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Identity and self-narratives in a networked culture 
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IDENTITY IN THE INFORMATION AGE 
Manuel Castells:  
In a world of global flows of wealth, power, and images, the 
search for identity, collective or individual, ascribed or 
constructed, becomes the fundamental source of social 
meaning. This is not a new trend, since identity, and 
particularly religious and ethnic identity, have been at the 
roots of meaning since the dawn of human society. Yet 
identity is becoming the main, and sometimes the only, 
source of meaning in a historical period characterized by 
widespread destructuring of organizations, delegitimation of 
institutions, fading away of major social movements, and 
ephemeral cultural expressions. People increasingly organize 
their meaning not around what they do but on the basis of 
what they are 
(Rise of the Network Society, p. 3) 

http://www.itu.dk/


“It is made clear that self-identity, as a coherent phenomenon, presumes a 
narrative: the narrative of the self is made explicit. …. Autobiography – particular in 
the broad sense of an interpretative self-history produced by the individual concerned, 
whether written down or not – is actually at the core of self-identity in modern social 
life. Like any other formalised narrative, is is something that has to be worked at, and 
calls for creative input as a matter of course”  
                                                 (Giddens, Modernity and Self-Identity, p. 76) 

IDENTITET SOM REFLEXIVT PROJEKT 

http://www.itu.dk/


 
IDENTITY < > IDENTIFICATION 

 
    Social identitetsteori 
 

en vedvarende proces – identifikation snarere identifikation  
     (dog med udgangspunkt i en primær identitet: krop, køn osv) 

 
     how we perform and how this performance is received, 

reflected and validated by the social context in which we 
perform plays a crucial role in our understanding of who we are 

 
 

Zhang et al (dagens tekst) 
Rolle (performativt) eller et ”medlemsskabs-perspektiv” 
 

  
 
      
 
 
 

 
 

http://www.itu.dk/


THREE ORDERS OF IDENTIFICATION 

• Individual order  
(embodied primary identity, ”in-our-head”, motivation, morality)  

     //Zimmerman: transportable vs situated identities (cf Ruth Page)// 
• Interaction order  
    (validation, the interface between self-image and public     
    image) 
• Institutional order 

Organisations as vehicles of classification, ”routinised practices for 
allocating positions to individuals”  
 

” the internal-external dialectic of identification as the process where all 
identities – individual and collective – are constituted” p. 40) 
 
Individual Experience  < >  External identification processes 
  collective self-identification (group) 
  collective labelling  (category) 
Classification of population > both institutional and interactional 
 

http://www.itu.dk/


Intern – ekstern dialektik 

http://www.itu.dk/


#iftheygunnedmedown 
 
 

Identity management and social sorting 

http://www.itu.dk/
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Kollektiv identitet 

http://www.itu.dk/


    ”Others don’t just percive our identity, they actively 
constitute it. And they do so not only in terms of 
naming or categorising, but in terms of they respond 
to or treat us. In the dialectical identification that 
external moment can be enormously consequential” 
 
(Richard Jenkins, Social Identity, p. 96) 

http://www.itu.dk/


SOCIAL NARRATIVES – IDENTITY – NETWORK CULTURE 

      
SNS selvnarrativer: 
 
1) som production of self 
the production of self in the act of telling  

     (narrative psychology, netværkssamfundsperspektiv) 
 
2) som  process of identification   
Distinctiveness og Similarity (Zhang et al tekst) 
 

 3) som social storytelling – retoriske og repræsentationelle 
strategier  

 Autencitet, valg af format etc 

http://www.itu.dk/


THE GENRE OF SELF-REPRESENTATION ONLINE 

http://www.itu.dk/


Cheung om identitet på www 
 
 
2 typer hjemmesider: 
• introvert selv-udforskning  (reorientering) 
•  extrovert strategisk selvfremstilling (affirmativ) 
 
Hjemmesiden som frigørende i forhold til selvrepræsentation: 
• større kontrol med hvilke sider af os selv vi præsenterer (kontrol over 

situation) 
• større kontrol med hvilke signaler vi ”afgiver” 
• de ”misforståede”,  ”handicappede” osv 
 
”the personal homepage is a form of media which facilitiates the 

reflexive project of the self” (s. 278) 
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Cheung, C. (2004). Identity Construction and Self-presentation on Personal 
Homepages:Emancipatory Potentials and Reality Constraints. 

http://www.itu.dk/


SELVREPRÆSENTATION PÅ NETTET 
• email address 
• photo 
• ”bio” (demografisk info, cv) 
•  hobbies and interests 
• friend-network (personal)   
• interest-network (groups, ”webring” etc) 
•  links to media use (fi music, videos) 
• visitor statistics (fx counter,  applications) 
• ”reader”-interaktion (f.i guestbook, wall, comments) 
• ”storied tellings” (about me, status updates, blog and diary formats 

etc)  
 

OTHER???? 

http://www.itu.dk/


FRA ”IDENTITY WORKSHOP”  
TIL ”PROFILE WORK” 

• ”Frihedsperspektivet” –  
online kan vi selv bestemme hvem vi er, og hvor meget 
vi viser af os selv  (hidden cues) 
(anonymitet, nye roller osv) 
 

• ”Mistet kontrol”-perspektivet 
SNS’er tvinger os i stigende grad til at optræde som os 
selv (medieret dog) 
andre kan ”tagge” os 
kommercielle virksomheder tracker og effektiviserer 
vores online tilstedeværelse henimod et  
sammensmeltet (unified) og kvantificerbart selv 
 
 

http://www.itu.dk/


Alter Ego: Avatars and 
Their Creators 
Tracy Spaight & Robbie 
Cooper 
2007  

http://www.itu.dk/


NETWORK NOT NETWORKING 

On social network sites we mostly interact with 
people we know… 
 
 

Pew Internet Studies, 2011 + Ellison og 
Boyd 2007, Klastrup 2013 

http://www.itu.dk/


KONTEKSTKOLLAPS 

• Offline:   én rolle = en social kontekst 
• SNS:  mange sociale kontekster i samme rum > 

mulighed for kontekstkollaps 
(skriver vi til bedstemor eller vennerne?) 

    > lavest mulige fællesnævner,  ingen  
        statusopdateringer 
    > tekniske løsninger:  ”cirkler” af venner osv 

 

http://www.itu.dk/


The Unified Quantified (Online) Self 
Signing in to Flickr anno 2014 

”In a converged online/offline 
commercial environment 
[customer experience marketing] 
entails the ability to engage with a 
customer across a plethora of 
channels and ‘touch points’, and 
thus requires continuous tracking 
of a uniquely defined consuming 
entity” (van Zoonen 2013, p 45) 
 
”From identity to identificaton – 
fixating the fragmented self” 

http://www.itu.dk/


SELVREPRÆSENTATIONSKONVENTI
ONER I SNS-TIDSALDEREN?? 

http://www.itu.dk/


IDENTIFIKATIONSPROCESSEN I SNS PERSPEKTIV 

Klastrup, 2010, unpublished 

http://www.itu.dk/


SOCIALE MEDIER 101 
”The functional building blocks of social media” 

(Kietzmann, Hermkens, McCarthy og Silvstre 2011) 
 

 
 

http://www.itu.dk/


DIMENSIONS OF THE (MICRO)BLOG 

life storying (personal ) 

topic-driven 

monologic 

Klastrup freely inspired by Krisnamurhty,2002 & Karph, 2008 

(independent) 

(institutionalised) 

B1 

B2 

dialogic 

http://www.itu.dk/


INTERNAL PERSPECTIVE (MOTIVATION) 
Nardi et al ”Why we blog” (2004) – qualitative methodology 
 

• Blogs to 'document my life': inform and update 
their other activities and whereabouts.  

• (Blogs as commentary): express opinions, e.g. 
political views or comments on important topics.  

• Blogs as catharsis: emotional blogging, e.g. 
postings regarding personal issues.  

• Blog as muse: artistic way of blogging, present 
ideas to an audience.  

• Blogs as community forum: one blog type that is 
maintained by a community is for instance 
workplace blogs 

       

http://www.itu.dk/


INTERNAL PERSPECTIVE (MOTIVATION) 

Java et al (2007) “Why we twitter...” 
(quantitative methodology – counting + reading 
twitterposts 1,348,543 posts from 76,177 users ) 
 
•  Daily Chatter : (daily routine or what people are currently doing) 

•  Conversations 
•  Sharing information/URLs 
•  Reporting news 
 
      

http://www.itu.dk/


SELV-NARRATIVET SOM SOCIAL 
MEDIE GENRE 

http://www.itu.dk/


 WHAT YOUR FRIENDS WANT? 

What would you most like to know about 
your friends through their profiles? 

Status text about where 
they are right now 
Status text about what they 
are doing right now 
Status text about what they 
are feeling right now 

Status text about things 
they like (videos etc) 

Pictures of things (like f.i. 
Parties) they have done, or 
are doing right now 

Other things you’d like to know? 

Survey: The Mobity Project: T University/DR/Telia/Unwire 
   March & April 2009. In print.  

http://www.itu.dk/


SELF-COMMUNICATION STRATEGIES on SNS 

Konkrete virkemidler: 
Statusopdateringer  
Fotografier 
Videoer (short form) 
Links til videoer, artikler 
”Retweets” i bred forstand 
• Andet?   

5 min 2 og 2 
 

http://www.itu.dk/


“Profile work (as defined in Silfverberg et al., 2011) emphasizes that while 
possibilities for strategic self-presentation are multifold online, the possibility to 
choose what to reveal, omit, or underplay forces individuals to make many 
choices to manage how they are perceived. Profile work is a means for self-
presentation via an online profile and related aspects of an SNS, such as stream-
based updates. It encompasses one’s presence in the SNS as a whole, 
considering the social psychological aspects of the experience. Profile work is a 
continuous, strategic process that is guided by interpretations an individual 
makes of her or his behavior and that of others” (Silfverberg et al., 2011). 
 
Autencitet som performativt begreb: 
“an intentional presentation that is given for others to see and appreciate”… 
thus ”appearing authentic in one’s online sharing is not a simple outcome of 
”truthful” sharing but the result of successul profile work”. (p 15,  ref van 
Zoonen) 
 

Uski og Lampinen:  Profile work og autencitet 

http://www.itu.dk/


Det ”validerede” (testede) mig 

http://www.itu.dk/


Intern – ekstern validering  

http://www.itu.dk/


PRO-AM PERSPEKTIVET 
(HVAD DE GØR, GØR VI OGSÅ…) 

http://www.itu.dk/


Marwick: om Selfbranding 
”a series of marketing strategies applied to the individual. It is a set of practices and a 
mindset,  a way of thinking about the self as a salable commodity that can tempt a 
potential employer. Self-branding, the strategic creation of an identity to be promoted and 
sold to others..” (p. 166)  
 
Neo-liberal ”tech-kultur” som agenda-sættende for hvordan man præsenterer sig selv i 
sociale-mediesfæren – en del af ”attention economy”. 
 
Tre overordnede strategier: 
Micro-celebrity (making your self), self-branding. life-streaming 
 
Tre værdier: 
autencitet, meritokrati, ”entrepreneurialism” 
Problem: autencitet < > ”selfmonitoring” (the ”safe for work” me, ”edited self”) 
 
 
Self-brandingens forudsætninger: 
tydelig subjektivitet, passion og ”emotional labour”, konstant tilstedeværelse på tværs af 
SM-platforme, strategisk interaktion og networkng med de ”rigtige”, brand-monitoring, eg 
”work” 24/7. 
 
Self-branding strategier 
The Pitch, det unikke brugernavn,  formidle brugbar information 

http://www.itu.dk/
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MODEBLOGGER 1 

http://www.itu.dk/
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MODEBLOGGER 2 

http://www.itu.dk/


MODEBLOGGER 2 

http://www.itu.dk/


CATEGORISATION – GROUP IDENTITY 

http://www.itu.dk/


Marwick om authenticity (baseret på 
samtaler med modebloggere) 
 
”Authenticity was a content strategy carried out to gain readers and differentiate 
oneself both from one’s peers and from mainstream fashion magazines. 
Operationally, this meant that fashion bloggers worked very hard on their 
”personal style”, but were careful not to present content that would alienate 
themselves from potential advertisers – unless distancing themselves from 
certain brands was a away to inculcate authenticity.”  
 
 
 
 
 
 
(Status Update, p. 248) 

http://www.itu.dk/


NARRATIVES OF CONSUMPTION? 

http://www.dseneste.dk/modeblogs/ 

http://www.itu.dk/


…AND NARRATIVES OF PRODUCTION 

DANISH ”STRIKKEBLOGS” 
• Process of production  

+ showing off skills 
 

• Narrative of life at home  
(housewife, mother) 
 

• Community of interest 
 

http://www.itu.dk/


http://www.itu.dk/


VARIATIONS OF SELF  

”the private self for public presentation” 
• Public self (FB page,  LinkedIN) 
• Public private self (FB profile, Twitter) 
• Transgressive intimate self  (motivated by temporary 

emotion) 
 

Celebrities are pedagogic tools which embody the zeitgeist. 
Their strategies of self-presentation (now also on social 
media) can also be observed in actions of mundane users 
 
(P. David Marshall: The promotion and presentation of the self: celebrity as 
marker of presentaitonal media, 2010) 

http://www.itu.dk/
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PUBLIC PRIVATE SELF 

http://www.itu.dk/
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INTIMATE TRANSGRESSIVE SELF 

Anne Scott Sørensen, i Mediekultur 
”Facebook – selvfremstilling, small talk 
og social regulering” 
om foretrukket vs forhindret tale I DK 
kontekst 

http://www.itu.dk/


NETVÆRKETS ROLLE 
 

• Usynligt publikum  (”læsere”) 
• Kvantificerbar respons (”likes”, ”favourites” osv) 
• Aktiv validering 

(kommenterer status update, svarer på tweet, videresender 
osv) 

• Forskudt (displaced) validering 
 

Other?? 

http://www.itu.dk/


NARRATIVE STRATEGIER 

http://www.itu.dk/
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SO HOW ARE YOU ”YOU” ON SOC MED? 

• Constant process of narration 
• Constant process of identification 
However 
• Group identity and national identity helps 

anchor who you are  
(dynamic but not changing a lot) 
 

http://www.itu.dk/
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