility, recognition and most 

of all value. (Montoya 2002, 23-24.) 

 

 

2.3 Running social media channels and webpages 

 

As mentioned before the key social media channels in sport industry currently are Face-

book, YouTube, Twitter and Instagram. These four channels have become a crucial part 

of sports marketing and the most powerful communication tools for a sport property. 

Generally every sport property, regardless of the size or profile, has these above-

mentioned channels and on top of these channels each has its own webpage. (Calzada 

2013, 65.) Therefore this chapter focuses on these social media channels and webpages 

as they are of high relevance to this study.  

 

 

2.3.1 Social media channels 

 

According to the Oxford Dictionary (2015), social media is defined as “…websites and 

applications that enable users to create and share content or to participate in social net-

working.” This definition explains quite accurately the idea behind social media. Social 

media consists of a natural and genuine conversation between people with a mutual in-

terest. It is about sharing thoughts and experiences with the other participants. (Kabani 

2013.) As said, social media is a direct, inexpensive and straightforward way of com-

municating with the audience from all around the world.  

 

Facebook 

 

Facebook was established in 2004 and it is one of the most enormous social medium of 

all time having today around 1.44 billion monthly active users and around 1.25 billion 

mobile users, 65% of them using daily. These numbers continue to grow every day. 

(Protalinski 2015.) People are using Facebook everywhere in the world and they are 

using it primarily to express themselves and connect with others. Business entities how-

ever are using Facebook as a tool to attract people, gain visibility, build trust, create 

relationships and most of all, brand themselves. (Kabani 2013.) 
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Facebook consists of five main functions; profiles, pages, groups, events and advertise-

ment. Profiles are for individual users where they can share their personal content. 

Businesses use the Facebook pages to brand themselves, these pages having an unlim-

ited follower base and they show in Google search results. Groups can be either public 

or private and they are similar to online forums in that they are great way to create 

communities. Facebook events are used for promoting any event or milestone and the 

event pages can be either public or private. Facebook also enables advertising on their 

site but it is not yet considered being such a successful way of marketing as people are 

not on Facebook to see the advertisements. Therefore having a page for a company is a 

more efficient way of gaining visibility and attracting people. (Kabani 2013.) 

 

Out of the above-mentioned functions of Facebook, the pages are the most important 

aspect relating to this study as it is used in branding a company or a product and in this 

case, a person. A Facebook page is customizable; it has a profile picture and a cover 

picture that can be set according to the brand and as such will be recognized easily at a 

glance. Also brief information about the company can be included in the Facebook 

page. As mentioned earlier, when someone is searching a company on Google the com-

pany’s Facebook page will show in the search results, which leads more people to the 

page. (Kabani 2013.) 

 

It is highly essential to post content on a regular basis in order to maintain and improve 

the follower base. The content needs to be carefully chosen, it has to be appropriate, 

interesting and comprehensive. The content does not necessarily have to be something 

that the person managing the page has created, it can also be items such as shared arti-

cles, videos, pictures or news. The page can also be used in launching for example some 

kind of a campaign or contest, these help in engaging new followers and also ensuring 

that the current followers come back to the page. (Kabani 2013.) 

 

 

YouTube 

 

YouTube is a social media channel where the users can share videos. It currently has 

over a billion users and is competing with Facebook over the title of largest social me-

dia channel. Every day people all over the world watch millions of hours of video con-
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tent on YouTube with over half of the viewers using YouTube on their smartphones. 

(Statistics 2015.) Ciampa, Moore, Carucci, Muller & Wescott (2015) compare YouTube 

with the early days of television when it seemed like only the sky was the limit, 

YouTube offers the businesses and entertainment outlets new and limitless ways of be-

ing creative.  

 

Everyone who wants to share their video on YouTube can do so by creating their own 

channel. YouTube is about meeting the varied interests and needs of the audience and 

captivating the attention of more than a billion people from every corner of the globe. 

The fact that YouTube is such a huge social media platform, having such a large 

amount of people using it, makes it quite challenging for users to stand out from the 

crowd. Yet it is extremely important for businesses to have their own successful 

YouTube channel when creating their brand image. (Ciampa et al. 2015.) 

 

YouTube enables the users to link other social media channels to their biography, there-

fore it links the other channels in a convenient way. It is an easy and effective way to 

share seemingly spontaneous videos of unexpected happenings and videos often 

planned beforehand. A direct message can be delivered to the audience via video, which 

makes it intriguing for the audience as they don’t have to put effort into reading. 

YouTube is a convenient way of finding news, general information and social happen-

ings and updates. These videos can then be shared with other social media tools creating 

additional content for the other social medias. (Ciampa et al. 2015.) 

 

Even though a YouTube user often does not have their own content to share, it is 

worthwhile to create a channel. It is possible to generate personal playlists where the 

users can collect all the videos they want to, for example videos related to the business. 

YouTube is a great social media channel for branding as it lets the user put up the logos, 

biographies, images and other recognizable components of a brand to their YouTube 

channel page. It is also possible to insert a three second intro clip before the actual vid-

eo. The users are also able to subscribe to other users’ channels and automatically be 

informed with updates of those channels. YouTube also offers an analytic tool where 

the users can see the engagement of their videos. These factors make YouTube a lucra-

tive channel when aiming to getting more audience and visibility. (Ciampa et al. 2015.) 
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Twitter 

 

Following its establishment in 2007, Twitter has become the most popular social media 

site after Facebook and YouTube. It has 316 million monthly active users with 80% of 

them being mobile users (Twitter usage 2015). People communicate through twitter by 

‘tweeting’ which dictionary.com (2015) determines as “a very short message posted on 

the Twitter website: the message may include text, keywords, mentions of specific us-

ers, links to websites, and links to images or videos on a website”. Approximately 500 

million Tweets are sent each day consisting of a maximum of 140 characters, making 

them direct, clear and simple (Twitter usage 2015). 

 

Following someone on Twitter does not mean that they have to be followed back, which 

is one of the reasons why Twitter differs from Facebook. The followers see the followed 

account’s user’s Tweets on their Twitter home page and all the tweets show in a person-

al timeline of the person who posted them. As mentioned, sending a message via Twit-

ter is known as tweeting, and sharing someone else’s Tweet is called ‘retweeting’. A 

Tweet oftentimes includes a ‘hashtag’, which is a keyword of the post and the post can 

be found in the Twitter search engine. Also it is possible to link other users’ Twitter 

names to a Tweet, this way the tweets also show in the linked user’s timeline. ‘Favorit-

ing’ a Tweet is used when a user likes a Tweet, but it is not solely liking a Tweet, in 

addition to that it saves the tweet to the user’s list of favorite Tweets. (Kabani 2013.) 

 

The personal Twitter page can be customized according to the brand and a profile pic-

ture and cover picture can be chosen. Twitter does not give as much space for infor-

mation, so the user’s information has to be well summarized. (Kabani 2013.) According 

to Morris (2011), Twitter is about support, inspiration, daily motivation and more im-

portantly building a new form of community. Morris calls the wisdom gained through 

Twitter, ‘Twisdom’. (Morris 2011.)  The shared content in Twitter should be valuable, 

genuine and original. A Twitter account that is used in an efficient way can attract peo-

ple with these people transforming into customers and consumers. As with other social 

media tools it is important to share dignified content regularly in order to attract people 

and keep them interested. (Kabani 2013.) 
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Instagram 

 

Instagram is the newest social media platform out of the four channels that are included 

in this study. It was established in 2010 and today it has around 300 million active users 

and daily, 70 million pictures or videos are shared in the application. Instagram is pure-

ly about visualization, pictures and videos generally taken by smartphones. (Our story 

2015.) 

 

As noted, Instagram is a photo and video sharing application for mobile phones. The 

user chooses to follow the accounts he or she desires and the pictures or short video 

content posted by the followed accounts shows in the Instagram feed. It is also possible 

to search photos or videos by using a hashtag, a certain place or a specific user’s name. 

The pictures posted by the user are shown in their own Instagram feed with a person 

being able to be tagged to a photo with these photos then shown in his or her tagged 

pictures feed.  (McCracken 2015.)  

 

Instagram is a great social media tool for businesses due to the idea of visually building 

a social media presence. Instagram also allows the sharing of the updates from the us-

er’s Twitter and Facebook accounts, which makes the content creation easier as the 

same post can be shared across these three social media platforms. The same video clips 

from YouTube can be shared in Instagram although they have to be a lot shorter. Insta-

gram enables the user to share his or her Instagram content across their entire social 

marketing presence and as the different social media channels are linked together the 

user gets more visibility and possibilities in content creation. (Hines 2014.) 

 

As Instagram is about visualization, the brand image can be built quite easily as the dif-

ferent brand characteristics can be included to the Instagram account, the user can 

choose a profile picture, write a brief introduction and link their webpage to the biog-

raphy. The user’s Instagram feed gives an idea of what the user is about as the content 

has a backstory, which is created and controlled solely by the user. (Hines 2014.) 
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2.3.2 Social media content 

 

Content generation plays an integral role when running social media channels. It is 

highly essential to create exclusive, high-quality and authentic content in order to make 

the most out of the possible benefits of social media. The content has to be appealing to 

the audience and therefore it is important to take them into account when creating it. 

The content needs to be created using the language that the person behind it speaks and 

his or her communication style has to be used. The significance of authenticity is essen-

tial. (Calzada 2013, 64-65.) 

 

Running a successful social media presence means publishing content on a regular ba-

sis. The content should also include ‘bad news’ due to the fact that the audience is inter-

ested in both good and bad news, and they will no matter what hear the bad news from 

somewhere else. Disappearing from social media for a long time should also be avoid-

ed. It is important to interact with followers and give them opportunity to ask and, ques-

tions answered. Followers have the feeling of getting involved and by allowing them to 

be part of something ensures that they will keep following. (Calzada 2013, 64-65.) 

 

Content that is visual such as photos, gain more visibility than just pure text, except in 

the case of Twitter that is not the case as it is about publishing short texts. There is a 

saying, ‘a picture is worth a thousand words’, and this saying can be applied to content 

generation as well. A picture draws one’s attention more likely than text as every pic-

ture has a story behind it and people can use their imagination when interpreting it. 

Content also has to be topical, for instance a posts that are related to holidays, festivals 

or other important events. Creating informational value and sharing interesting facts 

engage the followers as they learn something from the posts. (Malhotra et al. 2012.) 

 

As a conclusion, the key to a successful social media channel is a constant presence; 

publishing exclusive content on a regular basis and interacting with the followers; for 

instance, answering to possible questions and creating social media competitions  (Cal-

zada 2013, 63-65). 
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2.3.3 Webpage 

 

According to Blakey (2011, 149) sport property that doesn’t have a webpage does not 

exist. It is vital to have a webpage so that the information about the sport property is 

easily available for the consumers. A webpage is a key asset in media presence and it is 

not enough that it simply exists, it also needs to be maintained and updated constantly. 

The webpage needs to be found without putting much effort in when searching and the 

audience needs to be aware of the webpage’s existence. (Blakey 2011, 149.) 

 

The webpage has to be designed according to the sport property’s brand image, as the 

brand needs to be recognized immediately. The layout of the webpage must be profes-

sional and interesting, yet it has to be simple, clear and quick to use. The story behind 

the sport property needs to be interpreted through the webpage therefore it is essential to 

have useful information about the property and also visual content to attract the audi-

ence. The webpage has to link all the social media platforms the property has and they 

need to be easily located within it. To build a good reputation for the website it needs to 

fulfill any promises made, the information has to be truthful and the site needs to be 

secure to use. (Blakey 2011, 149-150.) 
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3 BENCHMARKING  

 

This chapter defines the concept of benchmarking and introduces the methods used for 

the research. As a concept, benchmarking is difficult to define as the definitions vary 

greatly depending on the field of business in question. Strapenhurst (2009) defines 

benchmarking as follows: “It is commonly applied to a wide variety of activities that 

organizations undertake to compare their performance levels with others and/or identify, 

adapt, and adopt practices that they believe will improve their performance.” Bench-

marking, it should be said is not only copying from other companies but it also requires 

building a perception of oneself and utilize the best practices from other’s ideas. 

(Strapenhurst (2009, 3) 

 

The previously mentioned definitions explain the concept of benchmarking thoroughly 

and give a general understanding of what benchmarking is. The company is at its start-

ing point with the new service and they don’t have anything to improve yet. The com-

pany already has their own vision about personal branding for a professional football 

player but they need the knowledge of how to carry out the branding in an efficient and 

profitable way. This knowledge is gained through benchmarking some of the profes-

sional football players that have built a strong brand image for themselves via social 

media. See the process of benchmarking in the Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 1. Benchmarking process (Olson 2014) 
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3.1 Methods used for benchmarking 

 

In this case benchmarking is done by analyzing those football players who have been 

successful in personal branding and analyzing how they have achieved their brand im-

age. The reason why benchmarking is the chosen research method, is because it enables 

analysis of real life examples and observation of personal branding in practice. The data 

is up to date as the research is done by analyzing the recent social media updates and 

webpage content. The time frame is an extremely important factor because social media 

is constantly changing.  

 

The type of benchmarking used is external benchmarking, effectively understood as 

analyzing similar companies’ best practices, the companies in question being those that 

are successful in the industry (Types of benchmarking). In this case the targets analyzed 

are some of most successful footballers in personal branding.  

 

Benchmarking the successful football players shows what the best practices are when 

creating a personal brand for a professional football player. Following and analyzing 

successful football players’ social media and webpage content provides the required 

knowledge of how to achieve the best results in branding through social media. In turn 

this shows which are the most important channels, what kind of content is appealing and 

how to increase the follower base. By utilizing benchmarking, it is possible to outline a 

strategy of how to build a strong brand image by using social media. The benchmarking 

targets are Neymar da Silva Santos Junior, David Luiz Moreira Marinho and Gerard 

Piqué Bernabeu.   

 

The different social media channels that are analyzed are Facebook, YouTube, Twitter 

and Instagram. The reasoning used to elect the chosen social media channels is the fact 

that they are dominating the world of social media and are therefore of high importance 

when creating a personal brand. All of the benchmarking objects have at least three of 

the aforesaid social media tools.  

 

One of the main goals of benchmarking is to observe the footballers behavior in social 

media, in other words what kind of content they choose, create, engage in and reveal. In 

addition, there will be focus on the content that gets the most visibility and engagement 
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among the followers. Also analyzing their personal webpage and what kind of infor-

mation they have gathered there. 
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4 IMPLEMENTATION AND ANALYSIS OF THE BENCHMARKING RE-

SEARCH 

 

As stated in the proceeding chapter three outstanding elite football players are bench-

marked. These three professional footballers are known all around the world. They have 

successfully built strong personal brands for themselves using not only social media but 

also each of them has their personal webpage. The benchmarking research is imple-

mented by following the three footballers’ social media accounts: Facebook, YouTube, 

Twitter and Instagram, and analyzing what results in them being successful in their so-

cial media management. The goal is to find out the best practices that can be applied for 

personal branding in social media today therefore content from the past calendar month 

(30 days) is be analyzed. 

 

The first part of this chapter introduces the benchmarking targets. The second part is a 

comparative analysis of the benchmarking objects’ different elements of their social 

media behavior in different channels with the players’ webpages analyzed separately. 

The analysis is based on the research results, yet it combines the concepts from theoreti-

cal framework. It utilizes figures that help to visualize the different numbers and fur-

thermore it includes pictures from the footballers personal social media channels.  

 

 

4.1 Benchmarking targets  

 

The three footballers used in the benchmarking analysis are Neymar da Silva Santos 

Junior, David Luiz Moreira Marinho and Gerard Piqué Bernabeu. The following chap-

ters include brief introductions of the players; their current teams, private life and nu-

merical facts about their social media channels. 

 

 

4.1.1 Neymar da Silva Santos Junior 

 

Neymar da Silva Santos Junior, commonly known as Neymar Jr., is a Brazilian football 

player born in 1992. He is currently playing for FC Barcelona and his position is for-

ward (FC Barcelona 2015). Neymar Jr. has a son but is no longer together with the 

son’s mother and instead is dating Brazilian athlete Gabriella Lenzi. He is known to be 
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highly skilled on the football pitch and outside of it he is considered to be a young dad 

passionate about fashion with amazing sense of humor. (Alexander 2014.)  

 

Neymar has almost over 53.7 million followers on Facebook (da Silva Santos 2015a), 

265.603 subscribers on YouTube (da Silva Santos 2015b), 19.9 million followers on 

Twitter (da Silva Santos 2015c) and 32 million followers on Instagram (da Silva Santos 

2015d). 

 

 

4.1.2 David Luiz Moreira Marinho 

 

David Luiz Moreira Marinho, commonly known as David Luiz, is a Brazilian football 

player born in 1987. He is currently playing for Paris Saint-Germain as a defender (Par-

is Saint-Germain 2015) and is engaged to a Portuguese woman called Sara Madeira. On 

top of being known as a greatly skilled football player he is also considered to be ex-

tremely religious and funny person with a good heart. (Jain 2012.)  

 

This 28 year old footballer has over 26.4 million followers on his official Facebook 

page (Luiz 2015a), 7.45 million followers on Twitter (Luiz 2015b) and 9.8 million fol-

lowers on Instagram (Luiz 2015c). David Luiz doesn’t yet have an official YouTube 

channel. 

 

 

4.1.3 Gerard Piqué Bernabeu 

 

Gerard Piqué Bernabeu also known as Gerard Piqué is a Spanish football player born in 

1987. At the moment he is playing for FC Barcelona as a defender (FC Barcelona 2015) 

and is currently married to Colombian singer Shakira, with whom he has two children 

(Gerrard Piqué Biography 2014). 

 

Gerard Piqué has over 17.6 million followers on his official Facebook page (Piqué 

2015a), 1.468 subscribers on YouTube (Piqué 2015b), 11.2 million followers on his 

official Twitter page (Piqué 2015c) and 5.6 million followers on his Instagram page 

(Piqué 2015d). 
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4.2 Comparative analysis 

 

This chapter is divided into four main subject matters; social media followers, frequen-

cy of updating, profile and content as well as analysis of webpages. As mentioned be-

fore, the research is conducted by benchmarking the social media behavior of the three 

footballers and the time frame of the benchmarked content is one month, 18.09-

18.10.15. Theoretical framework is of high importance regarding the analysis as it refers 

greatly to the different findings of theories and concepts. Thus, the analysis is a combi-

nation of the practical perspective and theoretical point of view.  

 

Firstly the analysis focuses on the amount of followers, secondly on the presentation of 

profiles, thirdly on the frequency of updates and fourthly on content generation. The 

reason why YouTube is excluded from the analysis is because none of the football play-

ers update their YouTube accounts on a regular basis nor have many followers. Hereby 

it can be concluded that having a personal YouTube channel is not of high importance 

among the footballers. However it must be understood that there are a great amount of 

YouTube videos of the footballers but oftentimes they are posted by other users, and not 

personally by the footballer himself.   

 

 

4.2.1 Followers 

 

The forthcoming chapters analyze the players’ Facebook, Twitter and Instagram follow-

er base. Firstly it presents the different channels separately and lastly it states a conclu-

sion. 

 

Facebook 

 

The amount of Facebook followers that the players have varies greatly from one to an-

other. As said Neymar Jr. has 53.7 million, David Luiz has 26.4 million and Gerard Pi-

qué 17.6 million respectively on their personal pages. Based on the numbers it can be 

detected that Neymar Jr. has the most followers out of these three, David Luiz the se-

cond most and Gerard Piqué the least.  

 



34 

 

Twitter  

 

When comparing the amount of Twitter followers that the players have, it can be no-

ticed that Neymar Jr. has the largest amount of followers (19.9 million), Gerard Piqué 

has the second largest amount totaling 11.2 million and David Luiz has the lowest num-

ber sitting at 7.45 million. In comparing the amounts of Twitter followers against Face-

book followers it can observed that the amounts on Facebook are actually a lot larger.  

 

Instagram 

 

The quantity of Instagram followers that the footballers have differs even more greatly 

than on Facebook. Neymar Jr. is again leading with 34 million followers, David Luiz is 

second with 9.8 million and Gerard Piqué brings up the rear with 5.6 million. Neymar 

Jr. has three times more followers than David Luiz and around six times more than Pi-

qué.  

 

Conclusion  

 

Based on the quantities of followers in each social media, it can be concluded that Fa-

cebook is dominating the world of social media. This fact is also mentioned in the theo-

retical framework chapter 2.3.1. According to the proceeding chapter (2.3.1) about 

Twitter, Instagram is the third largest social media after Facebook and Twitter. Yet, 

taking into account the amounts of Twitter and Instagram followers that the footballers 

have proves otherwise. Both Neymar Jr. and David Luiz have a larger quantity of fol-

lowers on Instagram than on Twitter. Refer to Figure 4 to view the amounts of followers 

each footballer has on each social media platform. It can be seen that Neymar Jr. is 

dominating all of the different social media channels as he has the most followers in 

each.  
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FIGURE 4. Amount (in million) of Facebook, Twitter and Instagram followers of Ney-

mar Jr. David Luiz and Gerard Piqué  

 

 

4.2.2 Frequency of updating 

 

This chapter analyzes how often the footballers update their different social media 

channels. First it focuses on the different channels separately and finally it presents con-

clusions on the findings. The number of posts are obtained by counting together the 

posts on the players’ Facebook, Twitter and Instagram pages during the research period.  

 

Facebook 

 

When the amount of published content of the past month is taken into consideration it 

can be concluded that Neymar Jr. and David Luiz update their Facebook most frequent-

ly as they have posted 17 times in one month. This is in comparison to Gerard Piqué 

totaling only 9 times.  

 

Referring to the theoretical framework chapter 2.3.1, in order to maintain public interest 

and get new followers it is essential to update their page on a regular basis. This fact 
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applies to all of the different social medias and plays an integral role in the success of 

the social media channels.  

 

Twitter 

 

When counting together the amount of Tweets from the past month, it can be noticed 

that Gerard Piqué updates his Twitter most often. He has updated it 19 times during the 

past month with Neymar Jr. Tweeting on average 18 times a month, being the second 

most active on Twitter out of the three. David Luiz on the other hand has tweeted 13 

times during the past month making him the least active user.  

 

Likewise in other social media channels it is also extremely fundamental to update 

Twitter regularly. As mentioned in chapter 2.3.2 frequent updating enables the mainte-

nance of the existing follower base and at the same time increases the attraction of new 

followers.  

 

Instagram  

 

Looking into the players’ personal Instagram accounts and summing up the times of 

posted updates, it can be stated that Neymar Jr. is the most active user on Instagram. He 

has posted 44 times in one month, which makes it more than one post a day. David Luiz 

has updated his Instagram 25 times during the research month and Gerard Piqué only 

three times. Neymar Jr. updates the most and consequently has the most followers 

whereas Gerard Piqué has only updated couple of times in one month and has the least 

followers.  

 

Conclusion 

 

As mentioned in chapter 2.3.2 about social media, content disappearing from social me-

dia for a long time should be avoided. The frequency of updating and also the regularity 

play an integral role in running a successful social media account. As the time frame of 

the research is not particularly broad, some of the numerical facts can vary if taking into 

consideration a different period of time, or if the period of time is of a different length. 

However for all intents and purposes, using a calendar month as a time frame discloses 
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a general idea of how often the footballers update their social media platforms. When 

looking at Figure 5, the huge differences in aforementioned frequency can be visualized 

and it can be seen that each player prefers different channels over others. Neymar Jr. 

and David Luiz clearly favor Instagram as they post more there when compared to other 

social media channels whereas Gerard Piqué is the most active on Twitter, showing his 

preference.   

 

 
 

FIGURE 5. Amount of Facebook, Twitter and Instagram updates of Neymar Jr., David 

Luiz and Gerard Piqué during the research period 

 

 

4.2.3 Social media profiles 

 

The football players’ usernames usually include their names or nicknames. From Face-

book they can be found as Neymar Jr., David Luiz and Gerard Piqué. Both from Twitter 

and Instagram they are found by neymajr, davidluiz_4 and 3gerardpique. The numbers 

that David Luiz and Gerard Piqué have in their usernames refer to their squad numbers, 

by this they refer to their current or national teams.  

 

When looking at the profile –and cover pictures that can be set to Facebook and Twitter, 

Neymar Jr. and Gerard Piqué have football related pictures. And in fact the pictures are 

the same both on Facebook and Twitter. David Luiz’s cover picture is related to his 
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team but the profile picture is a close-up picture of him wearing a normal shirt. Gerard 

Piqué and David Luiz have the same profile picture on Instagram as in other social me-

dia channels while Neymar Jr. has a FC Barcelona related profile picture. As a conclu-

sion the players all aim to keep the profiles of all their social media channels similar.  

 

The information found from the players’ social media channels are mostly linked to 

their other social media channels as well as to their websites. On Facebook Neymar Jr. 

has written all of his awards, his birthday and his parents’ names. David Luiz has only 

included his birthday in the information section. Gerard Piqué only introduces his birth-

day and that he plays for FC Barcelona. On Twitter Neymar Jr. has written, “Son of the 

God, a dad, happy and brave!”, David Luiz has written, “Enjoy life!” and Gerard Piqué 

has stated that he is a player for FC Barcelona. On Instagram Neymar Jr. has a Brazilian 

flag in his bio and also a text stating; “For who has a strong power of will, the impossi-

ble becomes just an opinion.” David Luiz has written to his bio, “God bless you!” 

whereas Gerard Piqué only tells that this is his official page. The texts the players have 

in their biographies say something about them with Neymar Jr.’s having his mottos 

written in it, David Luiz’s targets his audience and Gerard Piqué’s has factual infor-

mation 

 

 

4.2.4 Content  

 

The content of posts of each football player is broken down separately and their respec-

tive content sub-analyzed by separately focusing on each social media channel. Lastly 

all the findings are concluded. Based on the social media content that the players have 

posted, the posts can be divided into five different categories. The different categories 

are; the footballers’ current teams, football in general, private life, personal sponsor-

ships or charity. The first category encloses the updates that are related to the players’ 

present teams. The second category is related to football in general, it can be for in-

stance posts about football news. The third category encompasses the updates in relation 

to the footballer’s private life, for example their family. The fourth category links with 

the players’ personal sponsorships, for example pictures where they promote their spon-

sors’ products. The fifth and final category covers updates connected to charity, for in-

stance some posts of charity campaigns they have taken part in. The content analysis 
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gives a general idea of what kind of content the footballers post the most and what kind 

of content engages the followers most. 

 

Facebook 

 

Neymar Jr.  

 

Neymar Jr. updated his Facebook 17 times during the research period. Out of the 17 

updates, 58% of the Facebook content that Neymar Jr. has posted is related to football, 

either directly to his team FC Barcelona (23%) or to football in general (35%). Further-

more, 24% of the content is related to his sponsors, 12% to his private life and 6% to 

charity. See Figure 6 about the division of Neymar Jr.’s Facebook content in different 

categories. 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 6 Facebook content of Neymar Jr. divided into five different categories  

 

An example of an FC Barcelona related post is a picture of him on the pitch after the 

team has won the match. He has written: “All the honor and glory is for you Sir.”  He is 

obviously thanking God for the victory as he clearly wants to tell the audience that he is 

a religious person. An example of football related content is his own project Instituto 

Neymar Jr., which is a social organization promoting positive values via football (da 

Silva Santos 2015f). A post related to his personal sponsorships is a Facebook share of 

an advertisement of sunglasses, where he is the face of the advertisement campaign. An 

example of content related to his private life is one of the many ‘selfies’ he has taken 
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with friends while he has also previously shared a video posted by UNICEF, clearly a 

post related to charity.  

 

The posts that have the most engagement (likes, shares and comments) are distinctly the 

posts related to FC Barcelona and those related to his private life, with the post with the 

most likes thus far a picture of him on the pitch. The picture has 722.000 likes, 5.200 

shares and over 7.000 comments. The second most popular post is a ‘selfie’ of him and 

his friend with has 653.000 likes, 2.400 shares and around 6.600 comments. The posts 

with the least engagement are those related to personal sponsorship. See Picture 1, the 

post that has the most engagement. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PICTURE 1 The most successful Facebook post of Neymar Jr. during the research peri-

od (da Silva Santos 2015a) 

 

 

David Luiz 

 

David Luiz updated his Facebook page 17 during the research period and these posts 

can be divided in to 4 different categories; content related to his team Paris Saint-

Germain, to football in general and to his private life. These are split according to the 
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Figure 7 with 65% of the content related to his team, 18% related to his private life and 

17% to football in general. See Figure 7.  

 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 7 Facebook content of David Luiz divided into three categories  

 

An example of content related to his team is a picture of him from the pitch after a 

match saying, “Well done boys!” Content related to football in general can be under-

stood as pictures such as those of him wearing Brazilian national football team uniform. 

Finally, to give an example of content related to his private life it is possible to find 

non-sponsored close-up pictures of him as well as posts similar to those of Neymar Jr., 

where he refers to God.  

 

The most successful pictures in terms of audience engagement are non-sponsored pic-

tures of him; those related to his private life. One of such pictures has 670.000 likes, 

1.800 shares and 5.800 comments with another having 274.000 likes, 1.300 shares and 

2.800 comments. Generally the content with least engagement is that related to his 

team. See Picture 2 the post that has most likes.  
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PICTURE 2 The most successful Facebook post of David Luiz during the research peri-

od (Luiz 2015a) 

 

 

Gerard Piqué 

 

Gerard Piqué updated his Facebook page 9 times during the research period. This con-

tent can be divided into four different categories; FC Barcelona (11%), personal spon-

sorships (45%), charity (11%) and private life (33%). Refer to Figure 8.  
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FIGURE 8 Facebook content of Gerard Piqué divided into five categories 

 

An example of content related to his team FC Barcelona is a close-up picture of him 

wearing the team uniform shirt. An example of content related to his private life is a 

picture of his family at the Catalonian elections. Content related to his personal spon-

sorships is for instance an advertisement of an application. And lastly an example of 

content related to charity is a picture linked with Red Cross.  

 

The posts that have the most likes are those related to his team and a picture related to 

his private life. The above-mentioned picture of him wearing his team’s uniform shirt 

has 235.000 likes, 1.100 shares and around 2.400 comments. The second most favored 

post is a picture of his family at the Catalonian elections and it has 51.000 likes, 

546.000 shares and 1.200 comments. See Picture 3, the most successful post.  
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PICTURE 3 The most successful Facebook post of Gerard Piqué during the research 

period (Piqué 2015a) 

 

Twitter  

 

Neymar Jr. 

 

Neymar Jr. updated his Twitter account 18 times during the research period. Based on 

the posts the content can be divided into four different categories; FC Barcelona (22%), 

football in general (17%), private life (28%) and personal sponsorships (33%). Refer to 

Figure 9. 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 9 Twitter content of Neymar Jr. divided into four categories 
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As said the Twitter content of Neymar Jr. is divided into four different categories. The 

biggest proportion is content related to his personal sponsorships, such as his Retweet of 

a Volkswagen Brazil marketing campaign post. The second biggest proportion is related 

to his private life, shown by his posting of a picture where he is playing online poker. 

The third largest percentage is content related to FC Barcelona such as a picture of him 

on the pitch after a victory. The smallest percentage is content related generally to foot-

ball, to give an example he has retweeted a post from his already mentioned project 

Neymar Jr. Instituto.  

 

The most successful Tweets that Neymar Jr. has posted are related to FC Barcelona, in 

this instance shown by a picture of him and Leo Messi after Messi hurt his leg. The pre-

viously mentioned picture has 9 thousand Retweets and 13 thousand favorites, and it is 

the most successful Tweet during the month in question. The second most successful 

post is a picture of him on the pitch, it has been retweeted 5.8 thousand times and it has 

11 thousand favorites. Content related to his sponsorships has gained the least attention. 

See Picture 4, the most successful Tweet. 

 

 

 

 

 

 

 

 

PICTURE 4 The most successful Tweet of Neymar Jr. during the research period (da 

Silva Santos 2015c) 
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David Luiz 

 

David Luiz posted 13 times on Twitter during the research period. This content can on 

be divided into two different categories; his team or football in general. 85% of the con-

tent is related to his team Paris Saint-Germain and 15% is related generally to football. 

In conclusion 100% of the content is related to football. See the figure 10 of the content 

breakdown. 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 10 Twitter content of David Luiz divided into two categories 

 

David Luiz has posted only two types of content on Twitter during the one month. For 

instance the content related to his team is mostly advertisement pictures of the coming 

matches. An example of the content related generally to football is also an advertise-

ment picture of a match, Chile vs. Brazil. The post that has gained the most Retweets 

and favorites is a picture of him and his teammate where he wishes happy birthday him. 

This post has 1.100 Retweets and 2.100 favorites. The second most successful Tweet is 

a ‘selfie’ with him and his teammate on their way to a match, it has 649 Retweets and 

1.600 favorites. See Picture 5, the most successful Tweet. 
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PICTURE 5 The most successful Tweet of David Luiz during the research period (Luiz 

2015b) 

 

 

Gerard Piqué  

 

Gerard Piqué posted 19 times on Twitter during the research period. This content con-

sist of five different categories; his team FC Barcelona, football in general, his private 

life, personal sponsorships and charity. The biggest percentage (39%) is related to spon-

sorships, the second biggest percentage (33%) is related to his private life, the third big-

gest percentage (11%) is related to charity and football in general, and the least big per-

centage is related to FC Barcelona. See Figure 11. 
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FIGURE 11 Twitter content of Gerard Piqué divided into five categories  

 

Gerard Piqué has quite a versatile Twitter content, as it can be divided into five different 

categories. An example of content related to sponsorships is a Retweet of his sponsor’s 

Tweet. An example of private life content is a Retweet of his wife Shakira’s Tweet. 

Football related content is for instance a video of an old football game. Content related 

to charity is a picture of a Red Cross charity campaign. Content related to FC Barcelona 

is for instance a Retweet of FC Barcelona’s tweet.  

 

The most engaging post is one related to his private life where he tweets “Popcorn and 

Coca-Cola”, it has been retweeted 2.600 times and it has 2.900 favorites. The second 

most engaging post is a video of an old football game, it has been retweeted 2.000 times 

and it has 2.200 favorites. See Picture 6, the best Tweet of the research period. 

 

 

 

 

 

PICTURE 6 The most successful Tweet of Gerard Piqué during the research period (Pi-

qué 2015c) 
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Instagram 

 

Neymar Jr.  

 

Neymar Jr. updated his Instagram 44 times during the research period. This content can 

be divided into five different categories; FC Barcelona, private life, football in general, 

personal sponsorships and charity. Over half of the content he has posted to Instagram is 

related to his private life, 56% to be exact. 33% of the content is related to his team, 5% 

generally to football and 3% both to personal sponsorships and charity. See the figure 

12. 

 

 

 

 

 

 

 

 

 

 

 

 

FIGURE 12 Instagram content of Neymar Jr. divided into five categories 

 

An example of Neymar Jr.’s private life post is a picture of him and his son sleeping. 

FC Barcelona related content is for instance a picture of him and his Brazilian team-

mates. A football related post is a collage picture of all of his football professors. A pic-

ture related to personal sponsorships is for example a picture of him on a Segway, and a 

picture related to charity is for instance him and a boy who has cancer, and he wishes all 

the good for him.  

 

On Instagram the pictures that have gained the most likes are those related to his private 

life as well as those related to FC Barcelona. The picture with the most likes is one of 

him with his new car, it has over one million likes and 66.500 comments, this post is 

one related to his private life. The second most engaging post is a picture of him and his 
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teammates at training, it has some 851.000 likes and 76.000 comments and it is related 

to FC Barcelona. See the Picture 7, most liked picture. Also the pictures where his son 

shows are very popular in terms of likes and comments. All in all the different catego-

ries have gained quite an equal amount of engagement. 

 

 

 

 

 

 

 

 
 

 

 

PICTURE 7 The most successful Instagram post of Neymar Jr. during the research pe-

riod (da Silva Santos 2015d) 

 

 

David Luiz 
 

David Luiz posted 25 times on Instagram during the research period. According to the 

posts the content can be divided into four different categories; his team, football in gen-

eral, private life and personal sponsorships. 48% of the content is related to his team, 

24% both in private life and football in general and 4% to personal sponsorships. See 

Figure 13. 
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FIGURE 13 Instagram content of David Luiz divided into four different categories 

 

An example of Paris Saint-Germain related Instagram post is a video of him cycling at 

team training. An example of a general football post is an advertisement picture of Chile 

vs. Brazil. An example of a private life post is a picture of him with a friend wishing 

him happy birthday. An example of personal sponsorship content is a picture of clothes 

that his sponsor has given him.  

 

The pictures related to football have the most likes and comments with the picture with 

most likes being one where he is wearing the uniform of the national team of Brazil. It 

has a total of 201 thousand likes and three thousand comments. A picture of him on his 

way to a football match is the second most popular with 197.000 likes and 2.600 com-

ments. See Picture 8, the most successful Instagram post. 
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PICTURE 8 The most successful Instagram post of David Luiz during the research pe-

riod (Luiz 2015c) 

 

 

Gerard Piqué 

 

Gerard Piqué has only posted three times during the past month. One picture is a ‘selfie’ 

of him wearing sunglasses supporting fight against breast cancer, which belongs to the 

category of charity. The aforementioned post has 183.000 likes and 1.800 comments. 

He has also posted a video of a videogame which he is a character in. This post belongs 

to the category of personal sponsorships and has 86.400 likes and 557 comments. In 

addition, he has posted a picture of an application, which goes into the group of person-

al sponsorships, and it has 103.000 likes and 3.400 comments. See Picture 9, the post 

with the most likes out of the three posts.  
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PICTURE 9 The most successful Instagram post of Gerard Piqué during the research 

period (Piqué 2015d) 

 

Conclusion  

 

The content analysis is concluded by counting each player’s Facebook, Twitter and In-

stagram posts together and dividing them into the five aforementioned different catego-

ries. When taking into account all three social media channels, the total amount of posts 

the players posted during the research period is 156. Out of these, 36% are related to 

their current teams, 29% are related to their private lives, 16% are related to the players’ 

personal sponsorships, 15% are related to football in general and 4% to charity. Refer to 

Figure 14.  
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FIGURE 14 All of the players’ Facebook, Twitter and Instagram content divided into 

five different categories 

 

Figure 14 shows that the players’ focus is on football as 51% of the content being relat-

ed to football, 15% to football in general and 36% to their current teams. Football relat-

ed content is the topic that generates the most engagement in general. Around one third 

of the content relates to their private life, which is also an important type of content as it 

tells the audience who is behind the social media account. The players have shown ap-

preciation towards their sponsors by revealing sponsor related content (16%) and also a 

small percentage (4%) is related to charity. It can be concluded that the content is quite 

versatile and it is targeted to all the different types of audience. 

 

As said in chapter 2.3.2, content generation plays an integral role when running social 

media channels. It is highly essential to create exclusive, high-quality and authentic con-

tent in order to make the most out of the possible benefits of social media. The content 

has to be appealing to the audience and therefore it is important to take into account all 

of the different kinds of audience when creating the content. The content needs to be 

given by using the language that the person speaks and his or her communication style 

has to be used. The footballers social media content can be divided into different cate-

gories, which discloses the fact that their aim is to attract all the different types of audi-

ence. The players mostly use their native language, the language that is spoken in their 

country of residence or English. In conclusion, all the languages that they use, they are 

also capable of speaking. This adds a genuine touch to their social media behavior.  
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According to Malhotra et al. (2012), a picture draws one’s attention more likely than a 

text as every picture has a story behind it, and people can use their imagination when 

interpreting a picture. Essentially, a great majority of the updates the footballers have 

posted include a picture. On Instagram it is all about pictures but for instance on Twitter 

it is about writing a short text. However a lot of times the players have posted a picture 

to Twitter as well.  

 

According to Calzada (2013, 52-55), media presence should achieve the following 

goals; attract supporters, influence the decisions of sponsors and opinion leaders etc., 

publicize the sport property’s B2C products, and lastly promote and strengthen position-

ing. These goals can be applied to the players’ presence in their personal social media 

channels. The content should be versatile and posted on regular basis in order to meet 

the previously mentioned goals. As said the benchmarking targets all have quite diverse 

content in their social media channels, which probably attracts both sponsors and opin-

ion leaders, yet also interest individuals.  

 

The type of content the benchmarked footballers have published is mostly football re-

lated which is the most intriguing for the audience regarding chapter 2.1.4. Sport related 

content is probably the most valuable content to be generated, especially the content 

related directly to their teams as it gains a lot of attention, both in the possible sponsors, 

future teams as well as the individual followers.  

 

Referring to chapter 2.3.2, content has to be topical, for instance a post that is related to 

holidays, festivals or other important events. The footballers have shown to precisely 

post content that is up to the date and chronologically relevant. For instance content 

related to important matches is something that interests every type of audience. It is 

important to keep the audience up to date with what is going on, this creates a feeling of 

belonging in the audience. 

 

Neymar Jr. and Gerard Piqué have notably revealed more about their private lives than 

David Luiz. David Luiz mostly focuses on posting content that is somehow related to 

his career as a footballer. This is in comparison to Gerard Piqué, who has mostly posted 

about his private life and personal sponsorships, and Neymar Jr., who has posted con-

tent related to all of the mentioned categories quite equally.  
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Based on the research, a lot of times a private life post has gained the most likes and 

comments. According to Calzada (2013, 52-55), it is essential to add private life activi-

ties to the media content as it makes the presence certainly more appealing and interest-

ing. Content regarding private life requires carefulness in order to avoid possible nega-

tive presence. The content related to private life that Gerard Piqué and Neymar Jr. have 

posted nearly always includes their family and friends consequently making it quite 

personal and exclusive, inadvertently attracting the audience. Without having any con-

tent related to private life the audience wouldn’t feel as connected to the person and 

they wouldn’t know the real person behind the social media channel.  

 

According to chapter 2.1.4, it is extremely important to share content related to the 

sponsors as it is a way of showing appreciation towards them. All of the benchmarked 

footballers have shown appreciation towards the sponsors by posting sponsor related 

content. It must be said however that sometimes it is difficult to draw a line between a 

private life post and sponsored post, as the footballers might for instance wear the spon-

sor’s clothes during their free time. 

 

The content related to charity lets the audience know the person’s values and creates a 

kind-hearted image about the person. The footballers have used their power for a good 

cause, which outputs a caring and genuine image of them.  

 

 

4.2.5 Webpage 

 

All of the benchmarked footballers have their own personal webpages. Though it must 

be stated that, unfortunately there is not much to be analyzed as both Neymar Jr.’s and 

David Luiz’s webpages are under construction. Both websites have a text: “Coming 

soon!”. Neymar Jr.’s website has his logo, social media channels linked, as well as log-

os of his main sponsors and David Luiz’s webpage doesn’t have any information. 

Gerard Pique’s webpage is extremely simple featuring a close-up of him and links to his 

social media channels. (Neymar 2015e;Piqué 2015e;Luiz 2015d.) See Picture 10 of 

Neymar Jr.’s logo and Picture 11 of Gerard Piqué’s webpage. 
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PICTURE 10 Logo of Neymar Jr. (da Silva Santos 2015e) 

 

 

 

 

 

 

 

 

 

 

 

PICTURE 11 Gerard Pique´s webpage  (Piqué 2015e) 

 

According to chapter 2.3.3, it is vital to have a webpage so that the information about 

the sport property is easily available for the consumers. Also the webpage has to be de-

signed according to the sport property’s brand image, as the brand needs to be recog-

nized immediately. All the footballers’ webpages have a picture of the player as a back-

ground, which makes it easy for the viewer to recognize the person. The chapter also 

highlights the fact that the webpage must be found without putting much effort into 

searching. All of the footballers have the webpage address according to their names, 

which again makes it easy for the people find them.  

 

According to chapter 2.3.3, the layout of the webpage must be professional and interest-

ing, yet it has to be simple, clear and quick to use. As said, Gerard Piqué’s webpage is 

very simple, which allows the viewer see the essential information in the blink of an 

eye. The chapter also states that a webpage has to link all the social media platforms the 

property has and they need to be easily located in the webpage. Both Neymar Jr. and 
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Gerard Piqué have done this. They have located the social media icons in the bottom of 

the page being easily found. Refer to the picture 11 of Gerard Piqué’s webpage.  

 

Chapter 2.3.3 also states that the story behind the sport property needs to be interpreted 

through the webpage therefore it is essential to have useful information about the prop-

erty. None of the benchmarked footballers have any information about themselves on 

their webpages. However it should be noted that a great amount of information about 

the players can be found from their teams’ websites. As the footballers are playing for 

world famous teams and at this point they are already quite known, there are a lot of 

existing sources for information. 

 

 

 

 

 

 

 

 

 

 

 

 



59 

 

5 MAIN FINDINGS 

 

 

This is the conclusion section of the study and it will answer the main questions based 

on the main findings; namely, how to do personal branding in social media and how to 

run a social media channel successfully and profitably. Also the benefits of personal 

branding for an elite footballer are explained briefly. The forthcoming findings are 

based on the benchmarked footballers who have created such a strong and positive per-

sonal brand in social media. The findings are linked with the main observations in the 

theoretical framework.  

 

Miletsky and Smith (2009) state, “A brand is the relationship a customer has with a 

company and / or its products and services. It’s more than just a logo; it’s the total expe-

rience that acts as the emotional trigger.” The previous sentence can be adapted also to a 

personal brand. The benchmarking research has focused strongly on the content that the 

footballers have generated, as it is the most essential personal branding component in 

social media. The benchmarked footballers build their brand image through revealing 

diverse content, which creates a certain kind of image of the person, concurrently gen-

erating emotions in the follower.  

 

As concluded in chapter 4.2.4 and based on the one-month research, the footballers dis-

tribute generally quite versatile content as it can be divided into between two and five 

different categories. The content’s aim is to build a full image of the person; therefore 

the footballers reveal not only professional aspects of their lives but personal and pri-

vate aspects as well. The overall content that the footballers post is therefore appealing 

both to individuals as well as sponsors and other influencers.  

 

According to chapter 2.2.5, a powerful personal brand has identified the key characteris-

tics of itself, processed them into the most important qualities and most importantly 

chosen the dominant attribute that operates as an anchor of the brand. The footballers 

have succeeded in this. Based on the one-month research the different characteristics 

and dominant attributes of the footballers can be defined. Based on chapter 2.2.2 per-

sonality plays an integral role in branding a person and the personality is to be high-

lighted and defined. 
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According to Malmi (2014, 27) “…a brand forms a bridge between the business and its 

customers potentially leading to long-term and mutually beneficial relationships.” This 

saying can be applied to personal branding of footballer as the personal brand should 

build a bridge between an individual, a sponsor or a positive influencer and the football-

er. Consequently, the footballers have focused on generating content related to private 

life and let the people know who is behind the personal brand. The content being up to 

date and informative makes the audience feel that they benefit from it.  

 

When looking at the different sponsor related posts, it can be seen that the kind of spon-

sors the footballers have also determines their brand image. The sponsors influence the 

kind of public image the footballers will inevitably have, therefore it is essential for a 

footballer to choose his sponsors correctly. Following from this sponsor related posts 

are essential even though they don’t generate as much engagement in the audience as 

the other types of content.  

 

According to chapter 2.3.2 content should also include ‘bad news’ due to the fact that 

the audience is interested in both good and bad news, and no matter what they will hear 

the bad news from somewhere else anyway. During the research period none of the 

footballers shared content related to bad news due to the fact that there might not have 

been any bad news occurring during this short period of time. However, it must be said 

that sharing the bad news is also an important factor when creating content.  

 

Neymar Jr. and David Luiz have in a way linked their private life to the posts related to 

football, as they have written about God. They are seemingly aiming to bring out their 

religion, which is an integral part of their personal attributes. As mentioned in chapter 

2.2.5, a strong brand should have at least three different attributes that are clear to the 

people who are familiar with the brand. Attributes as well as characteristics are an es-

sential part of building a personal brand as they give a clear sense of what makes a 

brand exclusive. Therefore the social media and webpage content should be built around 

the key attributes and characteristics of the person.  

 

For instance according to Neymar Jr.’s social media content, the three attributes can be 

easily concluded. Neymar Jr. is a professional footballer, a young and fashionable father 

and a religious person. Out of the three footballers, Neymar Jr. has the strongest person-

al brand. The reasoning behind this view is that he shares a lot of content related to both 



61 

 

his private life and his current team. When following Neymar Jr.’s social media chan-

nels one can obtain a clear and full image of him, both from the professional and per-

sonal perspectives. 

 

The different components of a brand such as name, logo, slogan, nickname and design 

also have to be created when branding a football player. The components have to be 

placed throughout the social media accounts and on the webpage, where they should be 

easily found and recognizable. (Calzada 2013, 38.) When summing up the footballer’s 

profile and cover pictures as well as usernames they are all similar across each social 

media channel. As the profiles and usernames are identical, or at least similar in each 

social media channel, the audience instantly recognizes the players regardless of what 

social media channel is in question. The profiles are football related and in the blink of 

an eye tell the story behind the user; that they are professional football players. The 

presentation of the social media channels and webpage is part of the brand design. The 

players have their own nicknames, which are the names they are known by among the 

audience.  

 

Each benchmarked footballer has their own webpage, which is vital according to chap-

ter 2.3.3. Both Neymar Jr. and Gerard Piqué have linked their social media channels to 

the webpages, and in fact this is the only information found from their websites. How-

ever as already mentioned, a lot of information about the players can be found from 

other sources, as they are extremely famous around the world. The footballers clearly 

use their webpages as a tool of linking all of their social media channels to one source. 

 

The theoretical framework already explained the benefits in general, but now the bene-

fits for an elite footballer are clarified. According to Montoya (2002, 23-24) through 

personal branding a person obtains recognition and as a consequence gets credit and 

opportunities. One of the main benefits of carefully executed personal branding is that 

the player is identified among the positive influencers in the industry of football. The 

opportunities that personal branding can create for a professional football player are 

new and better contracts with different football teams and creation of new sponsorship 

deals. Chapter 2.2.6 states that personal branding boosts potential value as it increases 

visibility and gives actions more weight. The footballer has a better chance of having 

their voice heard and their opinions valued.  
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As mentioned at the outset, the most important aim when branding a football player is 

to improve his brand awareness and visibility among the sponsors, which leads to new 

sponsorship deals and as a consequence increases the player’s income and overall value. 

Without the brand people are not aware of him or don’t recognize him. For instance if 

sponsors are looking for new potential sponsees, naturally they will only consider the 

players whose information is easily available. By going through a player’s social media 

channels and webpage, they get an image of the player and perhaps offer a sponsorship 

deal. Also this applies to the football teams, if the player is easily found and has a clear 

brand image, new contracts with other teams are more likely to be achieved. 
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6 RECOMMENDATIONS 

 

 

Based on the obtained results this chapter states some recommendations for building a 

strong personal brand in social media for an elite football player. The recommendations 

are based on both the theoretical framework and the benchmarking research. The forth-

coming suggestions are for a professional footballer who is at the starting point of his 

career and not yet well-known. The recommendations are divided into two different 

parts; building a strong personal brand for an elite football player and personal branding 

by running different social media channels.  

 

 

6.1 Building a strong personal brand for an elite football player  

 

When beginning the process of building a personal brand it is important to do it careful-

ly from the outset. Before creating any social media channels or webpages, it is essen-

tial to create a clear strategy. It is important to define what kind of outcomes are ex-

pected and what the goals of the personal brand are, and specifically what kind of mes-

sage the personal brand should deliver. In order to be able to create a strong personal 

brand the groundwork must be done effectively and in detail, as a brand can only be 

influential in it’s network if it’s both strong and positive while having a clear mission 

and identity.  

 

First a brand must be easily recognized and as a minimum needs at least a logo, a nick-

name, a slogan and design. The logo should be designed according to the footballer’s 

name and perhaps be related to football. The logo should also be quite simple, and im-

portantly be easy to remember and recognize. The nickname should be strongly related 

to the player’s real name, perhaps a shorter version of it. The slogan is something that 

should be placed in each social media channel and website and be a brief and informa-

tive text about the player’s mission that catches the audience’s attention. The design 

covers the design of the webpage as well as the presentation of the social media chan-

nels.  

 

In order to create a powerful personal brand, the brand needs to be able to convey the 

key characteristics, qualities and attributes. These need to be decided and planned be-
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fore the actual personal branding in social media, because they define what kind of pro-

files and content need to be established. It is recommended to focus on demarcating the 

main positive characteristics and qualities of the player and choosing the main attributes 

related to his football career. These should be brought out through social media and a 

website. For example if the player is religious, it is an important issue to tell the audi-

ence. Or if the person is for instance funny in character, he should introduce himself as 

a person with a good sense of humor through creating comical content. The main attrib-

ute should be related to football perhaps bringing out the exclusive skills the player has. 

It is essential for the audience to be able to see a coherent and full picture of the player; 

what he is interested in, what kind of person he is and what makes him good at football. 

Personal branding is about standing out from the crowd and making the person unique. 

Therefore the characteristics, values and attributes should tell something special about 

the person.  

 

 

6.2 Personal branding by running different social media channels 

 

The different social media channels the player should have are Facebook, YouTube, 

Twitter and Instagram. Although YouTube is not of high importance based on the 

benchmarking research, it is important for an unknown footballer as there might be no 

one else generating content about him. All the different channels should have similar 

usernames and the outlook should be as similar as possible. The possible profile and 

cover pictures must be the same as well as the biography and other information. Fur-

thermore it is essential to link all the social media channels with each other. The profile 

and cover pictures should be somehow related to football, not to mention they should be 

professional and of high quality. Finally, the languages used should be languages that 

the player is able to speak.   

 

The website should be very simple, succinct and informative. It should have a picture of 

the player as a background image and the logo visible in all sub-tabs. As there might not 

be sources of information about the player, it is vital to include all the relevant infor-

mation on the website. Relevant information includes contact details, personal and pro-

fessional introduction, current team introduction if available and a news and updates 

section. The different social media channels should also be linked to the website and the 

icons should be located in such a way that they are easily found.  
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Running social media channels and webpages profitably and successfully is one of the 

most important tasks when creating a brand image and increasing brand awareness. The 

frequency of updating and the content generation play an integral role in operating an 

influential and profitable social media. It is recommended that each social media chan-

nel would be updated at least once a day, perhaps even around the same time. Naturally, 

if important news arises this must be posted to any and all social media platforms repre-

senting by the player. 

 

The social media content should be divided into different categories that make it versa-

tile and appealing to everyone. It is recommended to divide the content at least into 

three different categories: football, personal sponsorships and private life. The main 

focus should be on football related content, perhaps half of the content should be foot-

ball related. Around 30% of the content should be in relation to private life events and 

20% to the possible personal sponsorships with all the content being truthful and trust-

worthy.  

 

As the aim at the outset is to be identified in the field of football as well as in the eyes of 

sponsors, it is fundamental to focus on the football related content. The football related 

content should reveal the footballer’s skills and passion for football. It does not neces-

sarily have to be directly about the player himself and it can also be generally about 

football. The footballer has to deliver a message that he has great knowledge of football 

and is extremely passionate about it.  

 

Around one third of the content should be related to the player’s private life. The player 

should for instance share something about his family and friends, education, back-

ground or hobbies. The audience is interested in the person’s private life and knowing 

who the person is behind the brand and behind the social media account. Sharing versa-

tile content through social media, the player is able to build a credible brand image, both 

positive and seemingly genuine. If the player has existing sponsors, he should show 

appreciation towards them and share content where the sponsor can be identified. This 

also shows any potential future sponsors that the player is valuable and trustworthy, 

which might lead to new sponsorship deals.  
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It is important to understand that all the content does not necessarily have to be generat-

ed by the footballer or the person managing the social media account. But the content 

can also include sharing relevant and interesting articles, pictures or videos. It is advisa-

ble to share content of the professionals in the area of football, it shows that the player 

is actually focusing on the news and updates within the industry.  

 

In conclusion, three main concepts have to be taken into consideration: mission, vision 

and values. Firstly, the player needs to define his mission, which is gaining more visibil-

ity and consequently new sponsorship deals. Secondly, he needs to determine his values 

by including his private life to his brand image. Lastly, the player has to have a clear 

vision of how to present the specified unique qualities through social media.   

 



67 

 

REFERENCES  

Books 

Blakey, P. 2011. Sport Marketing. Exeter: Learning Matters Ltd.  
 
Calzada, E. 2013. Show me the money!. London: Bloomsbury Publishing Plc.  
 
Ciampa, R., Moore, T., Carucci, J., Muller, S. & Wescott A. 2015. YouTube channels 
for dummies. Hoboken: Wiley  
 
Cijo, M. 2014. You Branding. Great Britain: Amazon.com.uk, Ltd.  
 
Clifton, R., Simmons, J. & Sameena, A. 2003. Brands and branding. London: Profile 
Books Ltd.  
 
Dulworth, M. 2007 Connect Effect: Building strong personal, professional, and virtual 
networks. San Francisco: Berrett-Koehler Publishers. 
 
Kabani, S. 2013. The zen of social media marketing. Dallas: BenBella Books, Inc. 
 
Miletsky, J. & Smith, G. 2009. Perspectives on branding. Boston: Course Technology / 
Cengage Learning.   
 
Montoya, P. 2002. The personal branding phenomenon. Nashville: Vaughan Printing. 
 
Mullin, B., Hardy, S. & Sutton, W. 2014. Sport Marketing. 4th Ed. Champaign: Human 
Kinetics. 
 
Strapenhurst, T. 2009. The benchmarking book – A how-to-guide to best practice for 
managers and practitioners. Oxford: Elsevier Ltd.  
 
 
Online publications  
 
Alexander, E. World Cup 2014: Neymar is Brazil’s golden boy but who is the man be-
hind the ball?. [Online news] 19.6.14. Read 27.9.15. www.independent.co.uk  
 
Altaee, M. 2009. Football players and personal branding. [Online Blog post] 17.8.09. 
Read 1.9.15. http://altaeeblog.com  
 
Are there any rules or guidelines concerning players’ boots? 2014. [Online forum] 
Sports Beta. 1.7.14. Read 9.9.15.  http://www.sports.stackexchange.com  
 
da Silva Santos, N. 2015e. [Official webpage] Read. 30.9.15 http://neymaroficial.com  
 
da Silva Santos, N. 2015f. [Official webpage] Read. 5.10.15. 
http://www.institutoneymarjr.org.br  
 
Dictionary.com. 2015. [Online dictionary] Seen 29.9.15. http://dictionary.com  
 



68 

 

FC Barcelona. 2015. 3 Piqué. [Official webpage] Read 30.9.15. 
http://www.fcbarcelona.com  
 
FC Barcelona. 2015. 11 Neymar Jr. [Official webpage] Read 30.9.15. 
http://www.fcbarcelona.com  
 
Fieldoo Blog. 2013. How Football evolved from just a Game to a Business opportunity. 
[Online Blog post] 30.7.13. Read 31.8.15. http://blog.fieldoo.com  
 
Gerrard Piqué Biography. 2014. [Online article] Article Bio. 29.5.14. Read 27.9.15. 
http://articlebio.com/gerrard-pique  
 
Get sponsored - A guide to sponsorship for athletes on the World Class Pathway. 
[Online PDF] UK Sport.  Read 8.9.15. 
http://www.oxspa.co.uk/uploads/uk-sport-get-sponsored-guide.pdf  
 
Hines, K. 2014. How to draw the most out of Instagram for your business. [Online Blog 
post] 3.3.14. Read 20.9.15 http://blog.sumall.com  
 
Jain, N. 2012 The Good Life: Chelsea’s cool-as-ice defender David Luiz. [Online arti-
cle] 8.4.12. Read 27.9.15. http://www.goal.com  
 
Luiz, D. 2015d. [Official webpage] Read 30.9.15 http://davidluiz.com  
 
Malhotra, A. Malhotra, C. & See A. 2012. How to create brand engagement on Face-
book. [Online article] 18.12.12. Read 20.9.15 http://sloanreview.mit.edu  
 
McCracken, H. 2015. Instagram’s all-new search & explore features will change how 
you see Instagram. [Online article] 23.6.15. Read 20.9.15. http://www.fastcompany.com  
 
Morris, T. 2011. Twisdom: Twitter Wisdom. [Online article] 25.5.11. Read 17.9.15. 
http://huffingtonpost.com 
 
Olson, D. 2014. Benchmarking. [Online Blog post] Read 1.9.15. http://bawiki.com  
 
Our story. 2015. [Official webpage] Instagaram. Read 27.9.15. https://instagram.com  
 
Oxford dictionaries. 2015. [Online dictionary] Seen 28.9.15. 
http://www.oxforddictionaries.com  
 
Paris Saint-German. 2015. David Luiz. [Official webpage] Read 27.9.15 
http://www.psg.fr/en  
 
Piqué, G. 2015e. [Official webpage] Read 30.9.15. www.gerardpique.com  
 
Protalinski, E. 2015. Facebook passes 1,44B monthly active users and 1,25B mobile 
users; 65% are now daily users. [Online article] 22.4.15. Read 17.9.15.  
http://venturebeat.com  
 
Sport marketing – Explore the strategy of sports marketing. 2012. [Online article] Mar-
keting-Schools. Read 5.9.15. www.marketing-schools.org  
 



69 

 

Statistics. 2015 [Official webpage] YouTube. Read 28.9.15. https://www.youtube.com 
 
Types of benchmarking. [Online article] British Quality Foundation. Read 1.9.15. 
https://bqf.org.uk  
 
Twitter usage. 2015. [Official webpage] Twitter. Read 28.9.15. 
https://about.twitter.com/company  
 
 
 
Final Theses  

Malmi A. 2014. Political personal branding in social media under the European Parlia-
mentary elections 2014. Degree in International Business. Tampere University of Ap-
plied Sciences. Bachelor’s thesis.  
 
 
 
Social Media 
 
da Silva Santos, N. 2015a. (Neymar Jr.) Facebook. https://facebook.com/neymarjr 
 
da Silva Santos, N. 2015b. (neymarjr) YouTube. https://youtube.com/neymarjr  
 
da Silva Santos, N. 2015c. (neymarjr) Twitter. https://twitter.com/neymarjr 
 
da Silva Santos, N. 2015d. (neymarjr) Instagram. https://instagram.com/neymarjr  
 
Luiz, D. 2015a. (David Luiz) Facebook. https://facebook.com/DavidLuizOfficial  
 
Luiz, D. 2015b. (davidluiz_4) Twitter. https://twitter.com/davidluiz_4 
 
Luiz, D. 2015c. (davidluiz_4) Instagram. https://instagram.com/davidluiz_4 
 
Piqué, G. 2015a. (Gerard Piqué) Facebook. https://facebook.com/3gerardpique  
 
Piqué, G. 2015b. (3gerardpiquebernabeu) YouTube. 
https://youtube.com/3gerardpiquebernabeu  
 
Piqué, G. 2015c. (3gerardpique) Twitter. https://twitter.com/3gerardpique  
 
Piqué, G. 2015d. (3gerardpique) Instagram. https://instagram.com/3gerardpique  
 
 
 
 


