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Abstract:
Aim: The aim of this study is to highlight the role of individual social capital as a personal marketing
asset with specific weight in the job search process. The marketing mix instruments are transferred to
the analysis of the individual. In this approach, the social network and the attributes of the subject play
a specific role in his characteristics as a “product”, in his “promotion” and “distribution”, and in his
“price”, which in this case is the salary.
Design/Research methods: The methodology used to elaborate this work is based on an exploratory
analysis, and seeks to establish a state of the art from the literature on "individual social capital" and
"personal marketing". For this, firstly, both concepts are considered, and secondly, the individual social
capital as an asset of personal marketing in the job search process is studied, using the tools of the
marketing mix (4 P's).
Conclusions/findings: Based on the analysis carried out, we conclude that individual social capital is
decisive in the development of personal marketing, whose ultimate goal is to find a job and get a higher
income.
Originality/value of the article: The originality of this article lies in applying the tools of the
marketing mix to the individual, and considering it as a "product" that wants to be demanded in the
labor market; highlighting also the role that individual social capital plays in this process.
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1. Introduction
This article links two concepts and / or areas of knowledge – social capital and
marketing – apparently distant and subject, however, to numerous and relevant links.
Issues such as relational marketing, social responsibility, environmental analysis,
consumer behavior, word of mouth marketing, organizational structure and culture,
social skills... are explained in several researchs under the joint prism of constructs
cited.
Our paper focuses on the analysis of the role of individual social capital as an
asset of personal marketing with specific weight in the job search process.
Individual social capital refers to the network of relationships and personal contacts
of the focal subject, and also includes its attributes as a person. For its part, personal
marketing employs marketing concepts and tools for the benefit and promotion of
the individual’s career.
Based on the review of the academic literature, the exploratory analysis that
follows uses the categories of operational marketing and marketing mix; thus, the
subject is equated to a “product” that has certain characteristics, is promoted by
becoming visible, is distributed by positioning itself in a position to be acquired (in
the labor market), and has a price (in its case a salary). In this process, the social
network of the person and its own attributes – the individual social capital – become
an essential asset of the four instruments (4 p’s) indicated, which are combined in
order to achieve the proposed objective, which is to be sued and acquired by the
labor market.

2. What is social capital
Social capital is a relatively new variable-concept, which however has had an
exponential boom in recent years. This factor completes, together with human
capital (referring to education and the experience of individuals), the analysis of
endowments presented by the economy, traditionally more concerned with physical
capital and natural capital (Sánchez, Pena 2005: 138-139).
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A consensus definition says that social capital is the set of attributes of the social
dimension, such as norms and values, trust and social networks that promote
cooperative behaviors and favor the functioning of the economy and society in
general (Membiela 2016).
It is a multidimensional construct, sometimes called “umbrella concept” and
criticized for its ambiguity (Fine 1999; Dasgupta, Serageldin 2000). However, this
multidimensionality – it includes many elements that inhabit the “social” field –
does not diminish its functionality and essentiality (Robison et al. 2001).
The need to outline the concept, how it acts and what its performance is, leads
researchers to take advantage of some of the channels offered by literature. These
can be structured in the following three approaches:
a) From the individualistic perspective, social capital is an “individual resource” that
consists of the networks of relations of the focal subject and their associated
instrumental and expressive resources (Bourdieu 1986; Lin 1999).
b) For the communitarian perspective, social capital is a “community resource”; a
set of attributes and properties present in the social structure (norms and shared
values, particular trust, closure) that facilitate its functioning and collective action
(Coleman 1988; Bowles, Gintis 2002).
c) Finally, for the macrosocial perspective, social capital is a “macrosocial and
macroinstitutional resource” that, resting on aspects such as citizenship, general trust
and social cohesion, lubricates the economy and society in general (Putnam 1993;
Knack, Keefer 1997).
In short, the theory of social capital has had, for twenty-five years, a strong
growth in terms of scientific and informative articles, essays and monographs,
doctoral theses and references published ad hoc. And it has entered to inform great
amount of matters and theories; such as economics, sociology, politics, education,
family, health, crime, organization theory, technological innovation, and
employment (Tsai, Ghoshal 1998: 464; Adler, Kwon 2002: 17; Guiso et al. 2011:
418); question, that of employment, in which we focus on the present text.
This article takes as axis the “individualistic” perspective of social capital. This
“microsocial” perspective, also known as “network approach”, is very widespread
and focuses on the analysis of social capital as a resource of individual character,
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where the actor uses his network of relationships in the achievement of personal
goals, both instrumental (income, status, power...) and expressive (welfare, health,
recognition, mutual aid...) (Millán, Gordon 2004; Membiela 2016).
The most outstanding reference within this exhibition line is Nan Lin (1999).
However, one of the initiators of the theory of social capital, Pierre Bourdieu, in his
pioneering article “The Forms of Capital” (1986), already defined social capital as
the aggregate of real or potential resources that are linked to the possession of a
lasting network of more or less institutionalized relations of knowledge or mutual
recognition. In Bourdieu, useful relationships serve to obtain material and symbolic
resources; and thus, the social capital possessed by the agent depends on the network
of connections it can mobilize and the volume of capital (economic, cultural or
symbolic) held by those to which it is connected.
Other researchers have followed this current of social capital theory. Burt (1992)
defines social capital as more general friends, colleagues and contacts through which
you receive opportunities to use your financial and human capital. Knoke (1999)
states that it is the process by which actors create and mobilize their network
connections within and between organizations to gain access to the resources of
other social actors. For Belliveau, O’Reilly and Wade (1996) consists of the number
of people who can be expected to provide support and the resources that those
people have at their disposal. And Baker says that social capital is a resource that
actors obtain from specific social structures and then use to pursue their interests; is
created by changes in the relationship between actors.
If we talk about the social network of the individual, and the resources that can
be extracted from it – a question that in the following sections we will link to
personal marketing and the job search process, the concept of “individual social
capital” becomes interesting, very present in the micro approach of social capital.
Glaeser, Laibson and Sacerdote (2002) refer to individual social capital as those
characteristics of the person who, in interaction with other subjects and groups,
allow him to reap market and non-market returns. This characterization includes
social skills, charisma, status and the quantity and quality of their contacts. In the
same vein, Wolleb (2008: 374) points out that the term individual social capital
collects the “contacts” that the individual has. Nan Lin (2008: 55) also refers to
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individual social capital as the network of relationships to which the person has
access and points out its utility when it comes to achieving some instrumental
purposes such as “social mobility”. And Pena and Sánchez (2013) write that
individual social capital is the set of personal attributes and access networks that
facilitate individuals to achieve market and non-market objectives, as a result of
interacting with other individuals; the individual social capital is the network of
relationships owned by a certain subject and its value lies in the resources that it can
extract from them.

3. What is marketing?
The word marketing is very present in the collective subconscious, although it
should be remembered that it basically consists of a set of principles and practices
that seek to increase trade, especially demand. This simple definition can be
extrapolated, however, to any type of organization and institution, of a non-business
nature (Kotler, Armstrong 2004).
As a discipline, marketing has evolved since the fifties and sixties of the
twentieth century, and has varied in its approach; more focused on the product and
the transaction in the past, and more focused on the market and on the relationship
with customers and intermediaries nowadays (Santesmases 2012).
Marketing is, according to the American Marketing Association (1985), the
process of planning and executing the concept, price, promotion and distribution of
ideas, products and services to create exchanges that serve to meet the objectives of
individuals or organizations.
In this definition, components of strategic marketing and operational marketing
are appreciated. The first expresses the “where we are and where we want to go”,
which includes, with a long-term vision, the analysis of needs, the definition of the
reference market, the study of competition and the environment, and the positioning
of the brand. The second deals with the “what we have to do to achieve these
objectives”, which encompasses, with a short and medium term vision, the definition
of the chosen segment, the design, execution and control of the marketing plan, the
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marketing mix (product, price, promotion and distribution), and the marketing
budget (Lambin et al. 2009).
In short, marketing, in its strategic and operational dimensions, is present in the
business field, and in institutions and non-profit organizations. And its applicability
has been analyzed in fields as diverse as religion, politics, education, health and
tourism (Sheperd 2005).
In the same way that marketing concurs in business and non-business
organizations, it can also be applied to the personal field. The individual can and
should sell an image and promote a personal and reputational brand that provides
positive returns in the labor and non-work areas.
In their article “Branding the Concept of Marketing”, Kotler and Levi (1969)
broadened the terrain occupied by marketing beyond the sphere of business and
pointed out that “personal marketing” is an endemic human activity, present in the
employee who deals to impress your boss as in the statesman who seeks the support
of the public. With the arrival of mass communication, these authors continue, the
commercialization of people has been delivered to professionals. Hollywood stars
have their press representatives, political candidates their advertising agencies...
The text in question uses the term personal marketing, although we also include
the presence of the words personal branding and self marketing that express similar
but not identical meanings (Sheperd 2005).
In a globalized and highly competitive world, marketing skills extrapolated to
the person are beneficial in order to promote entrepreneurship, transmit visibility,
positioning, and relationship with society and the environment in which the
individual develops (Valarezo Paredes 2015; Peters 2000). In this sense and as
Sheperd (2005) points out, pure talent alone is not enough to reach the pinnacle of
success; personal marketing can give a competitive advantage.
Personal marketing is defined by Kotler (2003) as a new discipline that uses the
concepts and tools of marketing to benefit the career and personal experiences of
individuals, putting the value of the human being in all its attributes, characteristics
and complex structure. While Pérez Ortega (2008) expresses that it consists of,
starting from some marked objectives of personal and / or professional life, choosing
the most appropriate strategies and tools to achieve these objectives, taking into
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account the reality of the people who live with us and often in competition, and all
within a changing environment.
In summary, personal marketing is much more than “selling oneself”, although
this elocution is embodied in the noblest of forms (Acosta Vera 2006). In the
personal marketing, strategic marketing (personal life goals, analysis of our
strengths and weaknesses, analysis of the competition and the environment, personal
marketing plan) and operational marketing (concrete tools to achieve these
objectives) are present.

4. Individual social capital as an asset of personal marketing in the job search
process
In what follows, the process of active job search is considered and the individual
is equated with a product that interrelates with the other tools of operational
marketing. The variables of the marketing mix (product, price, promotion,
distribution) are interpreted under the prism of personal marketing, being the
objective the achievement of the best result in terms of employment and status. In
particular, we are interested in the role that individual social capital plays in this
process.
4.1. The product-person
The product is everything that can be offered in a market for its attention,
acquisition or consumption, and that satisfies a desire or a need. The marketing
offer, as Kotler and Armstrong (2006) point out, includes people, places,
organizations, information and ideas.
The individual is a product available to the demand of the labor market, which
has attributes in the form of quality, characteristics and even style and design.
As is logical, “human capital”, constituted by education, knowledge, innate
aptitudes, competences and experience, has a substantial weight in this point
(Cameron, Neal 2005; Acosta Vera 2006); aspects that make the subject more
attractive in terms of its characteristics and quality.
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The product-person also tends to be more interesting for the labor market the
greater its individual social capital. If the personal attributes (disposition, attitude,
ethics-values, social skills, emotional intelligence, self-esteem, group work) are
positive, the actual product-person will increase its value (Acosta Vera 2006;
Goleman 2010). Likewise, the social network of the individual increases, a priori,
access to information and opportunities with which the reference organization can
benefit.
4.2. The promotion and distribution of the product-person
The promotion is the element of the marketing mix that serves to inform,
persuade and remember a market about a product or the organization that sells it,
with the hope of influencing the feelings, beliefs or behavior of the reveivers of the
promoter action (Stanton et al. 2007).
The characteristics and the quality of the product-person often are not enough to
be demanded by the labor market. It should be made known its existence and the
benefits it brings; this means to promote or communicate the product (Santesmases
2012).
The promotion can be carried out in different ways. The goal is to create an
image, differentiate and position yourself.
At present, online social networks linked to the labor market have become
relevant (linkedin, infojobs); although social media in general, and especially
twitter, “communicate” the presence of the individual and its value, in the same way
that they make known a brand, product or service (Carballar 2011). These networks
also affect the perceived image and the reputational capital of the subject (Herrera
2009).
Personal promotion is also linked to participation in professional events, the
authorship of blogs, websites and articles on topics related to the area of knowledge;
and with the updating of the information through different sources of information
(newspapers and magazines, newsletters, official organisms...) (Acosta Vera 2006).
For its part, the distribution relates the product to consumption; its mission is to
make the good available to the market, and to do so in a way that stimulates its
acquisition (Santesmases 2012). In our case, the individual is the product that can
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meet certain needs of the company as a labor force demanding. The distribution of
the product-person encompasses the organizations or relational nodes of the
individual, who have, or not, knowledge of their work disposition.
Individual social capital plays a very important role both in the promotion and in
the distribution of the product-person. On the one hand, the subject communicates
(online or offline) his presence using and / or consolidating their social network
(Herrera 2009). On the other hand, he is in a position to be sued, since said network
or individual social capital (family, friendships, acquaintances) is a decisive provider
of information and opportunities with the potential to affect his employment and
status (Granovetter 1973, 1999; Membiela 2016). In this sense, says Acosta Vera
(2006), 85% of employment is generated by small and medium enterprises, and
many of them do not use professional selection systems. In addition, the fact that a
very significant percentage of workers find employment through personal contacts
offers an idea of the role that the personal social network plays in this regard.
4.3. The price of the product-person
The price is the amount of money that is charged for a product or service: it is
the sum of values that the clients exchange for the benefits of having or using a
product (Kotler, Armstrong 2013).
In the case of the product-person, the price is equivalent to the salary and this is
a function of the benefit that the reference organization perceives that it can obtain
from the subject, from its “value”. Logically, the value depends on the
characteristics of the product-person, that is, of its human capital (education,
knowledge, experience) (Schultz 1962; Mankiw et al. 1992; Savvides, Stengos
2009) and also of their individual social capital (personal attributes and network of
contacts of the subject) (Boxman et al. 1991).

5. Conclusions and discussion
Social capital is a multidimensional concept that is linked to various economic
and non-economic reasons. This article has analyzed the weight of “individual social
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capital” in “personal marketing”, within the process of active job search. The social
network and the attributes of the subject have a specific weight in the marketing mix
instruments, described in the text as: product-person, promotion of the productperson, distribution of the product-person and the price of the product-person.
The adequate combination of these instruments will influence the achievement
of personal objectives; which are the promotion of the individual's career and
demand by the labor market.
Future research will continue this line of research and will empirically test the
relationship between the variables indicated. In particular, and given the high rates
of youth unemployment in certain countries, the potential contribution of individual
social capital to the performance of human capital within this segment of the
population is of great interest.
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