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Abstract 

The rise of  digital media has caused transformations and new phenomena in different fields. In 

the digital age such branches as personal sports branding and nation branding has acquired new 

opportunities for development. The research focuses on representation of the personal sports 

brand of Zlatan Ibrahimovic on digital media platforms and its connection to the nation brand of 

Sweden. Previous research deals with existing studies on personal branding, personal sports 

branding in digital media, and nation branding. Theoretical framework includes appropriate 

concepts and perspectives that guide the analysis such as the TOPSTAR model, theory on types 

and specialization of personal brands, advertising, cultural branding and the nation brand of 

Sweden. The study combines different research techniques: quantitative content analysis and 

semiotics. The data is gathered from official accounts of Zlatan Ibrahimovic on social media 

outlets such as Facebook, Twitter, Instagram and the mobile application Zlatan Unplugged. 

Furthermore, the data for analysis is also received from YouTube videos concerning two 

campaigns: the Volvo XC70 commercial and “805 million names” awareness campaign by 

World Food Program. The results of the research outline main characteristics of the personal 

sport brand, show differences in representation of the brand depending on digital media platform 

and identify the leading attributes of the personal sports brand. The investigation uncovers a 

connection between the personal sports brand of Zlatan Ibrahimovic and the nation brand of 

Sweden and shows how the personal sports brand functions on the cultural level. The thesis 

might be interesting for both researchers and practitioners in the spheres of media and 

communication studies, personal sports branding and nation branding. 

 

Keywords: Zlatan Ibrahimovic, personal sport branding, nation branding, nation brand of 

Sweden, personal brand online, cultural branding, digital age, social media 
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1. Introduction 

1.1 Subject of the research study  

Zlatan Ibrahimovic is one of the most outstanding Swedish football players and a well-known 

Swede abroad. He is the captain of the Swedish national football team and plays as a striker for 

the French club Paris Saint-Germain. He is one of the most popular public figures in Sweden and 

attracts a tremendous amount of attention to his personal brand online.  

The study aims to add understanding on personal sports brands that are represented 

throughout the digital media and give insight into the role of a sport celebrity brand in a country's 

image. The rise of the Internet and social media has transformed all the spheres of our lives and 

has been influencing the development of personal sports branding and nation branding. Branding 

of both sports celebrities and nations now focuses on the Internet and social media. Digital 

platforms and social networking websites offer numerous opportunities for personal brands and 

nation images to prosper. Sport celebrities get sufficient instruments to maintain their popularity 

and connection with their audience, even off-field. Countries acquire excellent tools to promote 

their interests and values that attract tourists, investors and working force.  

Personal sports branding is still a new subject both for researchers and practitioners. Through 

conducting a case study on the personal sports brand of Zlatan Ibrahimovic I am going to give 

insight into the representation of his brand identity on social media platforms such as Facebook, 

Instagram, Twitter and the mobile application Zlatan Unplugged. Furhermore, I am interested in 

exploring possible connection between the personal brand of Zlatan Ibrahimovic and the nation 

brand of Sweden online. A huge growth in the interest in the form of publications, studies and 

consultancy projects has been seen in the sphere of nation branding (Fan 2010). According to 

Fan (2010), а nation brand is the total sum of all perceptions of a nation in the mind of 

international stakeholders that may contain some of the following elements: people, place, 

culture/language, history, food, fashion, famous faces (celebrities), and global brands etc. The 

Nation Branding Architecture Model, suggested by Dinney (2010), also includes sports as one of 

the key components of a nation brand. The scholar highlights the significant role of sports in 

determining perceptions about the nation’s image and argues that it should be integrated into 

nation branding activities (ibid.).  

Even though scholars consider celebrities and sports as components of a nation brand (Dinnie 

2008, Fan 2006, 2010), very few research studies have been conducted on the role of a sport 

celebrity in nation branding. The personal brand of Zlatan Ibrahimovic can play a certain role in 

the nation branding of Sweden. Possible relation between the brand of Zlatan and the nation 
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brand of Sweden is investigated within the theory of cultural branding that focuses on the myth 

as a primary tool to create an iconic brand. Moreover, knowledge about the personal brand 

representation online should also be useful for understanding the way the personal brand can be 

connected to the nation brand. The empiricial material consists of the updates from the official 

pages of the football player in social media and a mobile application Zlatan Unplugged and two 

video campaigns including posts about them on the social media pages of Zlatan Ibrahimovic – 

the commercial of Volvo XC70 and “805 million names” awareness campaign by World Food 

Program.   

 

1.2. Research questions 

RQ1: How is the personal brand of a sport celebrity – here exemplified by Zlatan Ibrahimovic – 

represented in digital media? 

RQ2: In what way is the brand of Zlatan Ibrahimovic connected to the nation brand of Sweden 

in digital media? 

The answer to the first research question will provide a notion about the personal brand of the 

football player in digital media and give insight into the characteristics of the brand 

representation. The second question leads the research to a deeper analysis of the personal brand 

of Zlatan Ibrahimovic online. The second research question lets me examine the role of the 

personal sports brand on a broader scale and in specific relation to the nation.  

 

1.3 Thesis disposition   

Chapter 1 introduces the subject and the urgency of the study. It states the purpose of the 

research and discusses possible outcomes of the investigation. Disposition of the thesis and 

formulation of the main research questions are also parts of the chapter.  

Chapter 2 provides a description about today’s realities, Information society, and 

transformations caused by the rise of Internet and social media usage. It introduces the persona 

of Zlatan Ibrahimovic, the nation brand of Sweden, the Swedish mentality and the campaigns 

that are selected for the study.  

Chapter 3 concerns previous studies on sport and media, personal branding, personal sports 

branding in digital media and nation branding. The chapter is aimed to show the gap in 

knowledge that is to be filled by the study.  

Chapter 4 covers key theories and notions that are applied during the analysis process and 

findings. The brand of Zlatan and its representation in digital media is investigated through the 
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TOPSTAR model that contains brand characteristics of a football player such as team, success, 

physical characteristics, etc. Moreover, the chapter includes a section about personal branding 

theory suggested by Montoya et al. (2002) that is also used in the study. Furthermore, the notions 

of cultural branding and the perspective on the nation brand of Sweden within the theory are 

covered in the chapter.  

Chapter 5 discusses the chosen techniques for the research and data collection: quantitative 

content analysis and semiotics. The chaper gives a brief overview on definitions of the methods, 

their advantages, and reasons why they are chosen for this particular study. In the section of 

Research design, application of the methods is discussed in detail.  

In Chapter 6 findings and their elaborated analysis are presented.  

Chapter 7 deals with conclusions, discussion of the results and research contribution of the 

study.  
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2. Background 

2.1 Information society, new economy and realities 

The Internet and social networks have created and initiated new phenomena and have brought 

new perspectives on existing issues. Core economic, social, political, and cultural activities 

throughout the planet are being structured by and around the Internet (Castells 2001, 3). 

Therefore, with the open nature (Van Dijk 2011) of the Internet, enterprises and individuals are 

becoming producers of the technology and have new forms opportunities to revenue by creating 

and later promoting their brand identities while being able to interact with the audience. In the 

Information Society, the major arenas for economic activity are the information goods and 

service producers, and the public and private bureaucracies (Porat 1978). The changing role of 

information lies behind the restructuring of all industries and the creation of the global 

information economy (Melody 1991, 2 in Webster 1995). Now the economy operates 

irrespective of national frontiers, held together by what is described by Reich (1991) as a “global 

web” of relationships between, within and even across corporate organizations that are owned by 

a myriad and dispersed shareholders (Webster 1995).  

The new economy is a knowledge economy based on the application of human know-how to 

everything we produce and how we produce it (Tapscott 1996, 7). Consequently, there has been 

a shift away from mass towards high-value production and services. This shift has caused and 

stimulates differentiation, innovation, as a key driver of successful products, marketing 

strategies, management approaches, and organizational changes (ibid). The new economy is a 

network economy with deep, rich interconnections within and between organizations and 

institutions. Wealth, creation, commerce, and social existence are based on a ubiquitous public 

infostructure (ibid. 69). In addition, Gad (2001) gives certain characteristics to the essence of 

New Network economy: networking, globalization, transparency, rapid growth, flat 

organizations and very young management.  

Within the new realities, networked economy, rise of the Internet and social media, brands get 

new opportunities and directions of development. In general, branding is essential as a 

recognized sign of value in a business world where customers have multiple choices, and where 

investors need a symbol of acknowledged capacity for value creation (Castells 2001, 76). 

Klimchuk and Krasovec (2006) claim that brands are defined by their presence in our consumer 

society, by their products’ physical attributes and emotional connotations, and by how they relate 

to consumers’ aspirations. They argue that the brand becomes the means by which a company 

differentiates itself in the minds of consumers. Therefore, the Internet is used as a propaganda 
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outlet to ensure its presence of the brands in the contemporary society. McAffee (2009) confirms 

that Internet is a powerful tool to be used by strong brands. As the sphere of branding is 

developing, phenomena such as personal brands and nation brands emerge in different ways on 

social media platforms and are created by a variety of methods and tools online. Brands are 

constructed, represented and consumed differently nowadays. Therefore, new phenomena have 

become subjects for investigation in scientific circles and raised interests of communication and 

branding specialists.   

New realities and development of media altered sports to commodified and commercialized 

phenomenon (Frey and Eitzen 1991, Washington and Karen 2001). The continuing development 

of the global sports industry is partly due to the extensive integration of new media (digital) 

technologies, the convergence of consumer needs worldwide and the necessity for brands to 

discover unique and effective ways to communicate with new markets. The numerous 

applications of digital technologies within the sports industry have radically changed the manner 

in which sport is produced, delivered and consumed (Santomier and Shuart 2008, 16). As 

competition between brands continues to intensify, sports content – teams, leagues, federations, 

events, athletes and celebrity causes – whether delivered online or on-site, uploaded, 

downloaded, broadcasted, narrowcasted or podcasted – will continue to increase in value 

(Glendinning 2007). In a modern culture obsessed with celebrities, sportsmen and women are 

some of the highest profile figures. The public is fascinated by sport stars’ lifestyles, love lives 

and power (Andrews and Jackson 2001). Hence, the brand of a sportsman is becoming an 

element of contemporary culture and its representation online is considered as an interesting 

subject for investigation and discussion.   

In the world of global competition, countries have to work thoroughly on their image and 

brand for various reasons, such as enhancing the nation's competiveness (Anholt 2007, Lee 

2009) and to embrace political, cultural, business and sport activities (Jaffe and ���Nebenzahl 

2001). Personal brand of a sportsman is also considered as an element of nation branding as 

some scholars include famous people while giving a definition of a nation brand and take sports 

into consideration (Fan 2006, 2010, Dinnie 2008). Hence, their importance might also have an 

impact on the nation image of the countries they represent. In this sense the personal sports brand 

of Zlatan Ibrahimovic is assumed to have a connection to the nation brand of Sweden.  

 
2.2 Persona of Zlatan Ibrahimovic 

Zlatan Ibrahimovic is the captain of Swedish football national team and also plays for the French 

club, Paris Saint-Germain. His professional career includes performing in other clubs such as 
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Juventus, Barcelona, Ajax, Milan and Internazionale. Hence, playing on the international level 

and in different clubs has made him famous worldwide. For Sweden, Zlatan plays an even more 

significant role as he is one of few Swedish sportsmen that could become well-known on the 

global level.  

Reviews and comments on his performance in media worldwide have contributed to 

reputation of Zlatan Ibrahimovic. He has been described by ESPN (Entertainment and Sports 

Programming Network) as being "good in the air, tall, strong and agile, he plays well with his 

back to goal and boasts some of the best finishing, vision, passing and ball control around" 

(ESPN, n.d.).  Media notes his prolific goal scoring and spectacular strikes (Corriera della Sera 

2007, La Repubblica 2009) and many in the sports industry consider him one of the best players 

in the world and one of the most complete strikers of the generation (Givememoresport.com 

2013).   

Zlatan Ibrahimovic carries Bosnian and Crotian background, does not look like a typical 

Swede, but still is considered to be a Swedish sportsman abroad and a popular figure in the 

country. In an interview with the Swedish newspaper, Dagens Industri about the Volvo XC70 

commercial Zlatan says:  This is as Sweden looks like 2014. I don't speak perfect Swedish, but 

that's the way it is. A mix everywhere. I can be Swedish all the same. We are all different yet 

similar”1. He was raised in Malmö, a city with high unployment, comes from a poor immigrant 

family and could achieve world success.   

 

2.3 The nation brand of Sweden in digital media  

With the rise of the Internet, countries such as Sweden have started to draw their attention to 

social media in order to promote their nation brands. The brand-platform of Sweden “Sweden 

Picture 2.0” was formed by the cooperative organizations within NSU (Nämnden för 

Sverigefrämjande i utlandet) and can be found on the website of Swedish institute (www.si.se 

n.d.). According to the brand platform, Sweden focuses on the four profile areas in order to 

create conditions for a greater impact promoting the nation image: society, creativity, innovation 

and sustainability. In terms of society, Sweden aims to promote the values of democracy, human 

rights, gender equality etc. Sweden is ranked as one of the most innovative countries in the world 

and strives to strengthen its position as innovator. The profile area of sustainability focuses on 

the ecology, the environment and climate. It aims at positioning Sweden as a country that stands 

at the forefront of developments in new environmental technologies and sustainable system 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  “Zlatan rewrites national anthem in new Volvo ad,” Thelocal.se. Last modified January 25, 2014. Available at 
http://www.thelocal.se/20140125/zlatan-rewrites-boring-national-anthem-in-new-volvo-ad 
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solutions. Creativity implies the position of Sweden as one of the world leader in the creative and 

cultural industries. These industries play an important role in the growth of the Swedish 

economy and hence, their development is significant (Swedish Institute, Si.se) 

Moreover, the platform  “progressive” and Sweden’s “unique character and selling points” 

are:  

• Innovative ��� 

• Open ��� 

• Authentic��� 

• Caring 

 
Figure.1 Nation branding of Sweden: profile areas and core values, Si.se 
 
The concept of “progressive” Sweden had its roots in a host of Swedish facts and figures: 

“Stability and peace since 1814”, “the Swedish author Astrid Lindgren”, and the Swedish 

industrial inventions from the Volvo to the Tetrapak (Aronczyk 2013, 156). Openness represents 

“modernity, energy and incentive”, while authenticity represents “inner freedom, calm and 

afterthought” (Englund 2012). Aronczyk (2013) claims that authencity can also be referred to 

“Western Europe’s last wilderness”.  

On the official website of Sweden (Sweden.se) that provides general information about 

country’s facts and stories, Sweden is described as a peaceful, democratic country ruled with 

state governance and monarch representation. Moreover, in social media, Swedes are depicted as 

a happy, joyful people enjoying liberal sex, and being a forefront country in legalizing same sex 

and homosexual marriage (Englund 2012).  

Besides the brand platform “Sweden 2.0”, @Sweden Twitter account has become another 

nation-branding project, financed by the Swedish government through the Swedish Institute and 

VisitSweden and was launched in the end of 2011.  Trumpeted by the media both in Sweden and 
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internationally as an exercise in “transparent” and “democratic” nation-branding via the use of 

Twitter, the @Sweden account is “given” to a new Swede every week and, supposedly, these 

curators are given free rein to tweet what they like, when they like (Christensen 2013, 30). 

Hence, Sweden has become the first country in the world that has made the official Twitter 

account accessible for ordinary citizens. There was a notion that @Sweden Twitter account 

promoted what can broadly be called “Swedish values” (ibid.). From the Curators of Sweden 

website: “The simple, yet unique concept of letting the very citizens of Sweden take control of 

the @Sweden Twitter account, has spread the concept and values of Sweden to people from all 

around the globe, inspiring others to follow the same path” (Curators of Sweden in Christensen 

2013, 36).  

2.4 The Swedish nation and mentality 

The nation branding of Sweden deals with the features and values that the country wishes to 

promote worldwide. Sweden aims to spread information and knowledge about the areas in which 

the country has succeeded or has good conditions to become even better. Fan (2006) claims that 

a nation brand represents and encompasses a wide variety of factors and associations, e.g people 

and culture. He argues that nation branding involves not just marketing but also almost all 

aspects of a nation’s character. In the case of the branding of Sweden, it can be noticed that the 

strategy of the nation brand isn’t focused on highlighting the features of the Swedish mentality.  

Nevertheless, Swedishness as a phenomenon has drawn attention of the scholars, which resulted 

in the studies on Sweden as a nation and research on the main characteristics of the Swedish 

mentality.  

Åke Daun (1996) in his book ”Swedish mentality” considers the Swedes being shy, reserve 

and social distanced. Moreover, he believes that the Swedes are conflict-avoiding and even dull.  

Herlitz (1995), the author of the book “Swedes: who we are and why” also argues that “it’s 

absolutely forbidden to speak or think too good of yourself”2. According to his research, Swedes 

describe themselves as shy, boring, quiet and reserved. 

In terms of avoiding conflicts, Daun (1996) argues that a readiness to compromise is a part of 

Swedish mentality. Robinowitz and Carr (2001) also draw their attention to the phenomenon of 

incompeteveness in the Swedish culture. They claim that the Swedes do have a greater desire to 

reach consensus (i.e be inclusive, work together toward a common goal) than “to be the best” 

(ibid. 17). In addition, showing off is likely to be met with disapproval in Sweden.  

 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	   “The Swedish psyche – you could write a book about it”, Thelocal.se. Last modified at April 15, 2009. Available 
at http://www.thelocal.se/20090415/18858 
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2.5 Volvo XC70 commercial and “805 million names” awareness campaign 

The commercial of Volvo XC70 was announced to the public as a “celebration of Sweden” 

(official Facebook of Zlatan Ibrahimovic, 01/2014), showing its nature, landscapes and including 

the national anthem as background music. Furthermore, this commercial has become the most 

famous campaign featuring Zlatan Ibrahimovic. The campaign received a lot of feedback and 

drew attention of media outlets. Some media sources called the campaign “the most dramatic car 

ad you’ve ever seen” (FTW.usatoday.com 2014) and “One of the most bizarre things ever made” 

(Elitedaily.com 2015). The fact that the Swedish national anthem was re-composed for the 

campaign with the famous music producer, Max Martin, is also remarkable. All these features of 

the Volvo XC70 commercial make it influential and also interesting to study. The content of the 

campaign with focus on Sweden makes it appropriate to investigate in relation to the Swedish 

nation brand.  

“805 million names” is the first social awareness campaign that Zlatan Ibrahimovic took part 

in. Supporting the United Nations World Food Programme, Zlatan's tribute was aimed at 

promoting the fact that there are 805 million people worldwide suffering from hunger. The 

media approved Zlatan’s usage of his personal brand: “When all the talk has been about which 

brand Zlatan should represent, a story like this puts things into perspective; rather than using his 

worldwide fame to nail down a huge pay-day boot deal Ibrahimovic is using his profile to raise 

money for an important charity” (Soccerbible.com 2015).   

The campaigns were also broadcasted in traditional media outlets on the TV. Nevertheless, I 

focus on the emergence of the campaigns on YouTube (official channels of the brand-

collaborators as there is no official channel of Zlatan Ibrahimovic), official pages of Zlatan 

Ibrahimovic on Facebook, Instagram, Twitter and the mobile application Zlatan Unplugged, as I 

am interested to conduct a study in the field of digital media.   

The campaigns are the most well-known campaigns featuring Zlatan Ibrahimovic. The figures 

presented below show the outreach of the campaigns on YouTube on July 6, 2015 and hence, 

their significance in comparison to other commercials with Zlatan. 
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Campaign Number of views Number of 
comments 

Link to video 

Volvo XC70 5,554,057 4,529 https://www.youtube.com/watch?v

=cbvdzQ7uVPc), 

805 million names 5,480,687 2,941 https://www.youtube.com/watch?v

=wDJjcL9Ya4c 

Dare to Zlatan 

(Nike Football) 

1. Get Better With 

Pressure 

2. Fear nothing 

3. Trust your 

instincts 

 

 

1. 2,006,852 

2. 1,661,967 

3. 3,654,405 

 

 

1. 259 

2. 141 

3. 457 

 

1. https://www.youtube.com/watc

h?v=29Po75THraU 

2. https://www.youtube.com/watc

h?v=7SBnk3lKzzg, 

3. https://www.youtube.com/watc

h?v=Nxm6Y_v7_SA 

Vitamin Well 641,906 216 https://www.youtube.com/watch?v

=cdg98bzpQ1M 
Table 1. Campaigns 
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3. Previous research 

 3.1 Sport, media and society 

The researchers in social sciences have turned their attention to sports, its impact on society and 

the role of media in it. The existence of sport must be explained in terms of something more than 

simply the needs of the social system or the production needs of a capitalist economy (Frey and 

Eitzen, 1991, 505).  

Scholars have explored the relations of various media to sports but chiefly focused on 

television, which most think has fundamentally altered sports (Frey and Eitzen 1991, 

Washington and Karen 2001). It is now generally acknowledged that mediated sports are a 

highly profitable commodity (Washington and Karen, 2001). The mediated sport product that 

reflects conservative, authoritarian and nationalistic values is warmly received by the audience; it 

is forced upon them (Wenner 1989, Prisuta 1979 in Frey and Eitzen 1991, 507).  

Frey and Eitzen (1991) claim that there is implicit political content in the form of the value 

messages in the mediated presentation of sports. Media are in a sense the creators of culture, 

conveying information about what is acceptable and unacceptable. These media presentation can 

influence our ideas about sport or perceptions of gender, race, social relation and proper behavior 

(ibid, 1991).  

The media and sport emerge in a symbiotic relationship, particularly economically. The 

nature of sport has been changed by the media with its emphasis on display or what has been 

called “entertainmentization” (ibid. 1991, 510). Many changes in the nature of sport have 

resulted from media’s influence and the desire of both media entrepreneurs and representatives 

of the sports establishment to enhance the appeal of their sport product. As a result, sport has 

been transformed into a commercialized and commodified phenomenon. The researchers (Frey 

and Eitzen 1991, Stead 1986; Edwards and Corte 2010) claim that attracting spectators and 

media sponsorships becomes more important than the playing process because sport is now 

driven by profit and the market. Sport has become “big business” (Stead 1986, 185).   

One of the consequences of the commercialization of sports is that the sportsmen have even 

started to hire brand managers to work on their personal sports brand. In the case of Zlatan 

Ibrahimovic, development of his personal brand is fulfilled by his brand manager Mika Lepistö 

from the agency The Perfect Brands.   
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3.2 The role of personal branding 

In today’s world, defined by intensive competition and commercialization, branding strategies 

are applied not only to products, services or corporations, but also to high-profile people, in 

politics, in entertainment or in sport. (Villemus and Gurău 2011, 1). The ideas of personal 

branding are based on the classic concepts of product branding (Aaker 1991, 2002, Aaker and 

Joachimsthaler 2000, Keller 2003, de Chernatony 2006, McCracken 1993). According to the 

notions, brand has an initial core identity but should have abilities to be extended and elaborated 

to strengthen the brand and adapt to changing realities.  

The concept of personal branding was first invented by Tom Peters (1997) in the article “The 

brand called You” and recognized by the specialists. The key premise of personal branding is 

that everyone has their own brand or as so-called a sign of distinction (Peters 1999). Personal 

branding is about creating the externally facing identity that you as a business project  (Montoya 

et al. 2002, in Wilson 2003, 2). A personal brand is the idea that comes to mind when other 

people think about you. It is the process that combines your skills, personality, and unique 

characteristics and packages them into a powerful identity that lifts you above the crowd of 

anonymous competitors (Montoya et al., 2002). Personal branding is a strategic process – it is 

about intentionally taking control of how others perceive you and managing those perceptions 

strategically to help you achieve your goals (Montoya et al., 2002). Similar to product branding, 

personal branding entails capturing and promoting an individual's strengths and uniqueness to a 

target audience (Kaputa 2005, Schwabel 2009 and Shepherd 2005 in Cortsen 2013).  

Online tools have been considered as strategic and tactical for celebrities (Rein, Kotler, and 

Shields 2006). In the age of digital media, self-branding tactics involve creating and maintaining 

social and networking profiles, personal websites, and blogs, as well as using search engine 

optimization techniques to encourage access to one's information (Labrecque, Markos, and Milne 

2010). The variety of social media platforms that are used for the personal brand of Zlatan 

constitute his digital persona while offering at the same time a constant flow of information for 

the public.  

 

3.3 Personal sports branding 

The role of sports and sports branding in popular contemporary culture is significant (Andrews 

and Jackson 2001). The concept of personal sports brand has its roots in classic brand theories. 

In classic branding theory, brands are developed to meet demand or attract specific target groups 

(Aaker 1991, 2002, Aaker and Joachimsthaler 2000).  
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Different researchers have quite similiar approaches for definitions and notions of personal 

sports branding. Whilst defining personal sports branding, Carter (2010) highlights positioning 

of athletes as personal brands to convey life stories, values, charisma, authenticity, believability 

and athletic prowess into significant revenue. Andrews and Jackson (2001) focus on true neo-

liberal fashion where the ascent to sport celebrityhood is habitually reduced to individual 

qualities such as innate talent, dedication, and good fortune, thus positioning the sport star as a 

deserved benefactor of his/her devotion to succeed in the eyes of the public. Adjouri and Stastny 

(2006) develop this notion by emphasizing that a personal sports brand is synonymous with 

receiving massive amounts of positive public spotlight. Richelieu (2003) attaches the 

significance of “winning” when attracting followers and building loyalty in sports.  In personal 

sports branding, the athlete’s performances on the field are changing over time from the athletic 

breakthrough, over maturity as a star, and towards the end of the athletic career (Cortsen 2013).  

In the study on the personal brands of David Beckham and Christiano Ronaldo, Chadwick and 

Burton (2008, 3) offer a definition of a football player brand: “A unique, distinctive combination 

of unplanned and planned factors that mark out a player as being different to other players thus 

enabling the immediate identification of the player and the activities in which they are involved”. 

According to Chadwick and Burton (2008), the brands of football players are much more than 

just symbols or names; they are human beings, they are rather more multi-faceted and complex 

than other brands.   

Cortsen (2013) investigates the development, growth, maturity and sustainability of personal 

sports brands. The researcher discusses personal sports brand’s interdependence, “hybrid” 

relationship with other sports brands at the product and corporate levels and conducts case study 

on Annika Sörerstam, a Swedish professional golf player and her personal brand. The study 

explores the meaning of “hybrid” in terms of personal brand and concludes that personal sports 

brands are not only personal but also affected by the product and organizational branding levels. 

The investigation shows that the brand of Annika Sörenstam is a good example of a brand that 

stays powerful even after Sörenstam’s career. Cortsen does not focus her study on representation 

and furthermore, doesn’t look at the personal brand phenomenon from the broader perspective of 

nation branding. 

  

3.4 The role of digital media in sports branding 

The evolution regarding the World Wide Web and social media platforms has created new 

opportunities leading as a new “kick starting foundation” for driving personal sports brands 

(Carter, 2010; Adjouri and Stastny 2006, 49). Showing explosive growth in just four to five 
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years since their birth, social media are establishing themselves as the media of choice across the 

whole world (Dong-Hun 2010 in Tsimonis and Dimitriadis 2013). Kolah (2006) adds that one of 

the factors impacting the growth of sports sponsorship is technology. 

Social media can establish and raise brand awareness (Fanion 2011 in Tsimonis and 

Dimitriadis 2013). Social media platforms possess the handiness to customize and target sports 

branding messages to specific stakeholder groups and hence “frame” the sports branding process 

in a desired way (Brown, 2003). During the study, it is crucial to identify the messages and 

characteristics of the personal sports brand of Zlatan Ibrahimovic in order to understand the 

representation of the brand identity online.  
According to Smith (2008, 259), new media is especially important in sport marketing 

because it permeates all aspects of consumers’ lives in Western society. He argues that new 

media is more than technology; it has come to refer to a different style of marketing where sport 

marketers can communicate in novel ways with sport consumers. Furthermore, from his 

perspective, new media is also important because it creates additional opportunities in sport, such 

as new assets (like website and mobile digital rights), and new possibilities in licensing and 

merchandising (such as computer games). Not only are new media platforms fast and direct, they 

are also inexpensive compared with traditional techniques of sport marketing. Even more 

importantly, new media enables sport organizations to develop messages that are personalized to 

key target audiences (ibid.). Paul (2007) claims that via the inclusion of Twitter and Facebook, 

which are applied by many personal sports brands, it becomes easier for personal sports brands 

to create relationships and to produce or reproduce the “reality” of these sport stars online and 

thus supporting sports branding processes.  
To sum-up, it can be considered that sport and media enjoy a symbiotic relationship, meaning 

that although sport and media organizations are very different, they have come to be dependent 

on one another. Sport provides the content and new media provides the distribution. New media 

technology is a central part of this relationship (Smith 2008, 260). This symbiotic relationship 

has its particular aspects, remarkable features for different athletes and different kind of sports.  

 

3.5 Nation branding  

Global competition and changing realities create сhallenges around the world and the need for 

countries to work on their images. New circumstances stimulate development of nation brands 

that become an object of interest for scholars. Researchers focus on elaboration of nation 

branding theories and developing definitions of nation brands, its elements and features.   

Like personal brands, nation brands have its roots in classic branding theory. According to 
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Aaker, (1996, 68), a brand is a multidimensional assortment of functional, emotional, relational 

and strategic elements that collectively generate a unique set of associations in the public mind.  

In terms of a country’s image and brand notion, Fan in his work Branding the Nation: Towards 

better Understanding (2010) argues that every country has a unique name and images in the 

minds of people both inside and outside the country, and therefore, a nation does have a brand.  

In order to create a certain image of a country, appropriate nation branding activities should 

be fulfilled. For Anholt (1998, 395-406), the definition of nation branding refers to a consistent 

and all-embracing nation brand strategy, which determines the most realistic, the most 

competitive and the most compelling strategic vision for the country, and ensures that this vision 

is supported, reinforced and enriched by every act of communication between the country and 

the rest of the world.  Aronczyk (2013) defines nation branding as the result of interpenetration 

of commercial and public sector interests to communicate national priorities among domestic 

and international populations for a variety of interrelated purposes. Anholt (2005 in Englund 

2012, 4) gives another definition to the phenomenon as he sees nation branding as ”a concept 

involving a combination of the promotion of tourism, investment, and trade, plus public and 

cultural diplomacy”. In order to succeed in nation branding, a country should have coordinated 

brand strategies in all of these areas, according to Anholt (2005). In the discussion of the spheres 

involved in nation branding, Rojas-Mendez (2013) developed the concept of the nation brand 

molecule (NBM) which encompasses seven dimensions of a nation brand: economy, tourism, 

geography and nature, culture and heritage, society, science and technology, and government. 

Dinnie (2008) has developed The Nation Brand Architecture Model that combines different 

elements of a nation brand. The model presents components and spheres that constitute the brand 

of the country. The model includes sport, athletes and famous figures as elements of nation brand 

and therefore it is appropriate to examine the connection of Zlatan Ibrahimovic and his brand to 

the nation brand of Sweden.  

One of the key notions concerning nation branding can also be expressed as that “the 

reputations of countries are rather like the brand images of companies and products, and equally 

important” (Anholt 2007, xi). The increasing amount of nation branding activities by 

governments worldwide has been identified and examined by Dinnie (2008) and Moilanen and 

Rainisto (2009). Van Ham (2001) has noted that the unbranded state has a difficult time 

attracting economic and political attention, and that image and reputation are becoming essential 

parts of the state’s strategic equity.  

In context of nation branding, Moilanen and Rainisto take into account the issue of global 

competition: “Competition for a skillful workforce, foreign investments, and business, tourism 

income, and opportunities influences the field’s public diplomacy and forces places to develop 
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their attractiveness and marketing, to promote their uniqueness. In future, important factors for 

attractiveness will include: culture, environment, the places’ atmosphere; and the images related 

to its brand” (Moilanen, Rainisto 2009, 8). Furthermore, they argue that a nation brand 

influences many sectors such as businesses and investments; it must promote the goals of the 

tourism industry and contribute to public diplomacy. What is also important is that nation 

branding activities must “strengthen national identity and self-respect” (Moilanen, Rainisto 

2009, 11). They claim that integration, cooperation and coordination are necessary elements to 

create a nation branding campaign.  

Frey and Eitzen (1991) consider the role of sport in international relations as one of public 

diplomacy. Sports serves to articulate secondary national interests (e.g visibility, ideological 

expression, status enhancement, legitimacy), to enhance cultural exchange and understanding. 

Public diplomacy and sport are important components of nation branding.  The researchers also 

claim that sport can contribute to nation identity (ibid. 1991).  

  

 
 Figure 2.  Nation brand architecture model, Dinnie, 2008 
 
In 2005, Anholt established his Nation Brands Index (NBI) where the nation brand is measured 

worldwide. The index uses a public-opinion survey to judge the countries on a base of six criteria 

grounded on Anholt’s trademark; “The Nation Brand Hexagon“, and is a tool that indicates 

which nations have the best brands and which are most in need of help in the different criteria of 

the model (Anholt 2005 in Englund 2012, 4).  
The sphere of nation branding is developing globally, which is why different cases of nation 

branding campaigns can be observed in a variety of countries. Researchers have conducted case 

studies on nation branding of certain states and figured out main elements of the image of 

particular nations. Dinnie (2008) collected different case studies on nation brands in his book 
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Nation Branding: Concepts, Issues, Practice. He provides analysis of the brands of Switzerland, 

Chile, Egypt, Bolivia, Russia, Brazil, France and Iceland. The case studies uncover different 

components of nation brands: economical and political development of the countries, social 

identity of the citizens, cultural heritage, global product brands of the country. Some researchers 

have drawn their attention to Poland in the period of its re-branding (Kania Lundholm 2012) 

with the help of citizens’ participation online and branding of its national identity  (Aronzcyk 

2013). Aronzcyk (2013) gives also brief overview on global nation images and its key features: 

Uganda, Germany, Jamaica, Sweden and Estonia. Both Dinnie (2008) and Aronzcyk (2013) 

provide general knowledge about the nation brands of the countries and the process of their 

formations.   

Researchers explore the role of sports in the nation branding mainly by looking at important 

sport events such as Olympic games and success of the countries. The gold medal count in the 

Olympics is important precisely because that counts as a measure of political legitimacy of 

modernization, or of a people’s resolve (Espy 1979, Frey 1984, Heinila 1985). Therefore, in 

terms of nation branding previous research is limited by studies on the sport events and their 

political and social implications. The role of a particular sportsman and his/her personal brand in 

nation branding or connection between them are rarely addressed.  

 

3.6 Finding a gap  

Literature review shows that scholars have started to draw their attention to a new phenomenon 

of personal sports branding and its development in the digital age. The research studies on online 

personal branding have already been conducted by the scholars (Lindahl and Öhlund 2013, 

Labreque, Markos, and Milne 2010, Burton and Chadwick 2008). Nevertheless, very few 

studies, particularly case studies, have been conducted on personal sports branding in digital 

media. Therefore, the thesis intends to fill up a gap in this field by conducting a case study on 

representation of the personal sports brand of Zlatan Ibrahimovic in digital media. 

Previous studies pointed out that sport has become a commodity. The researchers have 

explored the phenomenon of personal sports branding only from commercial perspectives and 

have not taken into account possible influence of a celebrity brand in the broader context. The 

perspective on personal sport brands is narrowed by business incentives. Even though it was 

media that altered sports to commodity and we often consider social media for a sports brand as 

a tool for profit, I argue that there is more potential in the phenomenon of personal sport brands 

in the context of the contemporary society and a nation. My interest is to show that a personal 

sports brand online can be more than a profitable project, as it might have broader implications 
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and can be connected to a nation brand of a country.  

Scientists (Aronczyk 2013, Rojaz-Mendez 2013, Fan 2006, 2010) agree that the sphere of 

nation branding is still very novel. The literature review above elicits interest of the scholars for 

the phenomenon of nation branding, although the previous studies rather focus on general 

concepts and theories. The researchers tend to discuss the key components of a country’s brand 

and nation branding strategies in a general form. Hence, it is problematic to find studies 

concerning the role of certain features and spheres for a nation brand, especially in digital media. 

Thus, this study provides more specialized knowledge on the role of a sport celebrity in the 

country’s image and the connection between a personal sports brand and a nation brand in digital 

space. 
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4. Theoretical framework 

The theoretical framework deals with the theories and concepts that guide analytical process of 

the findings. While investigating on the first research question, I apply the concept of the brand 

of a footballplayer, suggested by Chadwick and Burton (2008) and operationalize TOPSTAR 

model, the mnemonics that includes different characteristics of a football player. The findings, 

gathered from digital media platforms, are analysed through the prism of this model. 

Operationalization of the concept is elaborated in the methodological section. Moreover, 

theoretical framework includes the theory of personal branding suggested by Montoya et al. 

(2002). The theory deals with the attributes of a personal brand, types of influence that a 

personal brand can achieve and the laws of personal branding. These ideas are applied after I 

have acquired knowledge on the brand representation online and am able to analyze how the 

sports brand fits into the personal branding theory.   

The second research question is explored within the framework of cultural branding theory, 

suggested by Holt (2004). The theory provides useful ground for analyzing the personal brand of 

Zlatan Ibrahimovic on the cultural level and thus, exploring it in the relation to the nation brand 

of Sweden in digital media. The chapter includes also the existing knowledge about the nation 

brand of Sweden and describes application of cultural branding theory for the nation brand.  

To sum-up, the theories provide a structural frame for the analysis, from acquiring narrow 

specialized knowledge about the personal brand characteristics in order to understanding the 

personal brand on the cultural level and in relation to the nation brand in digital media.  

 

 

4.1 Personal sports branding: TOPSTAR model 

Burton and Chadwick (2008) argue that certain football players such as David Beckham and 

Christiano Ronaldo have certain characteristics and embody particular qualities that mark them 

out as being different to other football players. This has led to football players being referred to 

as brands, a term that in itself is interesting because it implicitly asserts that the stars of sport are 

no longer just on-field performers, they are also valuable off-field commercial properties. When 

football stars started playing on the pitch neither name was known and most if not all people 

would have had trouble attributing any qualities or characteristics to them. This implies that 

football itself has played an important role, not only in bringing them to prominence but also in 

helping establish the features of their brands (ibid.). 
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The researchers define a football player brand as ”the unique, distinctive set of planned 

factors (i.e collaboration with commercial brands, - Researcher’s remark) and unplanned factors 

(i.e physical appearance – Researcher’s remark) that mark out a player as being different to other 

players thus enabling the immediate identification of the player and the activities in which they 

are involved” (Chadwick and Burton 2008, 4). They suggest a model that contains brand 

charactertistics of a football player and is appropriate for the analysis concerning representation 

of the personal sports brand online. The model provides tools to investigate the components of 

the brand of football player.  

A large number of characteristics of the personal sports brand can be classified according to 

the following mnemonics TOPSTAR (ibid, 4-7):   

Team – the team(s) that a player plays for or has played for; the associations a player has with 

a particular team; the profile, reputation and success of the team; the player’s role within the 

team;��� 

Off-field – where the player lives; who the player socialises with and where; who the player is 

married to or is dating; the type of house the player lives in, the car they drive, the clothes they 

wear;  

Physical characteristics, mentality and values – the facial appearance and physique of the 

player; other distinguishing features such as hairstyle, tattoos etc.; the way a players thinks and 

the views they hold. Values can be the way that a player approaches the games in which they are 

involved, but it is also intended to include their personal values, allied to their views on, say, 

family, poverty, crime, the environment and so on.  

Success – the player’s on-field record; the number of trophies, medals and prizes the player 

has won; the winning teams and games in which the player has been involved. A successful 

player in a successful team would appear to be the optimum state for a successful brand to 

flourish.   

Transferability – the extent to which the player appeals to males and females, young and old, 

followers and non-followers of football; the extent to which the player and their image are 

culturally and geographically transferable; language(s) spoken;  

Age – the stage at which a player is in their career; viewed in product lifecycle terms, this will 

have an impact on the profile, characteristics and longevity of the brand as well as influencing 

how the brand is managed. Branding opportunities change, just as they do when a player starts to 

become rather less attractive, a slower runner or adopts a more reflective approach to the game. 

Brand managers and advisors should therefore be aware of how such changes effectively impose 

certain restrictions on player brands.  

Reputation - the player’s reputation as footballer; style of play; disciplinary record; the 
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player’s reputation outside of football; way the player deals with public and media attention.  

The information gathered from official accounts of Zlatan Ibrahimovic in digital media is 

analyzed through the characteristics of the model.  Nevertheless, the model is transformed so that 

it could be applied to the research, as some of the components of the model cannot be 

operationalized for the study in the field of digital media. 

 

4.2 Personal branding theory  

“A clear, powerful, compelling public image” is the definition of a personal brand suggested by 

Montoya et al. (2002, 4). He highlights that a personal brand is the public projection of certain 

aspects of person’s personality, skills and values: it’s not the entire human being (ibid. 2002). A 

personal brand works in the same way as a product brand – communicating values, personality 

and ideas about ability to its audience to produce a response, then reinforcing that response with 

more contact.  Hence, a great well-contsructed personal brand is “a personal identity that 

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

person stands for” (ibid. 2002, 15).  

Montoya et al. (2002) claims that every great personal brand has from three to five attributes 

that are promoted to the audience. Application of the TOPSTAR model is supposed to help me to 

identify the attributes of the personal brand of Zlatan Ibrahimovic, presented on digital media 

and how different digital media platforms are used.  

Montoya et al. (2002) suggests eight laws of personal branding that serve as continuing 

reminders of the qualities the brand should develop (ibid. 25-26): 

1. The law of specialization suggests focusing the brand on one area of achievement. 

2. The law of leadership states that the person “must be acknowledged as one of the most 

knowledgable, respected or skilled in your field” (ibid. 25). 

3. The law of personality implies that a brand must be built around one’s personality in all 

its aspects, including flaws.  

4. The law of distinctiveness suggests that the personal brand must be expressed in a unique 

way. 

5. The law of visibility emphasizes that a personal brand must be seen repeatedly in order to 

effective. 

6. The law of unity implies that the behvaiour of the person behind closed doors must match 

the public brand.  

7. The law of persistence recommends to give time to a personal brand to grow. 

8. The law of goodwill means that the more a person is perceived as well-intentioned or 
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embodying valued ideals, the more influential the personal brand is.  

These laws serve as standards and should help to make inferrences about the way the personal 

brand of Zlatan Ibrahimovic is represented online during the chosen time period. The material 

from the sample should provide knowledge about the qualities of the brand that are already 

developed or should be evolved. 

The researcher divides personal brands by levels of their impact on culture. There are three 

levels of influence that an individual might try to achieve (Montoya et al. 2002):  

 - Advocate – associating themselves with a trend although this might be short-lived. ���The 

personal brand is associated with a trend or culture. At this level, a personal brand does not shape 

a trend or culture, but taps into it and uses its popularity to increase people’s awareness and 

acceptance of the brand (Montoya et al. 2002, 47). 

- Trendsetter – where they influence thinking but retain a presence in a larger sphere ���throughout 

– so that their personal brand remains even when they trend is over. ���The personal brand 

influences the culture. Trendsetting personal brands drive or encourage the spread of new ideas 

within their culture, such as an interior designer being one of the first in her region to try a new 

style. Trendsetting personal brands ride new trends as they come along, but their resources are 

also deeply engaged into the dominant culture. When the trend fades, the connection with the 

culture keeps the personal brand relevant (ibid. 48) 

- Icon – not something that is easy to achieve but which tends to grow organically. ���The personal 

brand is etched into the culture on this level. The people with iconic brands, through design or 

achievement, have risen to symbolize an attribute, value or concept in the minds of a vast range 

of people. They symbolize entire cultures or movements, much as Bob Dylan is synonymous 

with the 60’s folk scene. From Montoya’s perspective, few people set out to become icons; it 

happens organically, over time and depends on the public (ibid.).  

After having conducted an investigation on the representation of the personal sports brand online 

I should be able to acquire additional knowledge about the personal brand of Zlatan Ibrahimovic 

and analyze it through the theory suggested by Montoya et al. (2002). The objective here is to 

grasp an understanding about the level of influence of Zlatan's brand represented online and 

identify how the brand corresponds to the law of personal branding.  

 

 

4.3 Cultural branding 

Cultural branding is set of strategic principles and activities that guide the branding of brands 

into cultural icons (Holt, 2004). Holt (2004), the founder of cultural branding theory, argues that 
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brands should operate on the cultural level in order to succeed. Conventional branding combined 

with meaningful stories creates powerful identity brands commonly called iconic brands.   

The Oxford English Dictionary defines a cultural brand as “person or thing regarded as a 

representative symbol, especially of a culture or a movement; a person or an institution 

considered worthy of administration or respect”. Holt (2004) clarifies that more generally, 

cultural icons are exemplary symbols that people accept as a shorthand to represent important 

ideas. Iconic brands provide extraordinary identity value because they address the collective 

anxieties and desires of a nation.   

Icons perform the particular myth society especially needs at a given historical moment (ibid. 

2). The brand becomes renowned for telling certain kinds of stories that are useful in addressing 

certain social desires and anxieties (Holt, 2004). Myths are stories people rely on to organise 

their understanding of themselves and the world. They work to shore up fragile world-views and 

identities. Myths are neither fact nor fiction. They are neither arguments that must be tested for 

veracity, nor fables from which we learn moral lessons. Rather, myths present a way of 

understanding the world so compelling that believers feel it must be true (ibid.). Over time, as 

the brand performs its myth, the audience eventually perceives that the myth resides in the brand

’s markers (e.g., its name, logo and design elements). The brand becomes a symbol, a material 

embodiment of the myth. In addition, icons have extraordinary value because they carry a heavy 

symbolic load for their most enthusiastic consumers. Holt explains that, what makes the brand 

powerful is the collective nature of the perceptions of people based on conventional stories that 

are continuously reinforced “because they are treated as truths in everyday interactions” (2004, 

3).  

Cultural branding requires strategic direction that pushes commercial artists towards creating 

the right kind of story for the brand and rules out inappropriate stories. Strategies should move 

toward prescribing what kind of story the brand should tell to address a particular cultural 

contradiction of the day. The cultural analogue to the positioning statement is the cultural brief 

that consists of three components: myth treatment, populist authenticity and charismatic 

aesthetic. Myth treatment deals with the proposed role the brand plays in the culture and the way 

the myth is applied. Populist authenticity implies that the audience must perceive that the brand 

has authentic ties to the consumer and their culture. Finally, to win over audiences with their 

myth, iconic brands’ communications must exude charisma (Holt 2004).  

In this particular staudy I start the research from investigating the elements of the brand with 

help of TOPSTAR model that consequently, can provide knowledge about the brand 

charactertistics that are presented in digital media. Cultural branding theory extends the research 

as it gives an opportunity to investigate the personal sports brand on the cultural level and 
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examine it in the relation to the nation brand.  

 

4.3.1 Cultural branding and the Swedish nation brand 

The aim of this section is to point out the way Sweden applies cultural branding. Holt (2004) 

claims that cultural branding can also be applied to tourist destinations and other places such as 

nations, cities and neighborhoods. Sweden works with the technique of combining cultural 

branding with the new types of IT tools, which works successfully on the web (Englund 2012).  

To a high extent, Sweden applies cultural branding on its nation brand strategy online. 

Sweden has сomposed its cultural branding strategy by displaying the stories and myths on the 

web pages and brand platforms, described further in the chapter. This is done in order to create a 

powerful identity brand for Sweden, that is, to both create and distribute a “meaningful and 

charismatic iconic brand” of Sweden (Englund 2012).   

As I aim to examine the connection between the nation brand of Sweden and the personal 

brand of Zlatan Ibrahimovic online, it is appropriate to consider the existing knowledge on the 

Swedish nation brand and use it in the analytical process. The brand identity of Sweden is 

composed of the myth that highlights the notions of democracy, tolerance, freedom, strive for 

innovations and ecological perspective. The combination of these notions, displayed in 

narrations, symbols and plots, constitutes the myth identity of the nation brand of Sweden.  

Brand stories have plots and characters, and they rely heavily on metaphor to communicate 

and to spur our imaginations (Holt 2004, 3). As mentioned in the chapter Background, the brand 

strategy of the Swedish nation brand is published on “Sweden picture 2.0”, on the website of 

Swedish institute and highlights the most valuable and significant elements of the brand story.  

On the websites of Swedish institute (si.se) and Sweden.se it is possible to see the elements of 

the creative brief. According to “Sweden picture 2.0”, Sweden positions itself as a modern and 

proactive country where people do not judge other people’s sexuality. Moreover, Sweden is a 

society in which equality and freedom to live without other people’s or governments judgments 

is emphasized. In addition, on the platform of the nation branding, Sweden is also promoted as 

an innovative country that produces high-quality goods and cares about the natural environment. 

Englund (2012) and Christensen (2013) points out that by using digital technologies, Sweden 

tends to spread the values of democracy, trustworthy and sympathy. 

In the interview, conducted by Englund (2012), Joakim Norén, brand strategist at Swedish 

Institute claims: 
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Each country has its own specific brand. But the brand is dependent 

on people’s view of the country. In the case of Sweden it could be the 

thought of democracy, for another person it could be the cold or polar 

bears or blond women, ABBA or Olof Palme. The combination of 

these “pictures” of Sweden then makes up for the brand of Sweden.  

Interview with Joakim Norén (SI), 2012-04-04 in Englund, 2012).  

The Swedish nation “brand story” online includes such concepts as “the savage people of 

Sweden have become nice and kind – but not boring” (and Sweden being “once a violent now a 

peaceful” (Sweden.se in Englund 2012, 84) nation, when referring to the Vikings which also are 

part of the suggested national brand image heritage. Sweden uses the historical heritage and 

cultural knowledge to create the national brand identity. Olins (2002) includes historical 

background as a part of the nation branding strategy. In this case the Vikings are one of these 

significant historial figures for the nation image, as they were the first to place Sweden on the 

map before the country was founded as a nation3. For Englund (2012), The Swedish Royalties,
 

Alfred Nobel,
 
Dag Hammarskjöld,

 
possibly also Carl Linnaeus, Ingmar Bergman, ABBA and 

Waterloo are historically, culturally and politically important icons as their images are used as 

components of the Swedish nation brand today. According to Englund (2012), the aim of using 

national heritage and stereotypes is to create relevance both to the interior stakeholders of 

Sweden as well as the exterior. Moreover, it helps to create a cohesive image that stand out as 

trustworthy and reliable for both the nation’s people and the rest of the world.  

Holt (2004) emphasizes the importance of targeting social and cultural shifts and anxieties 

with the right myth. However, I can agree with the inference of Englund (2012) that the way 

Sweden treates the myth, creates and strengthens the national stereotypes online can be critisized 

for generalizations and not reflecting reality. Moroever, it is hard to find any evidence from the 

material on the brand strategy of Sweden that deals with addressing an anxiety in the culture. 

Hence, for the nation branding of Sweden, cultural branding theory is applied only by displaying 

the stories and plots on the webpages that the country wishes to project and promote to the 

audience. 

As mentioned in the chapter Background, the persona of Zlatan Ibrahimovic has more 

potential than an ordinary sports celebrity. He is a football player that becomes famous on the 

global level. His charismatic personality becomes the centre of attention not only in Sweden, but 

also in the other countries. I am interested to understand how the brand of Zlatan Ibrahimovic 

online functions in the frame of the cultural branding theory. The cultural branding theory guides 

the analysis of findings regarding the personal sports brand and the nation brand online. I aim to 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3	  “Vikings”. n.d. Available at en.wikipedia.org/wiki/Viking 
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understand if the campaigns starring him contain similar stories and features that compose the 

brand identity of Sweden online. Moreover, the investigation of both research questions should 

also provide enough knowledge to understand what contradictions in the society are addressed in 

the personal branding of the football player online and what role the personal brand of Zlatan 

Ibrahimovic can play for the Swedish nation brand.   

 

 

4.4 Advertising and its meaning 

Advertisements are one of the most important cultural factors mouldering and reflecting our life 

today (Williamson 1978, 11). During the analytical process I aim to identify the signs that are 

used in the campaigns and meanings that can possible be produced from the symbols. Barthes 

(1972) claims that to make sense of advertising, the analyst must go beyond the verbatim 

statements about the products; our decoding of the material world of goods requires uncovering 

the complex cultural value system that infuses consumption of specific things with broader 

significance. 

The scholars in the field of advertisement come up with perspectives on the symbols and the 

meanings in the commercials. While analyzing the symbols in the Volvo XC70 and “805 million 

names” campaigns, I refer to the notions of Williamson (1978), Hansen (2002), Conley (2009), 

Messaris (1997) about meaning behind certain symbols in the campaigns.  

The background sound is analyzed with the help of ideas of Bruner (1990), Hecker (1984), 

Alpert and Alpert (1990). Background music and sound can establish a mood with targeted 

consumers and also lend an emotional dimension to a brand (Bruner 1990). Music is used often 

in advertising to enrich the key message and may be the single most stimulating component in a 

commercial (Hecker l984 in Morris and Boone 1998). Some of this influence may come through 

music’s indirect influence on respondents’ feelings and other emotional responses (Clynes and 

Nettheim l982, Alpert and Alpert l990). The "messages" of music are more affective than 

cognitive, for example calm or sedate music decreased subjects’ anxiety, and the structural 

elements of music such as major (happy) and minor (sad) modes influenced the listener’s 

feelings (Farnsworth l969, Hevner 1935, Rohner and Miller 1980, Galizio and Hendrick 1972 in 

Morris and Boone 1998). Alpert and Alpert (1990) and MacInnis and Park (1991) stress that a 

good fit between the music and the advertisement has a strong impact on positive emotional 

response and attitude to the advertisement. In the discussion of music in advertising, Hecker 

(1984) points out positive sides of familiarity of music in advertisement and its ability to make 

the audience nostalgic. When it is relevant and fits the brand and the message, it can indeed be 
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stimulating. These notions should help me to analyze the background sound in the selected 

campaigns and understand the purpose of using a particular music or sound.  
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5. Method 

5.1 Mixed methods research 

As defined by Creswell (2003), a mixed methods approach is one in which the researcher 

collects, analyzes and integrates both quantitative and qualitative data in a single study or 

multiple studies in a sustained program of inquiry. The mixed methods approach draws from the 

strengths of both qualitative and quantitative techniques. Researchers prefer this approach when 

they are interested in finding a technique that works best in examining the research question 

(Wimmer and Dominick 2013).  Furthermore, by examining information collected through 

different methods, researcher can corroborate findings across data sets and thus reduces the 

impact of potential biases that can exist in a single study (Bowen 2009).  

There are several models of how mixed methods research may be designed (Wimmer and 

Dominick, 2013).  

 

 

 
 
 
 
 

 Figure 3. Mixed methods research, Wimmer and Dominick 2013   
 

For this research I am going to apply the concurrent model as the analysis regarding the first 

research question is fulfilled by application of the quantitative technique, whilst the second 

question is investigated with the usage of the qualitative method.  

 
5.2 Quantitative content analysis  

One of the methods chosen for this research is quantitative content analysis as this technique has 

important advantages to provide good and reliable research. Krippendorff (1980) defines content 

analysis as a research technique for making replicative and valid inferences from data to their 

context (Krippendorff 1980, 21 in Riffe, Lacy, and Rico 2005). According to Riffe, Lacy and 

Fico (2005), quantitative content analysis is the systematic and replicable examination of 

symbols of communication, which have been assigned numeric values according to valid 

measurement rules and the analysis of relationships involving those values using statistical 

methods (Riffe, Lacy and Fico 2005, 25). An excellent definition of quantitative content analysis 

1. Concurrent model 
QUAL  + QUAN 

2. Sequential Models 
QUAN           QUAL 
QUAL           QUAN 
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was offered by Charles R. Wright (1986): ”Content analysis is a research technique for the 

systematic classification and description of communication content according to certain usually 

predetermined categories” (Wright 1986, 125 in Berger 2011). Moreover, content analysis is the 

systematic study of what actually contained in media messages, whether news or entertainment 

(Priest 2009, 84).  

The purpose of the method is to identify and count the occurence of specified characteristics 

or dimensions of texts, and through this, to able to say something about the messages, images, 

representations of such texts and their wider social significance (Hansen, Cottle, and Negrine 

1998).  

 

5.2.1 Advantages of quantitative content analysis 

 
Scholars (Krippendorff 1980, Berelson 1952, Kerlinger 1973) emphasize that this method gives 

an opportunity to investigate phenomena objectively. They consider quantitative methods as 

replicable what provides more reliability and clarity of the research.  Riffe, Lacy and Fico (2005) 

claims that other researchers applying the same system of inquiry, the same research design and 

the same operational definitions to the same content should replicate the original findings. 

Moreover, for Stokes (2003), one of the advantages of content analysis is that it enables the 

researcher to conduct primary investigation and come up with figures and conclusions to use 

them as evidence in the argument.  

Armed with a strong theoretical framework, the researcher can draw conclusions from the 

content evident without having to gain access to communicators who are unwilling or unable to 

be examined directly. As Kerlinger (1973) observed, the investigator using content analysis 

“asks questions of the communications” (Kerlinger 1973, 525). 

Berger (2011) identifies a number of advantages to content analysis such as: 

-‐ It is obrusive 

-‐ It is relatively unexpensive 

-‐ It can deal with current events, topics of present-day interest 

-‐ It uses material that is relatively easy to obtain and work with 

-‐ It yields data that can be quantified 

Due to certain difficulties to access official sources (e.g. the brand managerof Zlatan 

Ibrahimovic, Mika Lepistö), quantitative content analysis makes it possible to conduct a 

relatively reliable study on representation of the football player’s brand without urgent 

engagement of respective respondents.   
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Content analysis helps to identify characteristics of the representation of Zlatan’s personal brand 

in digital media by operationalization of the TOPSTAR model. Consequently, this knowledge 

should contribute to the investigation of the second research question. Inferences about the 

features of the personal sports brand should be useful when studying the relation between the 

personal brand of Zlatan Ibrahimovic and the nation brand of Sweden.  

 

5.3 Semiotic analysis   

Semiotics (literally 'the science of signs') is useful when you want to analyse the meaning of 

texts (Stokes 2003, 70). The underlying argument behind the semiotic approach is that since all 

cultural objects convey meaning, and all cultural practices depend on meaning, they must make 

use of signs (Hall, Evans, and Nixon 2013, 21). This feature of semiotics inspired me to choose 

this method for the analysis, as I am interested to look at meanings in the selected campaigns.    

Semiotics breaks down the content of texts into their component parts and relates them to 

broader discourses. A semiotic analysis provides a way of relating specific texts to the system of 

messages in which they operate.  It provides the intellectual context to the content: it addresses 

the ways in which the various elements of the text work together and interact with our cultural 

knowledge to generate meaning (Stokes 2003, 72). The semiotic analysis underscores the 

collective orientation of advertising meaning structured by the cultural codes for concepts such 

as masculinity, intimacy and style (Oswald 2015, 42). Semiotics emphasizes that our perception 

of reality itself is constructed and shaped by the words and signs we use, in various social 

contexts (Branston, Stafford, 2010, 13).  

For Saussure, one of the main theorists in semiotics, the “sign” consists of two elements – the 

signifier (the form such as the actual word, photo or image) and the signified (the corresponding 

concept it triggered off in your head) (Hall, Evans, and Nixon 2013).  Saussure (1983) 

emphasized that meaning arises from the differences between signifiers; these differences are of 

two kinds: syntagmatic (concerning positioning) and paradigmatic (concerning substitution). 

Paradigmatic relationships can operate on the level of the signifier, the signified or both 

(Saussure 1983, 121-124, Saussure 1974, 123-126, Silverman 1983, 10, Harris 1987, 124). 
Paradigmatic relations can also be described as “those which belong to the same set by virtue of 

a function they share” (Langholz 1975, 8). A paradigm is a set of associated signifiers or 

signifieds which are all members of some defining category, but in which each is significantly 

different. A syntagm is an orderly combination of interacting signifiers, which forms a 

meaningful whole within a text – sometimes, following Saussure, called a “chain”. Such 

combinations are made within a framework of syntactic rules and conventions (both explicit and 
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inexplicit). Syntagms are created by linking of signifiers from paradigm sets which are chosen on 

the basis of whether they are conventionally regarded as appropriate or may be required by some 

rule system (Chandler 1994, 55). Syntagmatic relations concern narration.  Semiotic narratology 

is concerned with narratives in any mode – literary or non-literary, fictional or non-fictional, 

verbal or visual - but tends to focus on minimal narrative units and the “grammar of the plot” 

(some theorists refer to “story grammars”). 

One of the key theorists of semiotics, Roland Barthes, developed the ideas of Saussure and tried 

to apply the study of signs more broadly (1967). Barthes included fashion (1990), photography 

(1984), literature (1987), magazines and music as spheres where semiotics could be applied. 

Barthes pulls apart the various meanings of images and texts in advertising looking first at the 

literal meaning, descriptive level - denotation and then examine the second meaning – 

connotation.  Denotation is the simple, basic, descriptive level, where consensus is wide and 

most people would agree on the meaning. At the second level – connotation – signifiers are 

connected to broader, wider meanings and linked to deeper concepts. On the second level we are 

beginning to interpret the completed signs in terms of the wider realism of social ideology, 

general beliefs, conceptual frameworks and value systems of society (Hall, Keynes 1997, 23).  

In the essay “Myth today”, in Mythologies, Barthes explains how representation works on the 

second level of broader cultural meaning. He describes connotative meanings as “myths”. Myth 

is the concept used to express the condensed associations of what is represented in an image or 

element or feature of the image (Barthes 1972 in Hansen and Machin 2013, 176). Bathes finds in 

myth the tri-dimensional pattern consisted of the signifier, the signified and the sign.  In the 

Theoretical chapter I describe cultural branding theory that focuses on the myth as the central 

element of branding. Hence, I find Barthes’s notion appropriate to use for the study. 

According to Bathes, for proper semiotic analysis the researcher must be able to outline 

precisely the different steps of analysis. Barthes argues that here representation takes place 

through two separate but linked processes (Barthes 1972 in Hall, Keynes 1997, 24). In the first, 

the signifiers (the elements of the image) and the signifieds (the concepts) unite to form a sign 

with a simple limited message. On the second level, this completed message or sign is connected 

to a second set of signified – a broad, ideological theme. Myth is a peculiar system, in that it is 

constructed from a chain of signifier (image) – signified (concept) which existed before it 

(Barthes 1972, 113). Therefore, a sign (namely the associative total of a concept and an image) 

becomes a mere signifier in the myth structure.  

The structure of the myth and its representation Barthes illustrated by the following outline: 
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,  
Figure 4. Myth, Barthes, 1972.  
 

The semiotic analysis of cultural myths involves an attempt to deconstruct the ways in which 

codes operate within particular popular texts or genres, with the goal of revealing how certain 

values, attitudes and beliefs are supported whilst others are suppressed (Chandler 1994, 95).  

 

5.3.1 Advantages of semiotics  
One of the advantages of semiotics is that it demands relatively few resources (Stokes 2003, 72). 

It is possible to conduct semiotic analysis of only one text or image. Semiotics has the advantage 

of generating what Clifford Geertz (1973) refers to as “thick descriptions, meaning textured and 

complex analysis”. As it is so subjective, semiotic is not reliable in the traditional social science 

sense – another analyst who studied the same material might interpret it in a different way.  But 

this does not devalue the method, as semiotic is interpretive technique, and consequently, 

necessarily subjective (Stokes 2003). Semiotics provides us with a potentially unifying 

conceptual framework and a set of methods and terms for use across the full range of signifying 

practices, which include gesture, posture, dress, writing, speech, photography, film, television 

and radio (Chandler 2004).  

Semiotics seems to be the most appropriate method to study empirical material within the 

framework of cultural branding. Any brand is based on an evolving mass of hidden meanings 

and associations — a largely unconscious universe of language and assumptions shared by 

producers and consumers of messages that make up the brand mix. Semiotic analysis brings 

these meanings and associations to the surface and assesses the direction and pace of cultural 

change across time (Evans 1999).   

Searching for what is “hidden” beneath the “obvious” can lead to fruitful insights. Semiotics 

is also well adapted to exploring connotative meanings. Through the analysis of the selected 

campaigns featuring Zlatan Ibrahimovic, I am going to understand connotations that deal with 

the nation brand of Sweden and its myth. The analysis intends to comprehend the way Zlatan's 

brand is connected to the nation brand of Sweden in digital media. Semiotic analysis provides 

appropriate tools to explore the nation branding of Sweden and the role of Zlatan in it.  

Leiss (1990) explains advantages in applying semiotics when researcher analyses advertising: 
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The semiological approach... suggests that the meaning of an ad does not 

float on the surface just waiting to be internalized by the viewer, but is 

built up out of the ways that different signs are organized and related to 

each other, both within the ad and through external references to wider 

belief systems. More specifically, for advertising to create meaning, the 

reader or the viewer has to do some 'work'. Because the meaning is not 

lying there on the page, one has to make an effort to grasp it.  

(Leiss et al. 1990, 201-2) 

 

5.4 Research design 

As mentioned in the Introduction chapter the first research question of the study is the following: 

“How is the personal brand of a sport celebrity – here exemplified by Zlatan Ibrahimovic –
represented in digital media?” The structure of research design is guided by the principles of 

quantitative content analysis, operationalization of the TOPSTAR model and application of the 

personal brand theory for the analysis. 

The research design for the second research question “In what way is Zlatan’s brand 

connected to the nation brand of Sweden in digital media?” presents a semiotic model, 

including the concepts paradigms and syntagms, myth, denotation and connotation.   

 

5.4.1 Quantitative content analysis: application  

The first research question is investigated through the prism of the TOPSTAR model that is 

described in the chapter Theoretical framework. As mentioned in the theoretical chapter, 

TOPSTAR is mnemonics and each letter means certain characteristic of personal sport brand: T - 

team, O - off-field, P - physical characteristics, mentality and values, S - success, T - 

transferability, A - age, R -reputation. 

In order to construct research design for this investigation and use quantitative content 

technique, I transform the TOPSTAR model so that it corresponds to the purposes of the 

research and digital content. Therefore, I take into account the following chosen characteristics:  

-‐ T - team  

-‐ O - off-field  

-‐ P - Physical characteristics, mentality and values 

-‐ S - Success  

The characteristics such as “Age”, “Reputation” and “Transferability” are problematic to be 

applied in the study and unnecessary to use for anwering the first research question of the thesis. 
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“Age” as characteristic of a football player can’t be studied due to limitations of selected time 

period in the sample.  The questions of “Reputation” or “Tranferability” that imply the extent to 

which the player appeals to males and females, young and old, followers and non-followers of 

football are not in the focus of the research as the study focuses on representation, not on the 

perception of the personal brand. Moreover, in order to investigate reputational issues one should 

focus the research either on the audience, comments and feedback or to study Zlatan’s reputation 

in news media.  

Furthermore, preliminary overview of the data shows that it is appropriate to include 

collaboration between the football player and other brands, such as Nike and Volvo, as a 

characteristic of the personal brand in the analysis: 

-‐ Brand collaboration 

Through the analysis I attempt to study which of the chosen features of the TOPSTAR model 

consistute Zlatan’s brand in digital media.  Due to different formats of the posts on the chosen 

digital platforms, content analysis is conducted separately for each of the platforms. Thus, the 

differences in content distribution and its type are indicated. Therefore, it allows me to point out 

the key features of the representation of Zlatan’s brand in digital media.   

The data is gathered manually and saved in textual format files. After gathering the data from 

each of the platforms, the software AntConc is used for identifying and counting frequencies of 

the key words that correspond to categories (components of the TOPSTAR model). 

The content sample includes 173 updates, posted during the period from January 18, 2014 

(Volvo XC70 advertising campaign) till May 25, 2014 (post about release of the book 

«IamZlatan» in the USA, before the World Cup in Brazil).  

4 digital platforms chosen for the sample:  

-‐ Official webpage: app Zlatan Unplugged  http://www.zlatanunplugged.se 

-‐ Facebook  https://www.facebook.com/ZlatanIbrahimovic?fref=ts 

-‐ Twitter https://twitter.com/ibra_official 

-‐ Instagram http://instagram.com/iamzlatanibrahimovic/ 

Number of posts for analysis on each of the chosen digital media platforms:  

Zlatan Unplugged 
 

80 
Facebook 

 
42 

Twitter 
 

17 
Instagram 

 
34 

Table 2. Number of posts for sample 
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Therefore, the whole sample includes 173 posts and is considered to be appropriate to uncover 

different elements of representation of the personal sports brand of Zlatan Ibrahimovic on the 

chosen digital media platforms, as it contains different aspects and events of Zlatan’s on-field 

performance and off-field activities.  

Identifying the unit of analysis is essential to maintain focus during the research project 

(Wrench, 2008, 105). In written content, the unit of analysis might be a single word or symbol, a 

theme, or an entire article (Wimmer and Dominick, 2013). The unit of analysis for this research 

is defined separately due to differences in digital platforms. During the preliminary examination 

of the platforms different format of posting was found out. Specifically, on Zlatan Unplugged, 

one of the most popular post formats is interview with Zlatan. Thus, one interview post may 

contain different topics and, which is why classification of the entire post can cause difficulties. 

In the chosen time period for the sample the interview format for the posts is used only on the 

platform Zlatan Unplugged.  

I intentionally exlude comments from examination as I am interested in representation of the 

personal brand of Zlatan Ibrahimovic online. Studying comments does not correspond to the aim 

of the thesis as I do not intend to investigate, e.g. audience attitudes to the personal brand of 

Zlatan in social media. As presented in the theoretical chapter, the approach of the study is 

representation, not consumption.  

For the reasons, described above, the units of analysis for each digital platform are the 

following:  

Digital media platform Unit of analysis 

Zlatan Unplugged Unit 1 for Interview format posts: comment or 

question from an interviewer and Zlatan’s 

response.   

Unit 2 for Others: Single post 

Facebook Single post 

Twitter Single post 

Instagram Single post 
Table 3. Units of analysis. Quantitative content analysis 

 
In order to provide a clear understanding of the unit of analysis for each digital media platform, 

the illustration of units is presented below:   

1. Zlatan Unplugged  

Unit 1 for Zlatan Unplugged data can be illustrated as the following:  
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Interviewer: Tomorrow night at 8:55 p.m., you face Montpellier in a French Cup match. You 

have a tight game schedule just now with both the league and cups, and you are meeting an 

opponent with just the French Cup remaining as their only chance to win something this year. 

What do you think about the coming game? 

Zlatan: It’s an important game that we want to win. We really want to advance further in the 

cup4.   

Unit 2 for Zlatan Unplugged can be illustrated by the following example: 

Before shooting the scenes with the kids I realized that Vincent needed a haircut. So we did what 

we always do. Two days till we show you the final result #Madebysweden.5  

2. Facebook 

Tonight is another important game for PSG - Paris Saint-Germain on the way for the Ligue 1 

title.  

Thanks to my team mates for bringing home the Coupe de la Ligue Trophy. I hope to be back 

with the guys on the pitch soon6. 

3. Twitter 

Today’s been good. Continue as Zlatan has taught you. If ever in doubt. Use this. 

#DareToZlatan7.  

4. Instagram  

Even though, Instagram focuses on images and photos, captions to the pictures play significant 

role as well. Therefore, choosing captions as objects for investigation allows me to apply 

quantitative content analysis. Hence, example of units for Instagram data can serve the 

following: 

Tonight Zlatan and @PSG once again clashes with Lorient. Another three points and a Ligue 1 

victory is close. Go Paris! 8 

These units of analysis are taken from the data published on the digital platforms from the 

sample.  If several key words of the same category are found in one unit, I count only one word. 

Other key words get zero value, as the task is to measure units that are referred to one particular 

category.  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
4	  Update on Zlatan Unplugged, published on 21 January 2014 
5	  Update on Zlatan Unplugged. Published on 23 January 2014  

	  
6	  Update on Facebook 
https://www.facebook.com/ZlatanIbrahimovic/photos/a.204693916216684.52995.198744036811672/769135119772
558/ 
7	  Update on Twitter n.d. Availble at https://twitter.com/ibra_official/status/443083977776447488 
8	  Update on Instagram n.d. Available at https://instagram.com/p/lz_vRUR0xn/?taken-by=iamzlatanibrahimovic	  
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The “task” of content analysis is to examine a selected (sampled) body of texts, and to classify 

the content according  to a number of predetermined dimensions. The conceptually most taxing 

aspect of any content analysis is to define the dimension or characteristics that should be 

analyzed (Hansen 1998, 106). At heart of any content analysis is the category system used to 

classify media content (Wimmer and Dominick 2013, 168). These categories can be topics, 

themes, frames or any other elements that are considered important from the researcher’s point 

of view; multiple elements are almost always coded in the same study, but which ones these are 

will vary (Priest 2009, 87).  

Categories represent chosen characteristics of the transformed TOPSTAR model that is 

described above. The choice of the following key words is based on preliminary observation of 

content on the accounts of Zlatan Ibrahimovic and matching them to the TOPSTAR model. 

Thus, the categories and the key words are the following: 

A. Team – the team(s) that a player plays for or has played for; the associations a player has 

with a particular team; the profile, reputation and success of the team.  

All the units that concern teams where Zlatan has played, especially his current team 

PSG, its performance, games, changes, new players, position of PSG in the league such 

as Ligue 1.  

Key words: PSG (Paris Saint-Germain), Swedish national team, Malmö FF (MFF), Ajax, 

Juventus, Juve, InterMilan, Milan, Barcelona 

B. Off-field (private) – where the player lives; who the player socialises with and where; 

who the player is married to or is dating; the type of house the player lives in, the car they 

drive.  

Units concerning Zlatan’s private relationships, dates, family, friends, his free time, 

vacations, parties, ceremonies 

Key words: date, girlfriend, family, friends, relationship, vacation, house, car 

C. Success – the player’s on-field record; the number of trophies, medals and prizes the 

player has won; the winning teams and games in which the player has been involved.   

For this category, I am interested in personal achievements of Zlatan as a football player 

and his individual success on the field within his team. Thus, concerning prizes, awards, 

medals, cups, trophies that Zlatan has won. In addition, for this category it is attempted to 

count units concerning goals scored by Zlatan in particular games. As the word “goal” 

might be used in different context I take into account the units where this word describe 

goals scored by Zlatan in particular matches and the unit focuses on it.  

Key words: prize, awards, trophy, goal. 
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D. Physical characteristics, mentality and values – the facial appearance and physique of the 

player; other distinguishing features such as hairstyle, tattoos etc.; the way a players 

thinks and the views they hold 

Posts that reflect Zlatan’s life values, approaches to work, people, achieving goals etc. 

These key words were identified after preliminary investigation of Zlatan’s accounts  

Key words: pressure, work hard, fear, risk, confident, injury 

E. Brand collaboration – posts about campaigns and collaboration between Zlatan and 

commercial brands during the selected time period in the sample.  

Key words: Volvo, Nike, Xbox, Elle  

Chosen units of the study are analysed in order to understand to what degree the variables, 

inferred from the model, are reflected.  

The software AntConc allows me to count frequencies of the key words presented above for 

each category. From the screenshot it is possible to see how the software operates. Here I intend 

to figure out how many times key word “Nike”, belonging to the category Brand collaboration, is 

repeated in the selected sample (time period) on the official Facebook page of Zlatan 

Ibrahimovic.  Results for each key word is recorded in Excel tables (chapter 9. Appendices). The 

frequencies are also checked manually and counted in order to reassure that the key words are 

recorded in the appropriate way and hence, the application of the software provides right number 

of units of analysis.  

 
Figure 5. Application of software AntCont for content analysis  
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The objective of the procedure is to understand which categories dominate in the representation 

of Zlatan’s brand online. In case I find a post that contains several keywords of the same 

category, I count it as one unit. For example, this post was puslished on Facebook on May 25, 

2014 about the review on his autobiographical book: 

Daring, flashy, innovative, volatile—no matter what they call him, Zlatan Ibrahimovic is one 

of soccer’s brightest stars. A top-scoring striker with Paris Saint-Germain and captain of the 

Swedish national team, he has dominated the world’s most storied teams, including Juventus, 

Inter Milan.9 

Here one can see key words that belong to the category “Team” such as “Juventus”, “Swedish 

national team” and “Inter Milan”. Therefore, I count it as one unit of analysis that can be referred 

to the category ‘Team’.   

Moreover, I take into account usage of key words and control if they deal with the persona of 

Zlatan Ibrahimovic in the posts.  To illustrate this statement, I can use a post, published on 

Twitter, on March 6, 2014, as an example: 

Hey  @MATUIDIBlaise                         I saw your goal last night. Magnifique. You must have been watching 

Zlatan in training10.  

Here one can see the key word “goal” that belongs to the category “Success”. The word is not 

used in relation to Zlatan, but to the other football player. Therefore, I cannot include this post as 

a unit of analysis. 

 
5.4.2 Semiotic analysis: application  
As mentioned before, semiotic analysis is chosen as a useful technique to investigate the 

connection between the personal brand of Zlatan Ibrahimovic and the nation brand of Sweden in 

digital media. With the tools of semiotics I am going to study two advertising campaigns with 

participation of Zlatan Ibrahimovic that are spread in social media and have become popular 

among general public. One of the campaigns is advertising campaign XC70 by Volvo with 

participation of Zlatan and Max Martin released in January 2014. The second campaign selected 

for investigation is “805 million names”, a collaboration of Zlatan and World Food Programme, 

which is a part of The United Nations system and was launched on February 14, 2015.  The 

choice of these campaigns is explained in the Background chapter. 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
9	  Update on Facebook. Available at 
https://www.facebook.com/l.php?u=http%3A%2F%2Fwww.randomhouse.com%2Fbook%2F241798%2Fi-am-
zlatan-by-zlatan-ibrahimovic%2F9780812986921&h=MAQETESUE&s=1 
10	  Update on Twitter. Available at https://twitter.com/ibra_official/status/441561819392798720 
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The sample for the semiotic analysis can be defined as campaign videos on the official 

YouTube channels of Volvo and WFP and all the posts on the digital media platforms such as 

Zlatan Unplugged, Facebook, Twitter and Instagram that contain content about the chosen 

campaigns.  

Semiotic analysis is conducted separately for both campaigns. Moreover, for each of the 

campaigns application of the method is divided into several parts. The first step deals with 

analysis of relative videos as central elements of the campaigns. In order to provide an effective 

study of the I break down the video into shots and hence, they are represented as images 

(signifiers). The second stage includes an analysis of the posts in the format of images with 

captions from Zlatan Unplugged and social media channels.  

While splitting the videos into shots, I attempt to identify existing paradigms in the 

campaigns.  Assessing paradigm set leads to the next consequent step, a syntagmatic analysis. As 

Chandler (1994, 56) states, syntagms are created by linking of signifiers from paradigm sets, and 

hence, syntagms are often defined as 'sequential' relations. At this stage I look at the way 

paradigmatic sets are connected in the videos.  

During the analytical process I describe the images and thus examine them on the basic 

denotative level. Then I make suggestions about their possible meaning, attempting to find links 

to deeper concepts and cultural codes and thus, look at the images on the connotative level. It is 

important to notice that meanings are determined by the place, time and purpose of 

communication (Toynbee and Hesmondhalgh, 2006).  

Differences between the three orders of signification are not clear-cut, but for descriptive and 

analytic purposes some theorists distinguish them along the following lines. The first 

(denotative) order (or level) of signification is seen as primarily representational and relatively 

self-contained. The second (connotative) order of signification reflects 'expressive' values which 

are attached to a sign. In the third (mythological or ideological) order of signification the sign 

reflects major culturally-variable concepts underpinning a particular worldview - such as 

masculinity, femininity, freedom, individualism, objectivism, Englishness and so on (Chandler 

1994, 95).  

At the last stage of the semiotic analysis, I explore the signs while taking into account the 

concept of myth. The concept of the myth is applied in relation to narration, general syntagm 

throughout the video. Hence, the semiotic analysis is intended to examine if the campaigns 

featuring Zlatan’s personal brand reflect the myths used for construction of brand identity of 

Sweden online.   

 A similar procedure is applied in the analysis of the posts in digital media. I start with 

describing images in the posts on the denotative level and then investigate their possible 



	   48	  

connotation. The captions of the images allow to study the posts on the mythic level as the 

syntagmatic relations between the elements of the images become more clear and visible with 

the help of the caption. Moreover, in some cases I study syntagmatic relations in the texts which 

also helps to find out how myth is activated. 

The advertising campaign Volvo XC70 has become a popular commercial and has drawn high 

attention of the public due to the participation of Zlatan Ibrahimovic as a renowned Swedish 

football player and Max Martin, a giant in the music industry. The cooperation between the three 

Swedish icons (Volvo, Zlatan and Max Martin) is based on a shared will to highlight Sweden’s 

nature and people (Volvo Cars Sweden. 2014. Press release).  

“Sweden means a lot to Volvo. With this campaign we want to celebrate Sweden and its spirit 

that is the reason why we are able to lead in areas like safety, design and environment. And we 

are extremely proud to do this together with Zlatan and Max Martin”, said Åsa Borg, Marketing 

Director at Volvo Cars Sweden and coordinator for the campaign (ibid.). The campaign that 

brings together Volvo Cars, Zlatan and Max Martin was inspired by the earlier Volvo 

Cars/Swedish House Mafia cooperation. But this time the film for the campaign has been shot in 

the northern part of Sweden, together with Zlatan, his wife and their two sons (ibid.).  

 Deep notion and relation to the nation brand of Sweden might be expressed in the following 

comment by Åsa Borg, marketing Director at Volvo Cars Sweden and coordinator for the 

campaign  “Volvo, Zlatan and Max Martin are all part of a modern global society. But we all 

find our inspiration, peace at mind and recharge our batteries in Sweden. That’s why we have 

created this celebration to Sweden’s nature and people” (ibid.)  

The official campaign video was posted on the channel of Volvo Cars on YouTube (Volvo 

Cars Sweden). It is important to notice that the video of the campaign is primarily focused to 

reach the audience online, not by traditional media such as TV. Recently, Volvo has announced 

their shift towards digital media campaigns (thedrum.com 2015).  

 Sample  

1. Official video of the campaign “Volvo XC70 feat. Zlatan - Made by Sweden” 

2.  posted on the official YouTube channel of Volvo Cars Sweden 

https://www.youtube.com/watch?v=cbvdzQ7uVPc 

3. 2 posts published on the pages of Zlatan Ibrahimovic in social media (image + caption) 

Zlatan Unplugged, Facebook, Twitter, Instagram 

“805 million names” campaign was launched in the collaboration with World Food Programme 

and was released on February 14, 2015, when Zlatan’s team, the PSG football club played 

against Caen at Parc des Princes.  During the game Zlatan took off his shirt and revealed to the 

public 50 names tattooed on his body - names of people he had never met, but who were very 
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special to him. These were 50 names of the 805 million people suffering from hunger today. The 

aim of the campaign is to draw attention of media and the public to the problem and activities of 

World Food Programme (further referred to as WFP) who aim to solve it by feeding 805 million 

people in roughly 75 countries.   

This campaign has clearly contributed to the brand of Zlatan Ibrahimovic and also PSG. The 

chairman and CEO of the club and President of the PSG foundation Nasser Al-Khelaïfi stated: 

“We are building a great football team and we wish that the values of solidarity and help that are 

foundations of our team are also shared towards people in greater needs. ‘Dream bigger’ is 

PSG’s motto and so we have decided to support our football player Ibrahimović and WFP in this 

innovative campaign to raise global awareness on the fight against hunger” (World Food 

Programme 2015. Press release).  

Sample: 
 
1. Official video of the campaign, posted on the official YouTube channel of WFP. 

https://www.youtube.com/watch?v=wDJjcL9Ya4c 

2. 7 posts on digital media platforms Facebook, Twitter, Instagram and Zlatan Unplugged 

(format Image+caption) concerning the campaign. 

 

5.5 Analytical model 

The application of quantitative content technique, operationalization of the transformed 

TOPSTAR model and the use of personal branding theory should provide a ground for pointing 

out the main characteristics and attributes of the personal sports brand represented in digital 

media. Hence, examination of the first research question should lead to acquiring of knowledge 

about the personal brand representation in digital media. This knowledge is useful to explore the 

second research question that deals with a broader perspective on the personal brand and its 

specific relation to the nation brand of a country. Investigation of the second research question is 

based on the semiotic analysis that should help to identify the connection between the personal 

sports and the nation brand. Nevertheless, the inferences made from the first part of the research 

are also applied to fully answer the second question. Hence, I should be able to get a full picture 

of the personal sports brand representation online, its positioning and functioning on the cultural 

level and its role in the nation branding of Sweden.  

  

5.6 Methodological reflection 
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The combination of mixed methods is considered to be the most appropriate model to achieve 

the aim of the study and find answers on the research questions.  

Application of quantitative content analysis provides more reliability and replicability of the 

research. One of the most difficult parts of structuring research design was to comprehend how 

to apply the rules of this technique to the content and objects of the study. Categorization task 

and identification of appropriate key words was a complicated stage of research design 

construction. Similar difficulties appeared while I was working on qualification table for the 

qualitative evalution of the findings from quantitative analysis. The criteria were supposed to be 

clear in order to provide reliable analysis.  

The research procedures do not strive to reach absolute objectivity. Semiotics is rather 

subjective method but it was argued to be appropriate for the study. Nevertheless, while 

conducting analysis on the images, I refer to existing concepts about images in advertising and 

their meanings, suggested by the researchers and described in the theoretical chapter, in order to 

сonfirm my assumptions about connotations.  

 

5.7 Validity and reliability  

Scholars (Bryman 2001, Deacon 2007) argue that validity and reliability are essential criteria for 

a research study.  Bryman connects validity with  “the integrity of conclusions derived from 

research” (Bryman 2001, 30).  The concept of validity deals with internal and external validity.  

Internal validity implies understanding if the study really investigates the proposed research 

question (Wimmer and Dominick 2013). Selected methods and structured research design make 

it possible to achieve the aim of the study and give appropriate answers on the research 

questions. Moreover, the choice of each method for the investigation and the analytical model 

are explained above in detail. Therefore, clear understanding of the research techniques and their 

use in finding answers on the research questions is supposed to put integral validity on high 

level.  

External validity concerns the issue if the results of the study can be generalized to other 

situations (Wimmer and Dominick 2013).  Due to limitations of the thesis and focus on 

conducting a case study, the study can be considered to have low external validity.  

Reliability is claimed as a measure of the extent to which research and research procedures 

are replicable and consistent over time and across different researchers (Hansen and Machin 

2013, 293). The usage of quantitative techniques on the first stage of analysis increases the 

reliability and replicability of the study. Therefore, if other researchers use the same model of 

applying the method, they are supposed to come up with similar findings. However, although the 
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key words for the study were selected after a brief overview of the content, different scholars 

might find other key words more appropriate for predetermined categories while conducting a 

content analysis. The same statement can be made for criterias of “negative”, “positive” and 

“neutral” when it comes to qualify the usage of a certain key word. Moreover, semiotics is 

claimed to be a quite subjective method (Stokes 2003) and hence, does not provide replicability.   
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6. Findings and analysis of results  

 6.1 Quantitative content analysis: findings 

Application of a quantitative technique allowed to point out the differences in content elements 

on the chosen digital platforms. From the beginning of the analysis, it was obvious that the 

number of posts varies on the platforms. The main platform for representation of the personal 

sports brand of the football player is Zlatan Unplugged. It is updated more often than the others 

and provides detailed information about on-field performance of Zlatan Ibrahimovic. 

Nevertheless, quantitative content analysis shows that the focus of the content is coverage and 

discussion of the games. Thus, Team and Success are the most frequent categories on the 

platform Zlatan Unplugged, which differs it from the usage of Facebook, Twitter, Instagram and 

its content representation. Moreover, the specific feature of the posts on Zlatan Unplugged is 

dominance of the interview format, which helps to uncover different aspects of Zlatan’s 

performance, allows to learn Zlatan’s opinion about upcoming games and past matches and his 

views on new players in the team.  

Another finding concerns the units of the category Brand Collaboration and its prevalence on 

Twitter and Instagram for the chosen sample.  

Analysis of Facebook shows quite even spread of the categories Team (frequency = 11) and 

Brand Collaboration (frequency = 14) with still a small dominance of the last category. 

As for the category Off-field that was aimed to uncover private life of the sportsmen, on all 

ths chosen digital platforms it shows low frequency.  

To sum up the findings, content distribution in the selected sample can be described by the 

following outline: 

Category and their values: 

Team = 1 

Off-field= 2 

Success= 3 

Physical characteristics, mentality, values = 4 

Brand collaboration = 5 
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Zlatan Unplugged Category 
 1 2 3 4 5 
Number of Units 1 41 1 25 8 2 
Number of Units 2 13 1 9 1 5 
Facebook  
Number of units 16 2 3 5 14 
Twitter  
Number of units 11 2 1 11 25 
Instagram  
Number of units 4 2 2 5 23 
Sum  85 8 43 34 74 

Table 4. Quantitative content analysis: results 
  

Quantitative content analysis presented above shows differences in distribution of content 

categories on various digital platforms. The frequency of categories varies depending on 

different digital channels of the football player.  

The objective of this qualification task is to give qualitative evaluation of the findings. 

Through the quantitative analysis I also identified the most popular key words in the categories. 

The categories 2 and 4 show lower frequencies (Table 5) comparing to the others and can be 

considered as less significant for represenation of the personal brand online. Thus, they are not 

included in this stage of the analysis. In order to examine the most frequent keywords in the 

popular categories more thouroughly, the key words are analysed through the following 

classification: negative, positive and neutral.  

The most frequent categories and key words for analysis are the following: 

1. Category 1, Team (key word: PSG), 85 units, dominates on Zlatan Unplugged (54 units) 

2. Category 3, Success (key word: goal), 43 units, dominates on Zlatan Unplugged (34 units) 

3. Category 5, Brand collaboration (key words: Volvo, Nike), 74 units, dominates on  

Facebook (14), Twitter (25), Instagram (23). 

For various key words it is useful to identify clear characteristics of the variables “negative”,  

“positive” and “neutral”. 
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 Variable 
Category 
and key 
word 

Negative Positive Neutral 

Team  
Key word: 
PSG 

• Post concern fail, 
losses, defeat of PSG 

• Weaknesses of the 
team, bad condition 
of team members 
(physical) 

• Pessimistic 
predictions about 
upcoming games 

• Changes in team 
management or 
members that lead to 
negative 
consequences 

• Post concern victory, 
success of the team 

• Optimistic comments 
about upcoming games 

• Development and 
progress of the team 

• Leading positions in 
the league 

• Described as strong, 
striving for victory  

• Informing about 
certain game, 
changes in team etc. 

• Announcement, info 
about upcoming  
game  

• No particular 
emotion evaluation 
of the match or 
unambiguous 
prediction 

Success 
Key word: 
goal 

• Zlatan’s mistakes in 
the match 

• Zlatan didn’t get 
particular prize/award 
for number of scores 

• Zlatan didn’t score in 
particular game 

• Zlatan is compared to 
someone who is more 
successful 

• Zlatan scored but the 
game was still bad 

• Zlatan's goals help the 
team to win 

• Zlatan reaches his 
maximum number of 
score  

• Zlatan is one of the most 
successful leading 
football player in Europe 

• Usage of expressive 
adjectives such as 
”great”, ”fantastic”, 
”overwhelming” 

 

• Informing about 
certain event, result 
of Zlatan's 
performance (goal 
scored by Zlatan is 
expressed in 
informative way for 
the audience, 
without any 
expressive 
adjectives etc. 

 

Brand 
collaboration 
Key word: 
Volvo, Nike  

• Negative comments 
about collaboration 

• Scandals 
• Comments about 

problems, issues, 
misunderstanding 
during collaborations 

• Critique towards these 
brands 

• Excited; happy; glad 
about collaboration 

• Positive opinion about 
brands he worked with 

 

• Informing the 
audience about 
collaboration, 
campaign 

 

Table 5. Qualification table for qualitative analysis 
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The texts that contain the most frequent key words are analysed with the help of the qualification 

table. Using this technique helps to understand if they are presented in more positive/negative/ 

neutral posts.  

  

6.1.1 Category 1 ”Team”, key word ”PSG” 
The most dominating key word ”PSG” in the category Team is presented on the digital media 

platforms primarily in positive or neutral contexts. Chadwick and Burton (2008, 5) claim that the 

reputation and success of a player’s team is actually very important to their brands: globally 

recognisable, highly appealing - successful player brands need to play for teams that are 

consistent with a player’s positioning and image. This could be considered as an explanation of 

why representating the team that Zlatan plays for, especially in a positive manner, is crucial for 

his personal brand.  

Patterns of interviews in the posts that are studied as separate units of analysis are appropriate 

to discuss in detail.  As mentioned above, this type of format is used only on the platform Zlatan 

Unplugged.  

In many cases positive comment about PSG is expressed by the interviewer and not by Zlatan 

himself. Key word ”PSG” is used in the discussions about new players in the team. The 

interviewer asks Zlatan’s opinions about them and their impact on PSG’s performance, such as 

the following: 

How important is Motta to PSG? 

Zlatan: I’m happy for him and aboupt the new contract. And he is very important for the team 

– he controls our midfield.11 

Moreover, positive and neutral sentences deal with predictions about upcoming games and 

Zlatan’s view on them. Some units that are considered to be neutral contain expressions 

indicating uncertainty of the football player about future matches. The following should help to 

illustrate the statement above: 

Do you still consider Monaco a serious contender for the league title or is it clear sailing to 

yet another championship for PSG now? 

Zlatan: We’ll have to see what happens, there are still a lot of games ahead.12 

On the other digital media platforms – social media – Facebook, Twitter, Instagram – the 

usage of the key word ”PSG” in most of the cases is considered to be neutral. The units (posts) 

are informative and short and their objective is probably to make the public aware about new 

matches of PSG, such as the following example:  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
11	  Update on Zlatan Unplugged. Published on 22 February 2014 
12	  Update on Zlatan Unplugged. Published on 3 March 2014 
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Zlatan and  @PSG_inside                 face Nantes tonight. This is the last step on the way to the League 

Cup Finals                13     

The negative expression of “PSG” was found only in a couple of units on the application Zlatan 

Unplugged, in which the interviewer pointed on the loss or fail of PSG in a game. Although in 

such cases Zlatan responded in a way to show the situation in more positive light: 

You started on the bench today, which was clearly planned. When - following heavy pressure 

and ample chances - PSG failed to score, you came onto the pitch after 66 minutes. How difficult 

were those 66 minutes on the bench? 

Zlatan: It was entirely okay, considering that we played well.14 

 
 

6.1.2 Category 3 “Success”, key word “Goal” 
 
The category 3, Success and the dominating key word Goal has its high frequency on the digital 

platform Zlatan Unplugged. In the patterns of interviews that were defined as units of analysis 

positive information about Zlatan's achievements is mostly presented by the interviewer and his 

comments. Chadwick and Burton (2008, 6) explain that a successful player in a successful team 

would appear to be the optimum state for a successful brand to flourish. Even so, a high scoring 

striker in a less successful team, for example, will also have brand potential. At game level 

therefore, individual performances, the number of goals scored and so on will be important.  

Zlatan's responses are quite short and lacking emotional expression. Therefore, Zlatan’s 

achievements and goals are represented not just by his own words that could characterize him as 

a boaster, for example, but by the words of an unknown person, an interviewer. Still, according 

to Chadwick and Burton (2008), the achievement of player awards is an important signal to 

consumers of the success and quality of a player brand.  

In a few cases the key word is used in the negative context. For example, when Zlatan is not 

satisfied with his performance even though he scored a goal or more:  

1. After a single goal win against Nice, you’re taking three points home with you to Paris. 

What did you think of the match? 

Zlatan: It was not a good game, but we got three points and that’s what’s most important.15  

2. You were involved in the goal by hitting a header forward to Edinson Cavani. Are you 

satisfied with your performance? 

Zlatan: I didn’t perform at the level that I know that I can achieve16. 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
13	  Update on Twitter. Available at https://twitter.com/ibra_official/status/430747583556759552 
14	  Update on Zlatan Unplugged. Published on 22 January 2014	  
15	  Update on Zlatan Unplugged. Published 22 March 2014 
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6.1.3 Category 5 “Brand collaboration”, key words “Nike” and “Volvo”  

 
This category is presented with high frequence on Facebook, Twitter and Instagram. Even 

though Zlatan Unplugged is considered to be primary digital media platform about Zlatan 

Ibrahimovic, brand collaboration is slightly covered there.  

The Volvo campaign is either expressed in positive or neutral ways. Posts concerning 

collaboration with Volvo XC70 also focus on Sweden, its nature and Zlatan’s attitude “I love the 

Swedish wilderness”17. It can also be noticed that the content about collaboration with Volvo is 

the same on the platforms Facebook, Twitter and Instagram.  

Collaboration with Nike is another interesting campaign that can be primarily observed on 

Twitter.  In the framework of the collaboration the public get the chance to ask Zlatan their 

questions with the help of hashtag #DaretoZlatan. Moreover, twits in the framework of 

@nikefootball deal with Zlatan’s personality. Therefore, the usage of relative hashtags on 

Twitter and links to Nike show the fact of collaboration but the content of posts indicates on 

Zlatan’s personal features and style of playing.  

 It is important to notice that personality of Zlatan is uncovered in the frame of brand 

collaboration. This is why in the quantitative content analysis these units were not referred to the 

category “Physical characteristics, mentality and values”. Here are some of the examples of twits 

in the context of collaboration with Nike that emphasize Zlatan’s individual characteristics: 

1. Never play it safe, every ball is a chance. #DaretoZlatan with @NikeFootball18 

2. Zlatan doesn't believe in luck, but he does perform magic. #DareToZlatan with 

@NikeFootball19 

3. If you can think of it, you can do it. Trust your instincts. #DareToZlatan with @Nike 

Football20 

4. Take risks and surprise your opponents. Once you've done that, send them one of these. 

#DareToZlatan   21 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
16	  Update on Zlatan Unplugged. Published 28 March 2014	  
17	  Update on Facebook. Available at https://www.facebook.com/ZlatanIbrahimovic?fref=ts 
18	  Update on Twitter. Available at https://twitter.com/ibra_official/status/434039838405586944 
19	  Update on Twitter. Available at https://twitter.com/ibra_official/status/430825002091282432 
20 Update on Twitter. Available at https://twitter.com/ibra_official/status/429559271907287040 
21 Update on Twitter. Available at https://twitter.com/ibra_official/status/443039892906319872 
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Chadwick and Burton  (2008) take into consideration values of the football player such as the 

way that a player approaches the games in which he is involved. They argue that it should also 

be intended to include the personal values of the sportsman, allied to his views on family, 

poverty, crime, the environment into personal brand positioning. The updates above show the 

values of Zlatan Ibrahimovic, his attitudes to opponents and the way he deals with them. Clearly, 

for the public the football player is presented as a self-confident and ambitious person. 	  

 

6.2 Semiotic analysis: Volvo XC70 

6.2.1 Video 

The description of any semiotic system involves specifying both the membership of all of the 

relevant paradigmatic sets and also the possible combinations of one set with another in well-

formed syntagms (Chandler 1994). As described in the methodological chapter, a paradigm is a 

set of associated signifiers or signifieds which are all members of some defining category, but in 

which each is significantly different (ibid. 55). According Kuhn (1962), a paradigm is a set of 

associated signifiers or signifieds (signs) that are in some way associated with one another or are 

members of the same overarching category. Attentive viewing of the video pointed out the main 

content paradigms that constitute the narrative in the video: “Environment”, “Human”, “Car”, 

Identification of the paradigms was fulfilled by comparing and contrasting each of the signifiers 

present in the video with absent signifiers which in similar circumstances might have been 

chosen, and considering the significance of the choices made.  

Paradigm  

Environment Natural/Social/Professional 

Person in focus Zlatan Ibrahimovic 

Car Volvo 
Table 6. Paradigms (Volvo XC70 campaign) 
 
In the analysis I focus on the syntagmatic relations between the paradigms in order to understand 

the meaning of the shots in the video. Moreover, after drawing conclusions about connotations in 

the video’s images, I examine how this video reflects the myths that lie in the core of the 

Swedish nation brand identity are presented in the theoretical chapter. 

 

6.2.2 Paradigm “Environment”: Natural 

Several shots in the video represent the wild nature of Sweden, without human intervention.  

Nature belongs to the paradigm “Environment”. However, it was possible to identify several 

shots in the video that focus on the nature without interactions with the signifiers of the other 
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paradigms. Syntagmatic relations in this case emerge through the sequences of the video shots, 

but not in the shots (images) themselves.  

Nature is a primary referent of the culture. It is the raw material (Williamson 1978, 103) 

within a signifying system, which transforms the meanings of objects and through which “a 

social order is communicated, reproduced, experiences and explored” (Williams 1982, 13 in 

Meister, 1997, 227 and Conley 2009, 65).   

Man’s relationship with nature is inevitably a dialectic one: it gives him his existence, and yet he 

must work on it and struggle with it to survive (Williamson 1978, 124). The open space itself is 

used to connote freedom from physical restriction. Through articulation and adaptation of 

established cultural codes and understandings, advertising communicates appropriate ways of 

consuming nature and environment (Hansen 2002). Hansen (2002) describes the way that 

advertisements draw on a rather predictable repertoire of depictions of nature. He claims that 

nature is used to connote a number of themes such as freedom, the authentic, nature as a 

challenge (manhood/sport/endurance), nature as intrinsically good (healthy, fresh).  

Picture 1. A rock and a lake 
 
At the denotative level, picture 1 depicts a rocky mountain covered by snow and a bank of the 

lake. This pattern might be taken from the opposite bank.  
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Picture 2. Northern lake 
 
On picture 2, the viewer can see big white spots on the black background. The white spots are 

snow and ice in the lake that can be seen later in the video.  

 
Picture 3. Road 
 
The image denotates a road cleared just in the middle of the forest. The road is straight and one 

can also notice a tiny spot on the road that is hard to recognize as the shot was taken from flight 

height. Although, later in the video, the viewer can see that this is a Volvo car driving up to the 

north. On the connotative level this pattern might associate with the power of the nature and tiny 

place of humanity in it. As mentioned above, one of the frequent depictions of nature in 

advertising is “nature as a challenge (manhood/sport/endurance)” (Hansen 2002 in Conley 2009, 

65). Therefore, on the connotative level, it is possible to assume that cold Swedish landscapes 

and snowy roads create an obstacle for a person and challenge the technological capacities of the 

Volvo car.   
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Picture 4.  Winter landscape 
 
Picture 5 depicts mountains, a lake covered by ice and an endless forest. Saturated shades of gray 

are prevailing on the picture, which creates an overall cool atmosphere of the pattern.   

All the chosen pictures of the natural environment are taken from a panorama perspective. 

Swedish nature is depicted in cold colors of white, gray and different shades of blue. The images 

1, 3 and 4 seem to be taken from flight altitude. These shots could be seen as representation of 

the northern severe climate, wilderness, cold winters and, at the same time beautiful and unique 

nature that is rich of different types of landscapes. At the connotative level, the images associate 

with challenges for a human, danger, mystery and severity. In order to find and understand the 

connotations of the nature in relation to the car, I investigate the syntagm consisted of signifiers 

from two paradigms “Environment” and “Car”.  

 

6.2.3 Syntagm #1 Environment (Nature) and Car (Volvo) 

There are certain scenes in the video that represent the Volvo car driving in the nature on the 

snowy roads. The presence of both the Volvo automobile and wild nature distinguishes the 

scenes from the others. Driving has long been an activity that allows people to leave the city and 

suburbs in order to venture out to the wilderness or countryside (Conley 2009, 65). Paradigm #1 

includes images of Swedish nature, emphasizing its wildness and cold beauty. Syntagm #1 unites 

the paradigms “Environment” and “Car” by showing the Volvo car driving on the rocky 

dangerous roads.  

By placing products in the nature, advertisers endow them with qualities of “the natural” 

(Williamson 1978) not only in the sense of belonging to the natural world, but also of possessing 

its intrinsic attributes. According to the researchers (Conley 2009, Hansen 2002, Williamson 

1978) advertisers cast nature in a number of ways: as a vulnerable and fragile environment that 

should be protected and safeguarded; as a pristine, unspoiled paradise; as an in-between place or 
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obstacle to be overcome on the way to a final destination; as a place of freedom and rugged 

individualism where one can challenge oneself, test one’s mettle and prove one’s valour; as a 

place to be improved, shaped or controlled, particularly through technological means; and, 

finally, as a dangerous, hostile, and unpredictable enemy to be conquered (Hansen 2002, 

Williamson 1978).   

Picture 5. A Volvo car: back perspective 
 

Picture 6. A Volvo car: far perspective 
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Picture 7. A Volvo car: front perspective 
 

Picture 8. Driving a Volvo car 
 

While analyzing the shots of the nature from the paradigm “Environment”, I assume that the 

nature connotates a challenge and an obstacle. In the syntagm analyzed above it is visible that the 

nature makes driving difficult for a Volvo car. At the denotative level a viewer sees a Volvo car 

driving on the slippery roads covered by snow and surrounded by the rocky, mountainous and 

unpopulated landscape. On the pictures 5 and 8 a viewer can see snow, rising from under the 

wheels, which indicates that the car is moving on the high speed.  

At the connotative level, the nature in the ad is a place to test a driver, to prove for a driver 

that the nature can be conquered. As mentioned above, the viewer can notice the high speed at 

which the car is driving on the icy roads. The speed might contain a message of confidence in the 

technological capacity of Volvo to drive fast and safe at the same time.   

In addition, on the website of the agency Forsman & Bodenfors who created the commercial 

campaign, I could find an image for ad print version and confirmation about the connotation of 

the nature in the video: 
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Picture 9. Print material of the Volvo campaign www.fb.se 
 
The semiotic analysis of the image above is presented further in this chapter as the picture was 

actively used on the social media platforms and the mobile application. Hence, here I am 

interested in the textual part of the image: “Sweden is a land of contrasts. Steep mountains, dense 

forests, long distances, snow, sun, darkness, ice and rain. All this is home for Volvo XC70. A car 

built entirely for our conditions”. The word “home” here might link to the idea that Volvo XC70 

is a car of such a high quality and capacity that even the severe natural environment becomes 

familiar and close to it. In general, this text fully confirms the hypothesis about connotations 

from the analysis of the paradigm that the nature is associated with a challenge for oneself and 

especially, for the capacity of Volvo.  

  
6.2.4 Syntagm # 2 Person (Zlatan Ibrahimovic) and Environment (Social) 

The syntagm includes video patterns depicting Zlatan Ibrahimovic as a focus person and the 

social environment presented by his family. Throughout the video one can observe several 

scenes where Zlatan Ibrahimovic spends time with his wife and children.  

According to Kilbourne (1999), advertising often sells a great deal more than products. It sells 

values, images and concepts of love and sexuality, romance, success, and, perhaps, most 

importantly, normalcy.  

Picture 10. A blonde woman 
 

Link to the image: 
http://www.fb.se/m/i/d3/cd/74240e998553e
0080f7705785d24819eab55_700x448.jpg 
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At the denotative level the picture above portrays a woman man, Zlatan’s wife, who is looking 

through the window.  The woman is blonde and attractive, which might connote to the well-

known stereotype about beautiful Swedish women with light hair. The woman is looking through 

the window, as seen on the picture, but even more in the video. By looking at syntagmatic 

relations between the shots throughout the video it is possible to suggest that she is waiting for 

her husband at home and worrying about him as night is approaching and Swedish nature is 

shown as dangerous (Nature from the paradigm ”Environment” and the syntagm #2).  
 

Picture 11. Zlatan and his wife 
 
The image 11 denotates a smiling Zlatan and his wife. Zlatan is kissing his wife’s cheek, putting 

his and looking at her with tenderness. The color palette consists of white and brown at the 

denotative level, but a possible meaning of colors, at the connotative level, is creating of an 

overall warm atmosphere of the image, as brown connotates reliability, warmth and relaxation. 

At the connotative level, picture 11 might signify intimacy and close relationships full of love 

and happiness.  

Picture 12. Zlatan and his son 
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At the denotative level one can see a man (Zlatan) hugging with his son. The picture is full of 

muted colors, mostly different shades of brown, which creates a cozy spirit of the image. At the 

connotative level, the picture shows warmness between father and son. Moreover, on the 

connotative level, the signified of the image might be interpreted as a portrait of a father who has 

just come home and a son who is glad to see him again.  

The sequential relations in the video indicate that the persons depicted on the picture are 

relatives – father and son – even though one can see obvious differences in types of appearances. 

The child’s image is associated with stereotypical “Scandinavian” appearance: blonde hair and 

light skin. At the same time Zlatan carries East European background and does not have any 

exterior features that fits to the image of typical Scandinavian. On the connotative level this 

signifier activates the idea about the insignificant role of race and and the importance of human 

relationships, family values, closure between generations, communication between generations 

and love between parents and their children.  

 

 
    Picture 13. Zlatan playing with his children 
 
At the denotative level this picture portrays children playing and laughing in the room full of 

sunlight.  One can see hands lifting the children and I assume that these are Zlatan’s arms, the 

arms of the children’s father. At the connotative level, the image shows positive relationships in 

the family, as all the members are happy and generations are communicating. Zlatan is 

represented as a good father who pays attention to his kids and is involved in the process of 

upbringing.  

The syntagm can be considered as representation of Zlatan and his family, his relationship 

with his wife and children. Kilbourne claims that to a great extent, it (advertising – author’s 

remark) tells us who we are and who we should be (Kilbourne 1999).  In the case of the Volvo 
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car, it can be suggested that the ad gives us a notion of how a good family should be. Moreover, 

the usage of the image of a happy family can be examined from a more critical perspective as 

advertisers know that many of us, perhaps most of us, feel guilty about not spending enough time 

with out children (Kilbourne 1999, 80). Thus, at the connotative level, the syntagm highlights the 

signification of Zlatan Ibrahimovic not only being a well-known football player, the captain of 

the Swedish national team, but also represents him as a good father and a beloved husband.  

 

6.2.5 Syntagm #3 Environment (Natural), Person (Zlatan Ibrahimovic), Car (Volvo)  
This syntagm in the video concerns the image of Zlatan Ibrahimovic, interacting with the 

Swedish natural environment. One can observe him threading the way through the snowdrifts in 

the forest while hunting after a deer, swimming in the Arctic lake and warming near the fire on 

the bank.  

Picture 14. Pull-ups 
 
At the denotative level, the observer can see Zlatan doing pull-ups. The background of the 

picture is dark and his back and tattoos are in light focus on the foreground. At the connotative 

level, the physical activity depicted on the image might be considered to portray Zlatan’s 

strength and effort. This training might point out Zlatan’s stamina as image with pull-ups is 

repeated in the video several times. But the viewer can also notice that Zlatan is not doing pull-

ups in the gym, but on a wooden beam that look like parts of a fence. It seems like that his work 

out is unusual, even under tough conditions, and his training has certain aim, as it might 

connotate physical preparation for something.  
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Picture 15. Zlatan heading to the lake 
 
This shot denotates several signified combined all together: nature, Zlatan and here, a Volvo car 

from the corresponding paradigm.  Zlatan is on his way to the water to swim in a cold Arctic 

lake. At the connotative level, the signifier represents Zlatan as a strong determined individual 

who dares to swim in the lake of the north in winter. An indication on such energetic and 

resolute behavior and attitudes could be observed in the representation of the personal brand 

online, specifically in the collaboration with Nike Football. In the framework of the campaign 

Zlatan expressed his views and values in social media. In the case of this syntagm in the Volvo 

XC70 video Zlatan is also represented as an energetic and fearless person.  

Picture 16. Zlatan on the hunt 
 
Picture 16 denotates Zlatan in the middle of the dark forest. One can view his attentive, focused 

and concentrated look. The observer can also notice a barrel of the gun that makes the viewer see 

Zlatan as a hunter.  The colors of the picture are quite contrast (black and white) and the picture 

creates a mysterious atmosphere, as it was probably taken in the nighttime.  
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Picture 17. Zlatan next to the fire 

Picture 18. Fire 
 
At the denotative level, the images above depict fire. In the sequences between the paradigms it 

is possible to see Zlatan sitting in front of it, getting warm. The fire on the images 17 and 18 

represents a natural source of warmth. The syntagmatic relations between shots throughout the 

video show that Zlatan prefers to get warmth from the fire instead of staying in the car. This 

might bring up a connotation of the ecological perspective that Sweden stands for.  

Furthermore, the fire can also be a signifed of home and hearth. The sequential relations in the 

video between the syntagm #2 and syntagm #3 unite Zlatan’s thoughtful look at the fire and 

representation of his family. These relations might provoke a thought in the mind of a viewer 

that Zlatan misses his family.  
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Picture 19. A deer 
 
At the denotative level, the image above portrays a deer in the wild natural environment. In the 

front of the picture, the viewer can see some branches, which makes one feel that he/she 

observes the deer while hiding in the bushes. The video is shot from Zlatan’s perspective. In this 

syntagm between the shots in the video, it can be noticed that Zlatan has been hunting for this 

deer for a long time. The deer is an absolute representative of wild Swedish nature and can also 

connote freedom and authenticity, as Hansen (2002) suggests.  

Picture 20. Zlatan with a rifle 
 
Picture 20 denotates Zlatan leveling a rifle. He looks very determined, which makes the viewer 

feel curious and might provoke the question “Would Zlatan kill the deer (see picture 19) or 

not?”. At the connotative level, this picture may represent tension, concentration, firmness and 

purposefulness.  

The content of the syntagm is primarily focused on the interaction between Zlatan and the 

nature with a slight emergence of the Volvo car. At the connotative level he seems to be a 

mediator between nature and technology. He drives a car to challenge icy roads and dark forests, 
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but at the same time he is becoming a part of nature by swimming in the Northern lake, warming 

from fire and running in the forest.   

 

6.2.6 Syntagm #5 Person (Zlatan Ibrahimovic) and Environment (Professional) 

The paradigm can easily be identified, as the signifiers are connected to the topic of football and 

Zlatan on-field. It is interesting to notice that the shots are not just taken from the records of 

games, but from TV screens showing the matches. At the denotative level, the images show 

different moments of the games and might have different connotations. It is also useful to notice 

that these shots are not shown in one initial complete session. Instead, they are broken down and 

presented in different moments of the video, which create interesting syntagmatic relations 

between the paradigms in the video.   

 
Picture 21. Zlatan: concentration on the pitch 
 
At the denotative level, the image above portays Zlatan with a direct look, aiming at something 

specific. In syntagmatic relations of the shots later in the video it becomes clear that Zlatan aims 

at the ball. Possible connotations of the picture are concentration, readiness and determination.  

 
Picture 22. Zlatan: emotional expression on the field 
 
At the denotative level, the image shows Zlatan with a “screaming” facial expression. 

Connotation might imply different emotions such as anger, desperation or even euphoria from 
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just scoring a goal. Later, in the sequences between the images in the paradigm it is shown that 

Zlatan just scored which therefore, connotates with a feeling of triumph from excellent 

performance. This syntagm uncovers the leading attribute of Zlatan Ibrahimovic – “great striker” 

- that, according Montoya et al. (2002), a great personal brand must possess.  

The entire paradigm can be seen a slight reminder of Zlatan’s professional career and 

connotes his qualities and talent as a striker. In the syntagmatic relations this paradigm creates a 

link to another subject, such as Zlatan’s on-field performance and the representation of him as a 

football star.  

 

6.2.7 A modern Viking-like narrative 
By looking at syntagmatic relations between the various shots in the video, it is possible to notice 

a so-called  “Viking-like” story in the video. The shots are placed in a certain syntagmatic chain 

that creates narration of the video. Zlatan is a strong man, a brave hunter who dares to get into 

the wild Swedish nature.  Zlatan is determined to hunt for a deer, he is preparing for it and 

spending nights in the forest while waiting for his victim (a deer). In the video, one sees his 

family members who are waiting for him at home. On the mythic level this represents historical 

background of Sweden and reminds viewers about ones of the most significant elements in 

Swedish historical development – the Vikings.  

Nevertheless, this “Viking-like” narrative from the past is combined with сharacteristics of 

modern Sweden. In the very last moment when Zlatan was about to kill the animal, as a classic 

Viking, who has to feed his family, would have done. However, Zlatan decided not to do it. It 

portrays him as a person who cares about the environment and it differs him from the Viking of 

the ancient times. This corresponds to the representation of the Swedish nation on the webpages 

as the savage people of Sweden have become nice and kind – but not boring.  

 On the mythic level the narrative can be understood as activating Swedish perspective on 

sustainable development and environment. Moreover, in the video Zlatan uses technology – a 

Volvo car that can get him through the roads covered by snow. Furthermore, the car could serve 

him as a place to hide from the cold, even though he choses to get warm from fire, as natural 

source. The syntagmatic relation in the video, combining paradigms of nature and technology, 

reflects Sweden being innovative and progressive country where technology gets along with 

nature.  

 

6.2.8 The concept of speed in the syntagm 

In the track between minute 1.19 and 1.22, one can notice a syntagm of signifiers from different 

paradigms, but still united by certain concept that becomes visual due to the sequency of the 
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images. The syntagm creates a concept of  “speed” as a link between the signifers of different 

paradigms: 

Picture 23. Zlatan running in the forest 
 

Picture 24. A running deer 
 

Picture 25. Zlatan running on the pitch 
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Picture 26. A Volvo car driving in the darkness 
 
These images are shown just during some seconds. The first picture in the syntagm focuses on 

the image of Zlatan, from the paradigm (Person), running in the forest during the hunt. Then, just 

in a moment later, the viewer sees the deer as representative of the natural environment, running 

in the same forest and in the same direction. Next image depicts Zlatan, but this time running on 

the football pitch. The last image in this session is a car, driving fast towards viewer from the 

darkness and lighting the way. The signs consist of the signifiers from different paradigms but 

the images are united in this syntagmatic chain that brings up a new concept. At the connotative 

level this session might be representation of speed as an essence (as this is an advertisement of 

Volvo cars). At the same time, the viewer could feel the connection between the elements: a 

running human as a hunter and a football player, a wild deer (nature) and a car (technology). 

Speed is something that units them. While examining more attentively the sequence of the 

images (Zlatan as a hunter a deer – Zlatan as a football player – a Volvo car), I could assume that 

in the session of the first two images, the viewer could observe the connection between Zlatan 

and the deer as they even run in the same direction and in the same environment. In the next 

sequence of images it is suggested that representation of Zlatan running fast on the pitch 

connects to the image of the Volvo car. At the mythic level, the syntagm represents several 

symbols of Sweden: Viking past (Zlatan as a hunter), a deer as an animal from the North and a 

character of Scandinavian tales, a famous football player and iconic brand of Volvo. By the 

concept of “speed” the syntagm unites and activates several elements that compose the identity 

of the Swedish nation brand.  
 

6.2.9 Swedish national anthem in the campaign 
The usage of Swedish national anthem, rewritten by a Swedish producer Max Martin, as new 

modern version and performed by Zlatan in the Volvo campaign emphasizes the connection to 

the nation branding of Sweden. As Hecker (1984) argues, music is used often in advertising to 
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enrich the key message and may be the single most stimulating component in a commercial 

(Hecker l984 in Morris and Boone 1998). The “message” of the chosen music might indicate that 

the advertising is much more than a regular car commercial. The narrative strengthens the 

meaning behind the syntagmatic relations in the whole video. Moreover, it is Zlatan who 

pronounces the lyrics of the anthem and expresses his personal devotion and love to the 

country.The anthem is performed in Swedish as the campaign was first focused on the Swedish 

audience, but then the video was released with English subtitles so that it could reach public 

world-wide. The lyrics of the anthem are the following: 

You old, you free, you mountained north, 

You silent, you sweet and beautiful, 

 I salute you, fairest land upon Earth, 

Your sun, your sky, your meadows green, 

You throne upon memories of great olden days 

When honoured your names traveled the earth 

I know that you are, 

And you will as you were 

In Sweden is where I want to live and die 

 The national anthem of Sweden as background music broadens the meaning of the 

advertisement and leads to the mythic concept of the Swedish nation brand more clearly. Alpert 

and Alpert (1990) and MacInnis and Park (1991) emphasize that a good fit between the music 

and the advertisement has a strong impact on positive emotional response and attitude to the 

advertisement. The Swedish national anthem fits into the visual part of the campaign and makes 

it clear that this campaign is special: it is celebration of Sweden, its nature, its people and its 

products.  

  

6.2.10 Posts in social media  

 
 
 
 
 
 
 
 
 

Picture 27. Volvo XC70 advertisement 
 
Picture 28 is official advertising material and was used and posted on accounts of Zlatan 

Ibrahimovic online on Zlatan Unplugged, Facebook and Instagram. In addition, it was used as 

Picture in the post on Facebook: 
https://www.facebook.com/ZlatanIbrahimovic/photos/a.461836
000502473.109701.198744036811672/721201647899239/?typ
e=1&theater 
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cover image on the Facebook page of Zlatan. Here it is possible to see signifiers from the three 

paradigms connected in the syntagmatic relations: person (Zlatan), car (Volvo), nature 

(mountaneous winter landscape). At the denotative level, this is Zlatan standing next to the 

Volvo car in the foreground and rocky Swedish landscape in the background. Zlatan is standing 

at the car, leaning on it. Zlatan has quite unusual hands holding: he keeps them on the chest, the 

left hand is located a bit lower and holds the right hand. A similar way of holding hands – 

crossing hands on the chest – has a meaning of aggression, but in this particular case, Zlatan is 

not crossing them. The possible meaning can be that he is protecting himself from cold, but not 

from an enemy, as he seems to be calm and serene.  

The colors of the picture are light, muted and mild. White and light gray are dominating on 

this image: Zlatan’s white jacket, silver gray car, white snow, gray mountains.  In contrast to the 

video of the campaign, where most of the action takes place in the darkness, in the evening and 

in the nighttime, on this picture the observer can see slight gray pink clouds and patterns of light 

blue sky that is more intrinsic for mornings. The color palette of the picture is balanced and 

creates a calm atmosphere. The choice of such mild colors might be explained by the possible 

objective to create connotation of safety for the viewer. In addition, it could be noticed that the 

car fits to the landscape, even merges with mountains. At the connotative level, the idea behind 

might be to show that Volvo is the car that suits to severe Swedish nature and has enough 

capacity to manage obstacles on the dangerous snowy roads. At the mythic level, the signs on the 

picture activates the myth of Sweden being a producer of a high-quality goods and an innovation 

leader.  

 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 28. Thoughtfulness 
 
The image above was published on Facebook, Twitter and Instagram with the following caption:  

“I love the Swedish wilderness. Hiking, hunting, and being close to nature: it is in Sweden I find 

strength and energy. I celebrate Sweden together with Volvo Personbilar Sverige. The final 

result will be revealed January 25th. # MadeBySweden                

	  
Picture in the post on Facebook: 
https://www.facebook.com/ZlatanIbrahimovic/photos/a.2046
93916216684.52995.198744036811672/717254981627239/ 
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Picture 28 is often used as one of the key elements of Volvo campaign presentation. The 

picture portrays Zlatan, but mostly his forehead, nose and shoulders. He is looking down, which 

is why a viewer can not see his eyes. His forehead and nose are in focus, as one could see that 

the background of the picture is slightly blurred.  

The picture is hard to analyze on the connotative level without its background information, 

knowledge about the campaign. Therefore, the picture acquires a meaning only in 

accompaniment with the narrative. Chandler (1994, 34) stated that a narrative is such an 

automatic choice for representing events that it seems unproblematic and 'natural'. The first 

sentence opens the narrative and already carries several pieces of information. “Love”, 

“Swedish” and “wilderness” are united in one sentence. “Love” is usually connected with a 

strong positive feeling, hence the narrative starts with emotional expression. The concept of 

“wilderness” is linked again to the personal perception of Zlatan. The narrative here unites 

several connotations – personal feelings of Zlatan  (love, finding energy and strength) and 

lifestyle (hunting, being close to nature). Then the positive impression of “celebrating Sweden” 

leads to the iconic brand of Sweden – Volvo. The syntagm consists of four sentences and carries 

several concepts at the connotation level – positive emotions, a lifestyle and a technology.  

 

6.3 Semiotic analysis. “805 million names” 

6.3.1 Video 

The campaign video depicts Zlatan preparing to the match against Caen at Parc des Princes on 

February 14, 2015: the crowd on the stages supporting him. During the video one can also see 

tattoo elements – the names – being applied on Zlatan’s body. After scoring a goal, Zlatan took 

off his jersey and revealed 50 tattoos covering his upper body.  

For a deeper analysis, it would be useful to draw attention to the dominant elements and 

patterns of the video. Similar procedure for the analysis of the video – breaking the video into 

shots and dividing them into paradigms – is used for investigation of this campaign. As in the 

analysis of Volvo XC70 campaign, the concept of myth is also examined whilst looking at the 

syntagmatic relations in the video.  

I address to examine the signs in “805 millions of names” campaign and find out if they 

connect the personal sports brand of the football player to the cultural branding of Sweden.  

Paradigm  

People Children/Zlatan Ibrahimovic/Grown-ups 

Tattoos Names 
Table 7. Paradigms (“805 million names” campagn) 
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6.3.2 Paradigm #1 Children 
From the beginning of the video the viewer can see children observing, supporting and greeting 

Zlatan.  

 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 29. A curious boy 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 30. A yelling child 
 

 
 
 
 
 
 
 
 
 
 
 
 

Picture 31. Children greeting Zlatan 
 
 
 
 
 
 
 
 

Time: 0.26 
https://www.youtube.com/watch?v=wDJjcL9Ya4c 

Time: 0.33 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
	  
	  

Time: 0.30 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
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Picture 32. A smiling boy 
 
At the denotative level, the pictures depict children in different situations: screaming, smiling 

and laughing. At the connotative level, each of the images associates with different emotions. 

Picture 30 depicts curiousity or expectation, picture 31 portrays strong emotional expression; on 

the picture 32 the children are very joyful and happy; a smiling boy on the picture 33 looks kind 

but at the same time rather inconfident.  

According to Messaris (1997), the strong feeling of affection that such images bring out in 

most people is almost certainly the result of innate dispositions. As Konrad Lorentz (1970) 

shows in a classic study, humans appear to be genetically designed to experience a nurturing 

tendency in response to certain specific facial features that distinguish the juvenile from the adult 

forms of many species (e.g. relatively higher foreheads, larger eyes, smaller noses, etc.). This 

predictability of people’s responses has made pictures of children a reliable ingredient of 

nonprofit appeals for a variety of causes (e.g. children aid organizations, environmentalism, 

international development, etc.) (Messaris 1997, 41-42). The ideas suggested by Messaris (1997) 

based on the study by Lorentz (1970) gives explanation for the usage of children in the campaign 

of WFP. In addition, the images in the video show children of different nationalities and skin 

colors and depict them without parents. The concept behind it at the mythic level is investigated 

within analysis of the syntagmatic relations between the paradigms further in the chapter.  

 

6.3.3 Paradigm #2 Tattoos 

At the denotative level there are tattoos in form of names, depicted in different fonts and shapes. 

At the connotative level, these are the names of the people suffering from hunger as this signified 

is clearly explained to the audience throughout the campaign.  

Moreover, tattoos might imply the notion of making the unknown name famous via Zlatan’s 

body.  Therefore, his body might be used as a certain mediator between the people suffering 

from hunger and the general public.  Singer (1998, 36) considers sport as a uniquely valued 

cultural practice: “Only sports has the nation, and sometimes the world, watching the same thing 

at the same time, and if you have a message, that’s a potent messenger”. This perspective can 

serve as confirmation of the assumption about Zlatan being a communicator in the campaign:  

Time: 1.09 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
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Picture 33.  Hieroglyphs 
 
 

 
 

 

 
 
 
 
 
 

Picture 34. Lines 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 35. Tattoos on Zlatan’s body 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 36 Zlatan in the shadow 
 

Time: 0.44 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
	  

Time: 0.18 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
	  

Time: 1.05 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
	  
	  

Time: 0.54 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
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In this campaign tattoos – depiction of 50 names of people who are suffering from hunger and 

currently getting aid from World Food Programme – are used as effective instrument to draw 

attention of the public and media to the problem of hunger.  The choice of tattoos as the core 

element of the campaign can be considered as extraordinary and unusual. 
 

6.3.4 Syntagm #2 People (Zlatan) and the narrative  
Several shots of the video depict thoughtful look of Zlatan Ibrahimovic. On the image 37 one can 

see his left side of his face, the other side is in the darkness. On the images 38 and 39, the viewer 

observes Zlatan looking down, speculating about something. The narrative when showing this 

paradigm reveals his thoughts: 

“My name is Zlatan Ibrahimovic 

Wherever I go people recognize me 

Call my name 

Cheer for me 

But there are names no one cheers for” 

The narrative from the syntagmatic perspective helps to understand the paradigm at the 

connotative level as it helps to reveal Zlatan’s thoughts. The first three lines (introduction and 

main body) introduce Zlatan and his personal perception of being famous. The fourth line opens 

new subject about names no one cheers for and no one knows. Hence, the last line in the 

narrative is not completed, but comparing his own status with the situation of other people might 

reflect Zlatan caring about these individuals.  

 

  

 

 

 

 
 
 
 
 

 
Picture 37. An eye 
 
 
 
 
 
 
 
 

Time: 0.10 
https://www.youtube.com/watch?v=wDJjcL9Ya4c 
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Picture 38. Zlatan’s figure in the shadows 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 39 Zlatan looking down 
 
 
 
 
 

 

 

 

 

 

 

Picture 40 Half face 

 
6.3.5 Narration 

“Paris Saint Germain vs Caen, February 2014, 2015 

My name is Zlatan Ibrahimovic 

Wherever I go people recognize me 

Call my name 

Cheer for me 

But there are names no one cheers for 

Carmen … Rahma…Antoine… Lida... Chhneuy… Mariko 

	  

Time: 0.18 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  

Time: 0.22 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
	  

Time: 0.50 
https://www.youtube.com/watch?v=wDJjcL9Ya4c	  
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If could, I would write every single name on my body 

But there are 805 million people suffering from hunger in the world today 

Too many of them are children 

They are stuck by war, natural disasters and extreme poverty” 

Paradigms in the video are based on the logical relations, as they are placed in compliance to the 

narrative throughout the video. Zlatan expresses awareness of his own fame: ”Wherever I go 

people recognize me, call my name, cheer for me” and then in the sequential relations of the 

lines, Zlatan puts himself in contrast to people suffering from hunger around the world: “But 

there are names no one cheers for”.  At the connotative level, it can be seen as an open and frank 

way to say: “The public knows me, but not them”. By expressing this message and getting 

tattoos on his body, Zlatan might share his fame with these people. The names are on his body, 

on the body of Zlatan Ibrahimovic. Therefore, they should become well-known too. The names 

“Carmen”, “Rahma”, “Antoine”, “Lida”, “Chhneuy”, “Mariko” in the forms of tattoos are 

depicted in different fonts and size.  

The six last lines are devoted to the subject of hunger and people suffering around the world. 

Zlatan also points that “too many of them are children” which might serve as explanation the 

dominance of children in the video. At the connotative level, it associates with multinationalism 

as all the children have different national background.   

On the mythic level, the syntagm highlights concern about the global social problem are the 

key features of the video. As mentioned in the chapters Background and Theoretical framework, 

caring and concern about the society that imply aspiration for the better future and engagement 

in the global issues, are one of the four significant points of the nation brand of Sweden. As a 

representative of Sweden, Zlatan and his personal brand in the campaign can be considered to 

represent these values.  

 
6.3.6 Posts in digital media 

Posts regarding the campaigns on pages of Zlatan Ibrahimovic in digital media can be considered 

as extended channels for the messages in the video. Even further, they give even more elaborated 

information about the campaign and mainly, about the people whose names were depicted on 

Zlatan’s body. Therefore, the updates that were published on all the platforms of the sample are 

going to be selected for further analysis.   

 

 

 

 



	   84	  

1. A very important name for me. 
 
 
 
 
	  
 
 
 
 
 
 
 
 
 
 
 

Picture 41. Tattoo “Abdullah” 
 
This picture, posted on the official accounts of Zlatan, was one of the first updates devoted to the 

WFP campaign. The image present the syntagm of signifiers Zlatan (Person) and Names 

(Tattoos). At the denotative level, the image depicts Zlatan, almost standing with his back to the 

camera. The tattoo of the name “Abdullah” is in focus of the picture. The connotative level of the 

picture can be revealed by the text of the post “A very important name for me”. I assume that the 

post aims to emphasize that this is the name that matters. As mentioned in the analysis of 

paradigm #2, the tattoos of different shapes and types bring up the notion of individuality and 

value of every person. The notion of Zlatan's body being a communicator and mediator that was 

discussed in the previous section appears in the update on social media and the mobile 

application.  

	  
2. 805 million people are suffering from hunger today. Make sure the world knows. 

http://youtu.be/wDJjcL9Ya4c 

	  
 
 
 
 
 
 
 
 
 
 
 
 

Picture 42. “805 million names” awareness campaign 
 
This image presents the official print of the campaign and is used as a cover image for the 

Facebook page of Zlatan and also as background of his Twitter account. At the denotative level, 

Zlatan is depicted in the position of a thinker. In the syntagmatic relations between picture and 

Picture in the post on Twitter  
https://twitter.com/ibra_official/
status/566371285211418625 

Picture in the post on Facebook  
https://www.facebook.com/ZlatanIbrahimovic/photos/a.461836000502473
.109701.198744036811672/943517725667629/?type=1&theater 
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the text “805 million names” and “805 million people are suffering from hunger today. Make 

sure the world knows”, it is possible to assume what the football player is concerned about in his 

thoughts.  

	  
3. 805 million people are suffering from hunger today. Make sure the world knows. 

#805millionnames 

	  
 
 
 
 
 
 
 
 
 
 
 

Picture 43. A training shoe 
 
“805 million names” on Zlatan’s training shoes is one more element of the campaign that in 

contrast to tattoos, will not disappear. At the denotative level, it is just a black football shoe with 

the inscription “805 million names”. At the connotative level, this shoe can serve the role of 

reminder about the campaign and these millions of hungry people around the world, even when 

the tattoos are gone. Furthermore, shoes and their quality play an important role for a football 

player and the significance of the shoes as an object might project on the importance of this 

campaign for Zlatan and the aim of it to make the public aware of world hunger.   

	  
4. Posts about individuals  

Each platform presents different stories of individuals suffering from hunger and getting aid 

from WFP.  

On Twitter:  

This is Carmen. Read her story.  http://wfp.org/805millionnames              #805millionnames                                                     

 Picture 44. Carmen 

Picture in the post on Twitter 
https://twitter.com/ibra_official/status/567756
713663922176 

Picture in the post on Twitter 
https://twitter.com/ibra_official/status/5702224
52313329664 
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On Zlatan Unplugged: 

This is Yaae.	  
Read her story. 

Picture 45. Yaae 
 
On Facebook:   

This is Rahma. Read her story. wfp.org/805millionnames 

805 million people are suffering from hunger today. Make sure the world knows.  

 # 805millionnames                                

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Picture 46. Rahma 
 
As mentioned above, different platforms present stories of different people. On the denotative 

level, the images portray people of different nationalities that are participants of the WFP. At the 

connotative level, the pictures are associated with different things. The pictures 47 and 48 seem 

to be similar from different perspectives: camera angle, focus on face. Even though the people 

are in these two images look very different, their facial expression and glance are alike. The 

emotional condition behind their faces can be interpreted differently. From my perspective, these 

persons look hopeful but at the same time very exhausted by their hard life. The picture 49 

Picture in the post on Zlatan Unplugged 
http://open.mikz.com/TAFC4E7WADQSG 

Picture in the post on Facebook  
https://www.facebook.com/ZlatanIbrahimovic/ph
otos/a.204693916216684.52995.1987440368116
72/948208858531849/ 
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denotates a young girl writing something on the paper. The girl look very concentrated. At the 

connotative level the picture might have signifiers such as importance of education and personal 

development. The objective behind spreading these stories in digital media is to show 

personalities behind the names on the body of Zlatan. Using personal stories might be an 

effective method to draw attention of the public and to stay in their memory. Tatoos on Zlatan’s 

body represent these suffering people, but these posts give the viewers an opportunity to learn 

more about who the suffering people are.  

 

6.4. Digital media platforms and content distribution 

Application of quantitative and qualitative techniques provided enough knowledge to make 

inferences about characteristics of the personal brand of Zlatan Ibrahimovic represented in 

digital media. The analysis shows different frequencies of the brand features derived from the 

transformed TOPSTAR model on digital platforms.  

However, certain similarities in content and personal brands elements were found on all the 

digital media platforms chosen for this study. The elements characterizing Zlatan's off-field life, 

his free time and private relations are shown on minimum level online. Furthermore, the same 

statement can be made about the representation of his physical characteristics, values and the 

way of thinking, if only they are not expressed in the framework of the collaboration with other 

brands.  

The personal brand representation turns into different forms depending on the type of digital 

media. Each of the online platforms has its own specific features, opportunities and target 

audience, which is why they were used in a different way. Zlatan Unplugged is a significant 

platform where the public can follow news about Zlatan, although, as noticed in the analysis, the 

focus is on the on-field performance of the football player. For this reason, Zlatan Unplugged is 

an application for the audience with high interest to Zlatan’s life, his participation in matches, 

results of the games and his achievements. Zlatan Unplugged gives more detailed information to 

those who are interested in football, are able to understand the significance of certain games and 

specific football terms. For this reason, it can be assumed that this audience finds information 

focusing on the on-field achievements of Zlatan Ibrahimovic and results of the games more 

interesting than posts about collaboration campaigns with commercial brands. Even though the 

application is updated more often than other public accounts of Zlatan online and contains more 

information, this platform may have been created for a narrower target audience.  

As mentioned above, content of the categories Team and Brand collaboration is more evenly 

spread on Facebook. One of the advantages of Facebook is its powerful engagement. Every time 
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a community member likes or comments on one of the page’s posts, Facebook can notify the 

member’s friend and is more likely to show the interaction in other fans’ newsfeed (Carter and 

Levy, 2012).  Thus, it makes sense to spread different kind of content on Facebook, both 

concerning PSG, Zlatan’s on-field perfomance and also his collaboration with commercial 

brands. Facebook pages are designed to provide companies, celebrities, or other public figures 

with the ability to establish a presence to allow them to interact publicly with their fans, 

prospects and customers (ibid.). Facebook users following the page of Zlatan Ibrahimovic might 

be interested in different kinds of content about the football player. Consequently, they might 

”like” and comment different posts that would appear on their friends’ newsfeeds and as a result, 

Zlatan’s update will achieve more outreach. 

On Twitter and Instagram, the high frequency of the category Brand collaboration can be 

explained by specific characteristics of these platforms. Dann and Dann (2011, 375) mention that 

Twitter can be effective for using headlines and linking to other content. The strength of Twitter 

is based on the interactivity and ease of re-transmission of interesting information plus the open 

community and conversation nature. Therefore, the mechanism of Twitter allowed launch the 

#DaretoZlatan campaign in the framework of collaboration with Nike and gave the audience the 

opportunity to ask questions by adding hashtags to a tweet and communicate with Zlatan.  

As for Instagram, Linaschke (2011) distinguishes Instagram from other social media networks 

with two words ”Photography. Community”. It is true that photos are effective in catching 

people’s attention.  I can assume that for the general public it would be more interesting not just 

to see Zlatan playing on the pitch, but to look at the variety of images where Zlatan Ibrahimovic 

collaborates with other brands.  Moreover, celebrity endorsement of products on Instagram are 

becoming more usual (Williams 2015). 

 

6.5 The personal brand and the nation brand in the campaigns 

6.5.1 Volvo XC70 campaign  
 
Fan (2010) claims that a nation brand is the total sum of all perceptions of a nation in the minds 

of international stakeholders, which may contain some of the following elements: people, place, 

culture/language, history, food, fashion, famous faces (celebrities) and global brands. As 

mentioned in the chapter Introduction, Zlatan is one of the most famous Swedish people, and his 

persona draws attention of the public and media on the global level.  

The semiotic analysis of the campaigns shows the similarities between the myths and stories 

used in the campaigns feauturing Zlatan Ibrahimovic and brand platforms of the nation brand. 

According to Holt (2004, 3), brand stories have plots and characters, and they rely heavily on 
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metaphor to communicate and to spur our imaginations. In the Volvo XC70 campaign, main 

symbols of Sweden are activated through a modern Viking-like narrative and the concept of 

speed in the syntagmatic relations. The Volvo XC70 campaign that focuses on the figure of 

Zlatan Ibrahvimovic highlights core values of the Swedish nation brand such as openness and 

innovation and also emphasizes the historical background of the country.  

According to Moilanen and Rainisto, in the future, important factors for attractiveness of the 

country will include: culture, environment, the places’ atmosphere and the images related to its 

brand (Moilanen, Rainisto 2009). From the Volvo XC70 advertisement, it is possible to conclude 

that this tendency is happening already now. The Volvo XC70 campaign is associated with the 

myths that construct the nation brand of Sweden: the campaign represents the symbols of the 

Swedish culture, the values of the society, the rich and unique nature and the climate.  

As mentioned in the background chapter, the online platform Sweden Picture 2.0 announced 

several key unique points of Sweden: 

• Innovative ��� 

     • Open ��� 

• Authentic ��� 

• Caring ���  

The aspects of openness can be referred to the fact that whilst carrying Bosnian and Croatian 

background and not having appearance of a typical Swede, Zlatan represents the country and its 

culture, performs the Swedish national anthem and expresses his love to Sweden and its wild 

nature. In an interview with The Local, he continues on the topic: "My father is from Bosnia and 

Muslim. Mum is from Croatia and Catholic. But I was born in Sweden and am a Swedish citizen. 

You can't change that. That's the situation, accept it"22. It might be claimed to be a new modern 

approach to understand Swedishness and who can be considered a Swedish person. Therefore, 

one of the ideas of this advertising might be to emphasize insignificance of a specific national 

background for being a Swede and loving Sweden in today’s reality. Holt (2004, 9) claims that 

the most powerful iconic brands are prescient, addressing the leading edges of cultural change. 

In this campaign the personal brand of Zlatan illustrates a new phenomenon, a new approach to 

Swedishness that implies a change in the culture.  

In the analysis above, it is pointed out that the nature in the Volvo advertisement is depicted 

as a challenge for a driver.  For accepting it, one needs energy, stamina and daring. In the 

discussion of cultural branding and positioning of Swedish nation brand in the Background 

chapter, Sweden is described as a modern and proactive country that produces high quality 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
22. “Zlatan rewrites national anthem in new Volvo ad”, The Local. Last modified January 25, 2014. Available at 
http://www.thelocal.se/20140125/zlatan-rewrites-boring-national-anthem-in-new-volvo-ad 
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products. The semiotic analysis shows that the advertisement aims to present Volvo as a 

technological product that is capable to manage wild nature and severe climate.  

As mentioned in the Background chapter, Sweden is actively using its historical background 

and heritage for nation branding. Hence, the Vikings play a significant role in the Swedish 

history and their image is used for promotion of the Swedish nation brand, displayed on the 

online brand platforms. The cultural branding strategy of Sweden gives special importance to the 

concept of “History of Sweden – from violent to peaceful” (Sweden.se in Englund 2012, 86-87). 

It emphasizes that the savage people of Sweden have become nice and kind. This perspective is 

seen in the end of the video when Zlatan, after hunting after the deer for a long time, decides not 

to kill it. Thus, the entire video shows Zlatan as a strong person who dares to accept challenge 

from wild and severe Swedish nature and communicates with it equally. Hence, Zlatan is 

represented as a strong but kind hunter. The notion of a modern Viking implies a perspective on 

the values of the Swedish nation brand today and at the same, touches upon the history of 

Sweden.  

Social media in the case of the advertisement serves as an extra instrument to raise awareness 

about the campaign. Moreover, social media provides a space for the myths and Swedish nation 

brand to emerge on the platforms of the personal sports brand. Through the updates on the social 

media platforms, in which Zlatan expresses his love to Sweden, the symbols of the Swedish 

brand identity are activated: “I love the Swedish wilderness. Hiking, hunting, and being close to 

nature: it is in Sweden I find strength and energy”.  

To sum-up, the Volvo XC70 advertising campaign reflects the elements of the myth identity 

of the Swedish nation brand as the idea of a modern Viking narrative includes values that 

Sweden stands for and promotes on the global level online.  

 

6.5.2 “805 million names” awareness campaign 
The components of the myth identity of the Swedish nation brand such as concern about the 

global problems are also noticed in the “805 million names” awareness campaign. In the 

campaign I could identify several paradigms and syntagms that with the help of the narrative 

bring up association to caring and openness that are among the main features of the Swedish 

nation brand displayed on ”Sweden picture 2.0”. From the mythic perspective, these 

connotations reflect broader concepts underpinning the particular worldview. Concern about 

global social problems and attempts to raise awareness about them reflect a particular mindset. 

This mindset is shared not only by Zlatan but is also familiar to Sweden.  

In the campaign featuring Zlatan Ibrahimovic some of the core values and the elements of the 

myth identity of the Swedish nation brand are found. Openness is announced as an important 
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aspect of modern Sweden and its brand on the platform “Sweden Picture 2.0”. Depiction of 

children of different nationalities can be associated with new modern approaches and ways of 

thinking reflected in the position of Sweden. In addition, Sweden positions itself as a proactive 

and sympathetic country that stands for equality and human rights (Swedigh picture 2.0, Si.se). 

Collaboration with WFP characterizes Zlatan Ibrahimovic as an active person who intends to be 

engaged in social activities and who is concerned about serious global problems.  

Social media in the awareness campaigns play an important role of extender. Social media 

provides more space to increase awareness and spread extra information about the problem. 

Social media gave opportunity to show and express certain things that are not presented in the 

video. Moreover, on digital media platforms of Zlatan, people whose names were depicted on his 

body become visible.  The public could see who stands behind those names and learn their story.  

 

6.6 Attributes of the personal sports brand 

According to Montoya et al. (2002), a personal brand has several (three to five) attributes that are 

clear to anyone who becomes familiar with the brand. The application of quantitative technique 

and qualitative analysis of the findings help to identify these attributes that emerge on digital 

media platforms in the chosen sample. The representation of Zlatan Ibrahimovic as a successful 

footboll player and description of his on-field performance allows to infer that one of the 

personal brand attribute is a great striker. Montoya et al. (2002) claims that the leading attribute 

is the most important attribute for a personal brand as it is usually the perceptional label that 

enters a person’s mind instanstantly when she/he encounters a personal brand. ”Great striker” 

could be the leading attribute of the personal sports brand of Zlatan represented online as the 

units of analysis belonging to the characteristics ”Team” and ”Success” are indications of the 

talent of the football player, his ability to score and lead a game. Other attributes that can be 

identified by the analysis of the digital media material is charisma. These attributes can be 

inferred from the campaign with Nike Football, analyzed above, in which Zlatan expresses his 

values, views and the way of thinking: 

Never play it safe, every ball is a chance. #DaretoZlatan with @NikeFootball23 

Zlatan doesn't believe in luck, but he does perform magic. #DareToZlatan with 

@NikeFootball24  

To Zlatan you must trust your instincts, think one step ahead. Only then will risk become 

reflex.  #DareToZlatan25     .	       

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
23	  Twitter update. Available at https://twitter.com/ibra_official/status/434039838405586944 
24 Twitter update. Available at https://twitter.com/ibra_official/status/430825002091282432 
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Take risks and surprise your opponents. Once you've done that, send them one of these. 

 #DareToZlatan    26.     

These are a few examples of the updates that uncovers his charismatic personality, decisive and 

confident approach to on-field performance and life. As mentioned in the Background chapter, 

Swedish culture and mentality are characterized by modesty and quietness (Daun 1996, 

Robinowitz and Carr 2001). The sports brand of Zlatan Ibrahimovic presents opposite features 

and values. The football player is very determined and ambitious and tends to show his 

superiority online.  

Zlatan Ibrahimovic carries immigrant background but still, expresses his love to Sweden on 

his pages in social media and uses similar plots and values that the Swedish nation brand wishes 

to project. Thus, his image creates a new vision on Swedishness. By sharing the same stories and 

values that Sweden promotes online, the personal sports brand becomes closer to the Swedish 

culture. Still, the essence and the main attributes of the personal brand contrast the features that 

belong to the notion of “Swedishness” in the general stereotypes. Consequently, it is possible to 

identify the third attribute of the personal brand represented online. Zlatan is a prominent 

untypical representative of Sweden. 

 

6.7 Adherence to the laws of personal branding  

According to Montoya et al. (2002) the laws of personal branding serve as reminders of the 

qualities of a great personal brand. These laws work as standards and measurements for a 

personal brand that strives for success. The investigation of the personal brand of Zlatan 

Ibrahimovic makes it possible to identify the extent to which the brand adhers to the laws.  

1. The law of specialization. Clearly, Zlatan Ibrahimovic is a football player. Despite different 

extent of content distribution on digital media, the brand representation still focuses on 

presenting Zlatan Ibrahimovic as a football player. 

2. The law of leadership. Zlatan is acknowledged as one of the most successful strikers in the 

world as it is stated in the Background chapter. In the representation of his personal brand online, 

his personal success in the form of high scoring, awards and prizes is also emphasized. 

3. The law of personality. As mentioned in the analytical chapter, his personality is expressed in 

a very distinctive manner in digital media, highlighting his approach to games, style of 

performance and his values. He is represented as an energetic, charismatic and confident person 

who dares to take risks and is not afraid of challenges. 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
25 Twitter update https://twitter.com/Ibra_official/status/443061818014306304?ref_src=twsrc%5Etfw 
26 Twitter update. Available https://twitter.com/ibra_official/status/443039892906319872  
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4. The law of distinctiveness. The attributes of the personal brand such as  “Untypical 

representative of Sweden” and “Great striker” make the personal brand unique. The combination 

of unusual for Sweden attitudes and characteristics and, at the same time, expressions of love and 

devotion to the country contribute to the distinctiveness of the brand.   

5. The law of visibility. The official social media pages of the personal brand of Zlatan 

Ibrahimovic are updated frequently which keeps the brand visible for the audience in digital 

media. Moreover, collaboration with famous brands also contribute to the visibility of the 

personal brand. 

6. The law of unity. It is problematic to infer if the public brand matches the behavior in private 

environment as the study focuses on the online representation of the brand and does not aim to 

investigate the behavior of the football player in real life. Nevertheless, even if I had examined it, 

it would still have been difficult to point out similarities between the brand representation online 

and the behavior of Zlatan “behind doors”, due to the low frequency of the categories indicating 

the private life of Zlatan Ibrahimovic in digital media. 

7. The law of persistence. As the research covers a certain sample and period of time it is hard to 

conclude how the brand will grow in the future. Nevertheless, the personal brand has necessary 

conditions to become even stronger and more powerful which is discussed in the next section.  

8. The law of goodwill. Good intentions and concern about social problems are pointed out in the 

analysis of the campaign “805 million names”. The fact that Zlatan used his profile to raise 

awareness about global hunger was positively percieved by media, as mentioned in the 

Introduction chapter. Representation of the brand as well-intentioned, according to Montoya et 

al. (2002) makes the brand more powerful. However, in order to increase adherence to this law, 

it would be useful for the football player and his brand to take part in other social campaigns and 

collaborate with NGOs.  

 
6.8 Level of influence of the personal brand 

As mentioned in the section Theoretical framework, Montoya et al. (2002) claims that there are 

three levels of influence that an individual might attempt to achieve to become a brand:  

• Advocate: the personal brand is associated with a trend or culture.  

• Trendsetter: the personal brand influences the culture.  

• Icon:  the personal brand is etched into the culture. 

After having investigated the brand of Zlatan through the transformed TOPSTAR model and 

examined his connection to the nation brand of Sweden, it is possible to analyze how the 

personal sports brand corresponds to this personal brand theory and what level of influence the 
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brand has achieved or is able to achieve. Based on the findings and the results of the 

investigation, it is possible to conclude that the personal brand of Zlatan Ibrahimovic have 

achieved the third level of influence. The brand shares the same values that the Swedish nation 

brand promotes on the global level and at the same time emphasizes its distinctiveness. As 

mentioned in the section 6.5, Zlatan has immigrant background and does not behave like a 

stereotypical Swede. At the same time his brand shares similar values that are present in the 

nation branding of Sweden. Thus, the attribute of being a prominent untypical Swede becomes 

crucial for the brand to symbolize a new approach to Swedishness. Zlatan Ibrahimovic becomes 

a symbol of a new vision on Swedishness and thus, the personal sports brand becomes etched 

into the culture. Nevertheless, according to Montoya et al. (2002) brand becomes iconic over 

time and it happens organically. In this case the personal brand of Zlatana Ibrahimovic 

represented online might need more time to strengthen his status as an iconic brand and a symbol 

of new Swedishness.  
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7. Conclusions and discussion 

7.1 Results of the study  

The study dealt with two research questions that are connected to each other. In this chapter I 

present a summary of the main results of the investigation and the answers on the research 

questions. Moreover, the chapter includes a discussion of the broader relevance of the study and 

its findings.  
RQ1: How is the personal brand of a sport celebrity – here exemplified by Zlatan Ibrahimovic 

– represented in digital media?  

Research on the representation of the personal sports brand in digital media is based on the 

application of the transformed TOPSTAR model and personal branding theory, suggested by 

Montoya et al. (2002). Сultural branding theory was also used to provide additional knowledge 

about brand representation. The study showed that the representation of the personal sports brand 

differs depending on digital media platform that is used for the branding activities. Zlatan 

Unplugged focuses on professional performance and skills of Zlatan Ibrahimovic as a football 

player whilst representing his brand. As inferred in the analytical chapter, Zlatan Unplugged is a 

platform for a narrow target audience; it specializes in the audience that has enough knowledge 

about football and specific terms and who are interested in Zlatan’s development as a sportsman. 

Contrary to Zlatan Unplugged, Twitter and Instagram represent the personal brand of Zlatan 

Ibrahimovic as a commercial project and emphasize the collaboration with other brands such as 

Volvo and Nike. Twitter and Instagram are aimed to interact with a broader audience. Hence, 

information about brand collaboration might be more accessible to understand for the general 

public than news written in specific football terms. Facebook takes a middle position between 

representing the personal sports brand as a pure football player and a commercial project in co-

operation with other companies. Hence, it can be concluded that the representation of a sport 

celebrity can generally differ from one digital media platform to another, depending on the type 

of media outlet and the audience.  

By the usage of content analysis and semiotics and the application of personal branding 

theory, it was possible to identify the main attributes of the personal sports brand:  

1. Great striker  

2. Charismatic 

3. Untypical representative of Sweden. 

Therefore, it can be concluded that the representation of the personal brand of a famous 

sportsman online highlight the leading attributes of the brand. Moreover, the research shows to 
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which extent the personal brand represented online adhers to the laws of personal branding and 

determines the level of influence of the brand. Departing from the investigation on online 

representation, it is possible to conclude that the personal sports brand adhers to the majority of 

the laws suggested by Montoya et al. (2002). The personal brand representation focuses on the 

professional career of Zlatan Ibrahimovic as a football player and emphasizes his talent as a 

striker, which corresponds to the laws of specialization and leadership. Furthermore, the 

personality of the football player, his values and views are also presented in digital media, which 

conform to the law of personality. The combination of the brand’s leading attributes allows to 

present a brand in a unique way, as the law of distinctiveness recommends. Moreover, the brand 

is presented on a variety of digital media platforms that are frequently updated, which increases 

the brand’s visibility. Nevertheless, due to the limits of the sample, it is hard to infer how the 

brand adhers to the law persistence which can be examined over time. Moreover, it is 

problematic to infer adherence of the brand to the law of unity, as the study aimed to examine 

digital representation of the personal brand without making inferrences about how the public 

brand matches the behavior of the football player in the real life.  

Consequently, it is possible to argue that the investigation on the personal brand of a sports 

celebrity in digital media can uncover most of the characteristics of the brand. However, some of 

the brand features according to the laws of unity and persistence (Montoya et al. 2002) are more 

problematic to study online.  

RQ2: In what way is Zlatan’s brand connected to the nation brand of Sweden in digital 

media? 

The knowledge acquired through content analysis and semiotics provide a ground to point out 

the way the brands are connected and determine the role of the personal sports brand in the 

nation branding of Sweden. Dinnie (2008) argues that sport represent some expressions of 

contemprorary culture that can play a significant role in determining country image perceptions 

and therefore, should be integrated into nation branding strategy. He claims that many sportsmen 

are de facto nation brand ambassadors. However, a key issue when appointing brand 

ambassadors is to ensure as far as possible, the individuals selected truly reflect the personality 

of the country and the positive attributes the nation wishes to project (ibid.). In the presentation 

of the nation branding strategy online, the open, free and tolerant society and its values are 

announced as one of the focus areas. However, there might be a distance between how Sweden 

wants to be presented in the eyes of the stakeholders and how the situation in the society really 

is.  

Holt (2004) emphasizes the importance of addressing the anxiety in the society by the brand. 

The idea about the possible contradiction that the personal brand of Zlatan Ibrahimovic is 
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addressed could be inferred after conducting analysis on the brand representation in digital media 

and investigation of the personal brand in the relation to the Swedish nation brand. As pointed 

out in the section 6.5 of the analytical chapter, Zlatan is represented in the digital media as a 

charismatic, energetic and ambitious man who takes risks and is confident about his on-field 

performance. According to the results of the content analysis, much attention draws to 

representation of his success on – field in order to emphasize his talent. Such personality and 

behaviour do not reflect the mentality of a stereotypical Swede. As mentioned in the Background 

chapter, a Swedish researcher Åke Daun (1996) in the book on the Swedish mentality describes 

Swedes and the features of the national character as shy, reserve, social distanced, conflict-

avoiding and even dull. Herlitz, the author of the book “Swedes: how we are and why” (2000), 

asks Swedes what they think are typical national characteristics. Shy, quiet and boring make the 

top list. Robinowitz and Carr (2001) draw attention to the aspect of incompetetiveness in the 

Swedish society and absence of aspiration “to become the best”, while the brand of the sports 

celebrity hightlights superiority and talents of the football player.  

The identity myth that the personal brand of Zlatan Ibrahimovic performs can be seen as a 

story of an immigrant guy from a poor family, grown up in the streets of Malmö, who had to 

fight for his life. This guy hardly looks or behaves like a typical Swede. He is self-confident, 

direct and ambitious. He is fearless and energetic who takes risks and strives for victory. By his 

brilliant performance on-field, his professional carreer has been developing fast. At the same 

time, he loves Sweden, its culture and nature and is proud to be a Swedish citizen. Inspite of the 

fact that he differs from an average Swede, he still shares certain values of the Swedish society 

and the views that Sweden wishes to project world-wide.   

Meanwhile Sweden points at a progressive vision of an open and tolerant society on the 

webpages, the current political situation, concerning increasing popularity of Sweden democrats, 

an anti-immigration with roots in the neo-Nazi movement (Orange 2015, Telegraph.co.uk) is 

becoming more urgent. The Sweden Democrats became the third-biggest party in 2014 elections 

and holds 49 of the 349 seats in parliament (Euobserver.com, August 31, 2015). The popularity 

of the party can be seen as the indication of the current trends and attitudes in the society.  

Despite the fact that he comes from a poor family and grew up in the streets of Malmö, he 

managed to become successful. In the documentary ”Who is Zlatan Ibrahimovic?” 27 a young 

sport editor from ”Sydsvenskan Malmö” says that ”Zlatan is a front person of the generation that 

grew up in mixed Sweden”. Moreover, in the documentary the biographer of the book ”I am 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
27	  Documentary “Who is Zlatan Ibrahimovic?”, 2014, available at 
https://www.youtube.com/watch?v=ydjx4h2ULBM 
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Zlatan” David Lagercrantz and Malmö FF coach Johny Gyllenso claim that Zlatan means hope 

for many people in Sweden, especially for immigrants. 

The personal brand of Zlatan Ibrahimovic addresses the anxiety of the Swedish society in 

terms of immigration issues and tolerance. The myth that his brand performs and presents in 

digital media smooths these tensions. Moreover, the myth is performed in the appropriate 

historical context and in the right way, which is important for the brand (Holt 2004). Illustrating 

such a successful story should work as a salve for the anxiety in the society. Hence, the story of 

Zlatan Ibrahimovic and his personal brand plays on the hands of the Swedish nation brand that 

promotes the values of an open and tolerant society worldwide. The case of Zlatan Ibrahimovic 

and his personal brand represented online, illustrates Sweden’s projection for the international 

community. In addition, the analysis shows similar features and elements that are present in the 

branding of the football player and the nation. Consequently, it is possible to conclude that the 

two brands are connected in the following way: Sweden promotes the values of open, equal and 

tolerant society in order to create a strong nation image on the global level, while the personal 

sports brand of Zlatan Ibrahimovic and his brand story align with this perspective.  

 
7.2 Research contribution  

The study gives insight into the personal sports branding and the representation of the brand on 

digital media platforms. This was achieved by openationalization of the TOPSTAR model, 

personal branding theory, suggested by Montoya et al. (2002) and cultural theory by Holt (2004). 

Furthermore, cultural brand theory helped to explore the personal brand in a broader sense, to 

identify its place in society and its connection to the Swedish nation brand. The mixed-method 

model helped also to explore research questions. The study provides knowledge about the 

personal brand representation online, brand attributes and characteristics. Moreover, the thesis 

concludes that the role of the personal sport brand has potential to be used in a broader context of 

nation branding, which might result in the influence on the society and in the perception of 

Sweden abroad. Therefore, it makes a contribution to the field of media and communications, 

specifically to the sphere of strategic communications and personal branding in digital media 

with specialization in sports.  

As mentioned in the introduction, the sphere of personal sports branding is developing fast in 

the digital age, although there are few studies conducted by scholars on this subject. The thesis 

shows how the theories of personal branding by Montoya et al. (2002) and cultural branding by 

Holt (2004) could be used to investigate a personal brand representation in digital media and 

examine the role of the personal brand in the broader context. This model of theory application 

could be useful for further research in the field of personal sports branding online, which 
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therefore increases external validity of the study. However, due to the usage of semiotics that is 

considered to be a subjective method (Stokes 2003), the replicability of the study and acquiring 

of the same results can be problematic.  

The preliminary overview of case studies on the Swedish nation brand elicited a lack of 

academic research, due to relative novelty of the field. This thesis deals with a narrow aspect of 

nation branding such as the role of a famous sportsman and the connection between his brand 

and country’s image in the digital space. The investigation on the personal sports brand in digital 

media led to the conclusions that are connected to the anxieties of the Swedish society. 

Therefore, the study gives insight into the Swedish case and outlines the way the personal sports 

brand of Zlatan Ibrahimovic uses the tensions and contradictions in the society in order to 

become iconic. Furthermore, the thesis explains how the nation brand benefits from the brand 

identity of Zlatan Ibrahimovic in digital media, which could be interesting for the researchers in 

nation branding. The investigation shows that the personal sports brand of the high level of 

influence aligns with the perspective that the country aims to promote.  

The study on the personal brand of Zlatan Ibrahimovic points out certain trends and features 

of personal sports branding in the digital age that could be useful for practitioners. As the need 

for sportsmen to create and maintain their personal brand has been rising, the thesis can serve as 

an auxillary source of knowledge while working on strategies for other atheletes. For specialists 

that are involved in nation branding activities, especially promoting a brand of a country on the 

Internet, the research study can serve as a recommendation to draw their attention to the sport 

celebrities and the role of their personal brands in the country’s image.  
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9. Appendices 

Sample  
From 18 January 2014 (Volvo ad) till 25 May 2014 (IamZlatan release i USA, before Brazil) 
	  
Digital media 
platform 

Number of posts for analysis 

Zlatan 
Unplugged 

80 

Facebook 42 
Twitter 17 
Instagram 34 
Σ 173 

 

Categories and their values 

Team = 1 

Off-field = 2 

Success = 3 

Physical characteristics, mentality, values = 4 

Brand collaboration = 5 

The material from the digital media platforms was manually gathered and analyzed with the help 

of the software AntConc. The frequency of each key word belonging to a certain category (see 

Methodological chapter) is recorded by the software. The table shows how many times a key 

word is repeated in the chosen unit. The sum column shows the total number of units for each 

category. As mentioned in the section Research design of methodological chapter, if several key 

words of the same category are found in one unit, I count only one word. Other key words get 

zero value, as the task is to measure units that are referred to one particular category. 
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Platform Zlatan Unplugged Sum 
 Category 1 Unit 1  

Keywords PSG Malmö FF  Barcelona Juventus Ajax 
Inter 
Milan A.C Milan 

Swedish 
national 
team 

 Frequences 37 1 1 0 0 0 0 6 45 
Category 1 Unit 2 

Keywords PSG Malmö FF  Barcelona Juventus Ajax 
Inter 
Milan A.C. Milan 

Swedish 
national 
team 

 Frequences 3 2 2 2 2 2 1 0 14 
Category 2 Unit 1 

Keywords family vacation date house car  party 
   Frequences 0 1 0 0 0 

   
1 

Category 2 Unit 2 
Keywords Family  vacation date house car party 

   Frequences 0 1 0 0 0 0 
  

1 
Category 3 Unit 1 

Keywords goal trophy prize award medal 
    Frequences 22 1 2 0 0 

   
25 

Category 3 Unit 2 
Keywords goal trophy prize award medal 

    Frequences 3 3 0 3 0 
   

9 
Category 4 Unit 1 

Keywords risk pressure work hard fear afraid confident injury 
  Frequences 0 0 1 

 
0 0 7 

 
8 

Category 4 Unit 2 
Keywords risk pressure Work hard fear afraid confident injury 

  Frequences 0 1 0 
 

0 0 0 
 

1 
Category 5 Unit 1 

Keywords Volvo Nike Elle Xbox 
     Frequences 2 0 0 0 

    
2 

Category 5 Unit 2 
Keywords Volvo Nike Elle Xbox 

     
Frequences 4 1 0 0 5 

   
6 

Platform Facebook 

Category 1 

Keywords PSG Malmö FF Barcelona Juventus Ajax 
Inter 
Milan A.C. Milan 

Swedish 
national 
team 

 Frequences 13 
 

0 0 0 1 
 

0 14 
Category 2 

Keywords family vacation  date house car party 
   Frequences 0 2 0 0 0 0 
  

2 
Category 3 

Keywords award goal prize trophy 
     Frequences 1 0 0 1 

    
2 
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Platform Facebook Sum 
Category 4 

Keywords pressure work hard fear injury confident risk 
   Frequences 1 0 2 0 0 2 

  
5 

Category 5 
Keywords Volvo Nike Elle Xbox 

     Frequences 6 7 1 0 
    

14 
Platform Twitter 

Category 1 

Keywords PSG Malmö FF Barcelona Juventus Ajax 
Inter 
Milan A.C. Milan  

Swedish 
national 
team 

 Frequences 7 0 0 0 0 0 0 0 7 
 Off-field 

        Category 2 

Keywords family vacation  date house car party 
   Frequences 0 2 

      
2 

Category 3 

Keywords award goal prize trophy 
     Frequences 1 0 0 1 
    

2 
Category 4 

Keywords pressure work hard fear injury confident  risk 
   Frequences 3 0 3 0 0 5 

  
11 

Category 5 
Keywords Volvo Nike Elle Xbox 

     Frequences 12 8 2 3 
    

25 
Platform Instagram 

Category 1 

Keywords PSG Malmö FF Barcelona Juventus Ajax 
Inter 
Milan A.C. Milan 

Swedish 
national 
team 

 Frequences 3 0 0 0 0 0 0 0 3 
Category 2 

Keywords vacation house car date  family party 
   Frequences 2 0 0 0 0 0 

  
2 

Category 3 
Keywords prize award goal trophy 

     Frequences 0 1 0 0 1 
   

2 
Category 4 

Keywords pressure work hard fear injury confident risk 
   Frequences 1 0 2 0 0 2 

  
5 

Category 5 
Keywords Volvo Nike Elle Xbox 

     Frequences 11 10 2 0 
    

23 
 


