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Share a Selfie! - Examination of personal branding, among the Y and Z generations
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The main research topic of our study is the examination of personal branding, which we made among the Y and Z generation. The research puts the previously mentioned two generations and sharing the Selfies to the focus. In our studies we will review the most relevant literature and the secondary data, too. From these we will pay more attentions to the problem how to define the segment and the given groups personal branding in social media. In order to understand the phenomenon, we exam the branding, especially the personal branding, because we can convert our image consciously. Based on that, the members of the public can form their opinion about us. The timeliness of the study is supported because among of the Y and Z generations the Selfie phenomenon is a popular form of the self-expression.
Nowadays is more and more prevalent the „beauty” world view, which suggesting that, what is beautiful, it’s good, and what is ugly, that is bad. The society’s young generation tries to meet this requirement; however this is also the source of many problems. For example the opportunities of the social media contain huge danger. The previously mentioned two generation’s members leaves a huge attack surface on this sites, when they sharing their thoughts and photos.
Based on the theoretical overview we started our primer research with a qualitative research with deep interview then we organised a focus group interview, then a quantitative one with questionnaires. The deep interview and the focus group interview gave the basis to the quantitative research in which the number of sample was 400 persons. The data’s evaluation was made with the help of SPSS statistical program and with Microsoft Excel program. We want to prove with the primary research that, the Y and Z generations features are strongly determined an individual’s personal brand building with the daily use of social media. This statement has been proven. They does not survive the experiences personally, they often share immediately their experience one of the social media platforms.



