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Abstract: 
 
 
 
Athletes during their life are going though many expected and unexpected changes. Talking 
about transition from playground sport to organized one, from junior level to senior level 
and all the way to retirement and transitioning to another career, the change can be 
smooth or very abrupt. The roller coaster of emotions has a high impact on one’s 
performance and certainly on his life quality. Coping with change can be very stressful 
creating a negative experience in a unprepared transition, or can be planned creating a 
smooth and positive reorientation. Often sports take a toll on individual attention, asking 
for undivided attention on high level performers. Therefore, often athletes don’t step out of 
their bubble taking a reflective approach for future planning, until the actual retirement, 
when most of the time might be too late. 
 
By conducting six semi structured interviews with former high performance athletes, the 
paper aims to find out if the process of personal branding can bring this reflective state 
necessary for athletes to cope with the changes that not only that are certain, but many 
time coming unexpectedly being caused by injuries or other factors that are unpredictable. 
Asking participant questions related to their decisions during sport, asking to describe 
their transitions and the actions that help them during that time, but also to asses their 
final destination conclusions will be drawn assessing  if personal branding can be more 
than just an economical tool, but a form of personal vision, helping setting realistic 
objectives and a personal mission that brings personal success. This can help athletes not 
only in changing careers, but throughout all the possible barriers by offering a holistic 
lifespan perspective.  
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1. Introduction  

 
Athletes success in their playing environment, and transitioning to a future profession, has 
been a focus for many articles and studies. Also, many articles and books focused on branding 
of athletes from a marketing perception. Yet, there is little literature linking the whole 
process of personal branding during the playing career of the persona involved in sports and 
the overall success. To be more specific, there is a lot of information concerning athletes 
personal branding and their commercial success, a lot of information concerning athletes’ 
psychology transition out of sports, or their professional reorientation when sports life is 
over. However, there is a gap in research addressing the structure that the process of 
personal branding is offering to the athlete beyond the promotional opportunity, developing 
opportunities of growth for the person. It offers them a wholistic lifelong span with clear 
vision and reflective opportunities for a much clearer vision. 
 
Many athletes struggle in planning their future. Most of the times, given the demands of 
playing sports at the highest level, their focus is overwhelmingly on practice or on immediate 
results. Therefore, is way too little time spent on education, on planning and other matters 
that would help them create a personal development plan along with the ability to overcome 
the different barriers in their life, coming either somehow expected like moving from junior 
to senior or age caused retirement/transitioning out of sport or unexpected like injury 
caused retirement. 
 
Moving from the broad context of branding from a marketing perspective, and narrow it 
down to what personal brand is, how is done, and how does that apply to any profession, 
regardless of what domain, the investigation will take on to the scholastic process of the 
individuals. Later, will look into personal branding of athletes and if that has any connection 
with their success in their “sport life” as well as in their transition out of sports. For the 
purpose of this research the author will conduct a series of six interviews addressed to some 
high-performance athletes that can share from their sport experience but also point some 
insights from their transition process out of sport. This way, by comparing the different 
approaches and paths took by those athletes, conclusions will be drawn that can help the 
industry in general, but also athletes in special. With a better approach towards creating a 
more comprehensive personal branding process, athletes might be able to improve their 
success during their sport career, can have a better chance of a positive transition out of 
sport, having bigger success in the second career out of their playing field. 
 
After presenting with findings of the research, the author will look to answer the question: 
 
Does personal branding helping athletes to reach success during their sport career and 
in their transition beyond their playing context to a future profession? 
 
The aim of this research is to find to what extend the process of personal branding is helping 
athletes’ structure not only their present self, but giving them a clear path to future career, 
helping them cope with different types of events in their life and also have positive transition 
experiences overcoming the expected and unexpected hurdles. 
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The research objectives: 
 
To investigate what branding is as a context. 
To determine the link between branding and personal branding. 
To determine the enablers and barriers in athlete’s different transitions. 
To evaluate if there is a connection between personal branding and career success. 

 
2. Literature Review 

 
2.1. Branding 

Talking about branding many would think of a famous logo of a drink or of a specific footwear 
or a distinctive sign that represents in the eye of the consumer a specific commercial identity. 
As Snodgrass identified as the beginning of branding happened in the 1800s in the western 
part of the United States where the live stock was marked by the rangers with distinctive 
symbols in order to identify lost animals or discourage theft (Songrass et.al. 2004). From that 
it evolved to differentiate products as unique goods with unique advantages to consumers. 
So, each particular product would have some brand attributes. The brand attributes would 
be what consumers think of the product or service and what its purchase or consumption 
will cause (Keller, 1993). There are many definitions of branding. According to American 
Marketing Association, “a brand is a name, term, design, symbol, or any other feature that 
identifies one seller’s good or service as distinct from those of other sellers”. Keller (1993, 
2003) has argued that brand equity is a function of the degree to which an audience has 
familiarity and favorable associations with the brand. Most of the definitions are analyzing 
brands from the consumer point of view. As this is clearly an important aspect of the 
consumerism and a specific commercial approach, process of branding involves many other 
dimensions. Now the main components that form a brand, according to Wikipedia, are: brand 
identity, brand communication, brand awareness, brand loyalty and several brand 
strategies. In the twenty first century, branding process requires an overview of the whole 
spectrum around the product or service. 
 

2.2. Personal Branding. 

Moving away from branding in general towards branding of a persona, is just a natural 
extension, creating the uniqueness of self-package (Philbrick & Cleveland, 2015). But 
personal branding is a relatively young concept popularized by Tom Peters in his article “The 
Brand Called You” (1997). However, the term was “indirectly introduced” before by Ervin 
Gofman as Khedled (2014) debated, in the book “The Presentation of the Self in Everyday 
Life”(1959). Also Rampersad looked at personal branding as a way that others perceive you 
compared with self-esteem that is the way you perceive yourself (Rampersad, Hubert. 2008). 
Once you define your goals, you can define your personal brand to help you achieve those 
goals.  By developing your personal brand, you can create desired perceptions of who you 
are and what you can bring to the table in your career today and in the future. (Forbes, Kristie 
Hedges, 2010) 
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Taking the discussion further, we argue that personal branding is more than just a marketing 
statement, some visual identity or some means to self-promote an individual to the world. 
Montoya & Vandehey (2003) stated that personal branding is a process that will bring the 
person's unique skills, personalities and characteristics and then wrap it into an identity that 
has more power than competitors. Rampersad (2008) specified that ‘‘self-esteem is about 
how you perceive yourself and personal branding is about how others perceive you.” 
Personal branding is an introspection of the values and a deep process of identifying the real 
self in order to create a personal vision and a tone of voice that represents that self. Giuseppi 
et.al, (2014) included in the definition of personal brand “ a combination of personal 
attributes, values, drivers, strengths, and passions that differentiates your unique promise 
of value from your peers”. A personal brand, helps you create a better print of who you are 
to the others, regardless of what profession, field of activity you activate in.  
 
Personal branding is a continuous process that should begin as soon as possible as it gives 
you not only a professional self, but it can provide objectives to aim for an ideal self. Thus, is 
a process of continuous learning (Philbrick, Cleveland, 2015) forcing for an introspective 
look at yourself by asking questions about your values, your passions, your differentiators 
from others, and the place that you can envision yourself. Building a sound personal brand 
gives you a better understanding of the direction you took or the steps you need to take. As 
Philbrick also summarized, it can serve as your pathway to professional success.  
 

2.3. Athlete Branding. 

If personal branding is described so clearly in the scholastic approach, then there is way too 
little research on athlete branding, other than from the consumer direction. There are more 
and more athletes that are seen as individual brands. More than that, names like Michael 
Jordan or Cristiano Ronaldo among many others, are full time enterprises. Many articles (eg. 
Hodge et.al, 2015, Hasaan et. Al, 2018, Carlson, Donovan, 2013) are considering athletes 
personal brand just a mean to promote for better marketing and to reach more customers. 
As Hasaan (2018) described that a lot of the athletes are using their persona of fame, a bit 
further in order to launch products carrying their names this being also an extension of the 
athlete’s brand. Keeble (1991, p.170) argued that “…a brand becomes a brand as soon as it 
comes in contact with the consumer.” Also, Keller, Parameswaran &Jacob (2011) defined the 
process as “Building up a name and reputation in a business context can be viewed as 
building your own brand.” So far, researchers emphasized the process of personal branding 
as the result of how others perceive the athlete and not a process of inside-out, where is a 
process of finding who you really are in order to create that brand.  
 
Another direction comes from the fans. Sports is categorized as an entertainment business. 
It sells emotions and therefore, many times the strong ties of the fans with sport brands, 
athletes or clubs, drive brands in different directions. Those can influence the perception of 
a brand taking it to different outcomes publicly if that is not strong enough or is not dealt 
with consciously. As promoting tools became more widespread and personal, accessible to 
everyone, like social media or online media channels, more and more individuals decide to 
take specific steps into communicating or building according to organized plans. In the 
modern sport marketing environment, it has become increasingly important for professional 
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athletes to build and promote their personal brands (Hodge et. Al. 2015, p. 113).  
 
It is clear the need of building a brand for athletes. What this paper will argue is if the process 
of building a personal brand could bring the level of consciousness and an overview of 
specific steps that an individual with different levels of focus to a necessary level for success 
(actual and future). For that lets look first into the personal brand process. In the context of 
branding, and more specifically personal branding we find that “a personal brand is a widely 
recognized and largely uniform perception or impression of an individual based on their 
experience, expertise, competencies, actions and/or achievements within a community, 
industry, or the marketplace at large” (personalbrand.com). What is more interesting for this 
paper is the process needed to create one. Therefore, personal branding process, represents 
“The conscious and intentional effort to create and influence public perception of an 
individual by positioning them as an authority in their industry, elevating their credibility, 
and differentiating themselves from the competition, to ultimately advance their career, 
increase their circle of influence, and have a larger impact”(personalbrand.com).  
 
The same approach was founded in other researchers’ descriptions. Arai, Ko, and Kaplanidou 
(2013) mentioned that every athlete is a brand, as every athlete owns a unique name, 
appearance, and other individual characteristics (i.e., personality and image) (Williams et al. 
2015). Personal brand is present everywhere, and all of us are defined by it. Some better 
than other. The difference of course is influenced by many factors. In athlete’s case, depends 
on the different sports played, position in the team, if the sport is individual or team sport, 
the result and the reach of that result with the fans, but most important on how much time 
you spend on building that brand. Building a personal brand is a complex process where the 
subject has to take in consideration not only how he communicates, but what he 
communicates. So, first the athlete has to ask himself/herself a set of questions that assures 
the authenticity of the brand as that is reflecting not only where he is at that specific moment, 
but also helps him/her create a path to a desired future self. Self-image can build behavior 
(Morhart, 2009; Punjaisri, 2009). 
 
 First questions, according to Tinder and Glen (2010), are self-reflective: “What are my 
values? How and were do I find meaning in life? What am I passionate about? What 
distinguishes me from others in and out of my field? In what environments do I function most 
effectively?” In creating a personal brand helps also to start with a SWAT analysis (Strengths-
Weeknesses-Opportunities-Threts) that would help athletes see what they are against in 
their career path (Giuseppi, Mag, 2014), and also allowing them to play a variety of roles, as 
an athletic performer, entertainer, marketable commodity and role model (Jackson & 
Andrews, 2001). As a role model the athlete is also considered more than just a presence or 
a vehicle of promotion, but a cultural product. 
Defining your brand is like a journey of business self-discovery. Brand personality refers to 
“the set of human personality traits that are both applicable to and relevant for brands.” 
Azoulay, A and Kapferer(2003). Aaker (1997) underlined five broad directions of brand 
personality: sincerity (down-to-earth, honest, wholesome, and cheerful), excitement (daring, 
spirited, imaginative, and up to date), competence (reliable, intelligent, and successful), 
sophistication (glamorous, upper class, charming), and ruggedness (outdoorsy and tough). 
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To answer the research objective, the author will argue that the process of personal branding 
is more than just packaging the individual but also will give sense of direction. A personal 
brand is as stated above, also setting a personal mission, vision, and to define his or hers 
personal values. As so, going through this process, the paper will find if an athlete creates 
only a personal brand, logo or statement, or is also a long-term developing plan to help 
him/her build continuously his brand? And if so, how is that a factor in his sport life success 
but also in helping in transition outside of sports? 
 

2.4. Athlete’s Lifespan Overview. 

 In the next part of the review, the paper will describe how maybe is personal branding 
process of an athlete overlapping with what the researcher considers necessary for their 
personal development, and therefore, for their success in overcoming and coping with events 
during their sport career and after that.  Sport is a process of skill. What we mean by that is 
that it is a continuous process of getting better. Usually starting at young ages, where 
gymnasts are known of starting very early, with some known to start at three years old, but 
also most of other sports Knowing to start before the teen ages. Also, another aspect of an 
athlete career span is that is in the most cases relatively short with an expected retirement 
in between thirty and forty years old for the most. So, in a short period of time, boys and girls 
would go through most of the growing up periods and so many changes in their lives, that 
most are expected and follow specific period of time. 
 
The holistic lifespan perspective was first voiced through the “developmental model of 
transitions faced by athletes” (Wylleman & Lavallee, 2004; Wylleman, Alfermann, & Lavallee, 
2004b). Here, there are different levels where where transitions can be found for the lifespan 
development: athletic, psychological, psychosocial, and academic-vocational. Also, the 
holistic perspective at the career transition that Henriksen at. Al (2014), emphasizes the look 
at the “athletic career as a social affair”. This approach was developed and tested in the 
project called Successful Athletic Talent Development Environments in Scandinavia (ATDE). 
In this model the major components of the ATDE were structured as “nests” around young 
athletes (at the center of the model) into micro (e.g., coaches, peers) and macro (e.g., media) 
levels, and athletic and nonathletic domains; the model also guided researchers to explore 
how members of the ATDE perceived its past, present, and future (Stambulova, 2003, 
2009b). Along this model Stambulova (2012) proposed a model where athletes get 
assistance in their career transitions (ACT). This would form a set of guidance to plan 
interventions giving them coping resources and strategies.  
 
The ACT model consists of eight interrelated components, set up as consecutive steps in a 
transition intervention planning: (1) foundations, (2) client’s characteristics and cultural 
contexts, (3) goals, (4) life contexts to work in, (5) time frames, (6) basic methods, (7) 
perspectives and content, and (8) assessment (career assistance practitioners). Considering 
a transition to be successful, the coping should be balanced with transition demands and also 
an action plan given to the athlete or developed itself. The resources available and strategies 
to be effective in providing answers to the challenged individual. On the opposite the crisis 
would be at that moment where the obstacles are much bigger than the available resources 
or strategies. 
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Most of the time strategies aim towards expected events, transitions that are somehow 
expected in athlete’s sport life. Paul Wylleman and David Lavallee, studied intensively the 
psychological and social events in sport. They called these somehow expected events as 
normative transitions. Considering a multiyear period, an athlete is more likely to go through 
sic normative transitions: (1) the beginning of sport specialization, (2) the transition to more 
intensive training in the chosen sport, (3) the junior-to-senior transition, (4) the amateur-
to-professional transition, (5) the transition from peak to maintenance career stage, and (6) 
the transition to the post sport career. During a normative transition, the athlete exits one 
stage and enters another stage, which makes these normative transitions generally 
predictable and anticipated (Schlossberg, 1984; Sharf, 1997). On the other side there are 
many nonnormative transitions. These are happening in athlete’s life and have a fast and 
direct impact on them. Nonnormative transitions could be serious injuries, usually career 
ending, loss of important people, like a personal coach or an unexpected termination of a 
contract. The described one are usually perceived as strong negative events.  
 
There are also some nonnormative that fall in a different area. The nonpositive. For example, 
an athlete that was for many years called for the National team, but all of the sudden and 
without any known reason, he or she is left out. The most impactful event in athletes careers 
is the career ending injury. Not from the medical point of view, not from the cost of 
rehabilitation point of view, but from the psychological point of view. Evidence shows that 
some sport performers do indeed experience serious adjustment crises when faced with 
retirement (e.g., Allison & Meyer. 1988; Kleiber & Brock, 1992; Messner, 1992; Werthner & 
Orlick, 1986). The role of specific coping strategies such as reliance on social support or use 
of alcohol has also been indirectly confirmed in studies of the transition phase of retirement 
(Koukouris, 1991  Mihovilovic, 1968; Swain. 1991; Werthner & Orlick, 1986). As part of their 
study, Samuel and Tenenbaum (2011b, 2013) found that 32% of the athletes reported 
experiencing a career change-event of a severe injury. Even if the retirement came as a 
physical normal outcome of age, or worst, it it came as a nonnormative event, career planning 
in sport but also transition to a second career, should be part of the strategy of every athlete. 
However, studies also show that athletes exhibited a substantial negative relationship with 
pre-retirement career planning and a substantial positive relationship with zeteophobia (i.e., 
anxiety associated with post-athletic career exploration and decision-making; Krumboltz, 
1992). The term of Zeteophobia was noted by John Krumboltz, a psychologist professor at 
Stanford University and refers in general of the “fear of career planning”.  
 
As stated in the previous chapter, sport is asking for big sacrifices for high performance 
results. Thus, athletes are parted into two different instances. The ones that you can hear 
them saying “basketball is my life” or “rugby is my life”, those are referred to as having a 
strong and exclusive athletic identity, and those who are open and envision more than just 
sport, that also prioritize activities outside their sport bubble. The athlete’s self-identity is 
playing a significant part during transition making. It has been researched the fact that 
athletes with a strong athletic identity, and those with a strong identity foreclosure, may lack 
coping strategies essential during career transitions (Crook & Robertson, 1991; Gordon, 
1995; Pearson & Petitpas, 1990) and, consequently, may experience a more difficult 
adjustment to psychological transitions than do those athletes who committed themselves 
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to nonsport participatory roles (e.g., Chamalidis, 1995; Grove, Lavallee, & Gordon, 1997; 
Werthner & Orlick, 1986). In a study made on rugby players Barrow, Hurley and Ruiz (2017) 
described the feeling of some of the subjects and their focus on sport: 
 
“Rugby like, it’s the whole how you identify yourself, ya know” (Damien). 
“It was always sports, sports. Sport’s everything for me. So when that chunk, when that whole 
focus is taken out of your life, you’re kind of left with, ya know, a void or what do I do? Where 
do I go from here? And it’s a certain, a massive lack of confidence. “(Brandon) 
 
Crook and Robertson (1991) have stated that individuals with a strong and exclusive athletic 
identity may fail to develop appropriate coping resources, and several other theorists have 
suggested that athletes who derive their self-identity primarily from a sporting role may lack 
the necessary social support networks after retirement (e.g., Baillie & Danish, 1992; Brewer 
et al., 1993; Messner, 1992; Taylor & Ogilvie, 1994). Giving the fact that athletes can be highly 
motivated performers, the ability to change stays within their grasp, as long as they 
understand and create a life-long plan. If they are able to implement the change, feeling in 
control of their future they will perceive the outcome of the change process more positively 
(Samuel et.al. 2015). Research, done with athletes in universities (Roberts, Mullen, Evans, & 
Hall, 2015), showed that take an active approach preparing life after sport during their 
sporting careers experience also a more positive transition out of sport. Significantly more 
successful than those without a plan. Those who strongly commit themselves to the athlete 
role may be less likely to plan for post-athletic career opportunities prior to their retirement 
from sport (Gordon, 1995; Pearson & Petitpas, 1990; Thomas & Ermler, 1988). Samuel 
proposed for those, a model in which such cognitive elaboration typically leads to a strategic 
decision as to how to initially respond to the change-event: (a) deny/ignore it, (b) cope 
independently, (c) consult with others, or (d) consult with a sport psychologist. As stated 
above they also concluded that help would come from: perceived control over the situation, 
athlete motivation for the sport, existing coping skills, and available support (Samuel & 
Tenenbaum, 2011a). 
 

2.5. Literature review summary 

Starting with the definitions of branding and the origins of the term the paper created a 
general landscape arguing that branding in not just creating the packaging of the products 
but also a careful description of the values of the products or services. To be able to find 
market gap and to be able to position your desired brand specifically destinated to the 
targeted audience, the whole process must carefully identify and communicate each aspect 
taking the brand through a thorough path.  Further into the research we advanced the notion 
of “personal branding”. Identifying a persona with a brand, became a difficult process as it 
does not describe just the present time persona, but also builds a holistic overview of the 
mission, vision, and values, along with the tone of voice and future personal objectives. It has 
been showed that it is a continuous process that significantly enhance the chance for success. 
The paper however focusses on athletes and their need for personal branding. Taking the 
athlete’s brand from the commercial perspective towards the process of personal brand in 
general, the paper identified steps that help not only to sell branded products but also grow 
the whole persona from a social and cultural perspective. 
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Later in the research the paper addressed some of the challenges that athletes encounter 
during their sport careers, but also during transition to a different path. Searching for 
resources that help athletes cope with change, it has been identified that most of the research 
done is around the existing professional help that can advise an athlete towards the 
proposed models of help. So far, it is shown that that are many similarities between proposed 
steps of preventing crisis in the life of an athlete with professional support and the 
researched process of personal branding. In the next part the author will address through a 
series of six interviews with former high performance athletes instances that would help 
answering if: personal branding is helping athletes to reach success during their sport career 
and in their transition beyond their playing context to a future profession. 
 

3. Research Approach and Methodology 

The focus of this research is to find out the relationship between personal branding of 
athletes and their success not only commercially but also in the sports that they are playing 
and during transition towards other professions after they retire from sports. The approach 
of this research will be in a qualitative format. Giving the lack of literature on athletes 
branding, beyond the commercial focus, the qualitative research will “allow the researcher 
to understand phenomena as they actually occur in the real world.” (Charmaz, 2008) 
 

3.1. The research question for this investigation 

Is personal branding helping athletes to reach success during their sport career and in their 
transition beyond their playing context to a future profession? 
 
The aim of this research is to find to what extend the process of personal branding is helping 
athletes’ structure not only their present self, but giving them a clear path to future career, 
helping them transitioning out of sports. 
The research objectives: 
 
To investigate what branding is as a context. 
To determine the link between branding and personal branding. 
To determine the enablers and barriers in athlete’s transition. 
To evaluate if there is a connection between personal branding and career success. 
 
In order to fulfill the research objectives, during the investigation, six semi-structured 
interviews were conducted with former high-performance athletes, Olympians, World 
Championship Participants from two sports, basketball and rowing, that had the experience 
of transitioning out of sports, but also the overview of sports careers at the highest level. The 
purpose of these interviews was to find out the barriers or the enablers that helped or not 
their personas on the way to success. 
 
The author is also a former basketball player and former captain of the Basketball National 
Team of Romania, playing at the highest European level, that transitioned from sport career 
to a sport management position in a company. Thus, knowing so many different high-profile 
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athletes, both successful or not, was able to ask pertinent and objective questions in order to 
find relevant information encouraging openness and answers that could help on drawing the 
conclusion of this research. 
 

3.2. How were the interviews be conducted? 

 
A set of eighteen questions were developed on three different categories. Five questions to 
ask the athlete details for the time span of his/her sport career, eight questions of the 
transitioning period and five for after sport. 
In order to make sure that the compatibility level of the interaction of subjects with the 
thematic of the research, the interviews were conducted in a semi-structured format. All the 
questions were open ended so we could collect as much information as possible. The 
answers were not developed with any other side discussions. Also, this format of semi-
structured interview gave the opportunity to the respondents to be more relaxed, therefore, 
more open. Giving the knowledge on the subject, the respondents felt on ease knowing 
because the author also had been through the same type of transition. 
Each of the conducted interviews lasted between 20 and 30 minutes. All of them were 
conducted over the phone or Skype giving the long distances between the subjects and the 
author. All interviews were conducted in English.  
 
For the transparency purposes, the interviewees were briefed before in order to have a clear 
picture of what the author is doing with the collected information. Interviews were 
transcript and those transcriptions red several times to gain a sense of the phenomenon 
being studied. The data collected during the interviews was centralized and structured into 
categories preset like building personal brand or not, enablers or barriers during transition, 
and so on, that will help in answering the research questions.  
 
To conduct the interviews:  

• An initial meeting or telephone call to discuss the research process in more detail with direct 

contacts of the researcher. 

• An initial interview with the Subject for approximately 25 min. 

• Transcripts will then be emailed back to the subject to be reviewed (either with amendments, 

deletions or additions) approximately 1 hour. 

• Any other meetings were not necessary. 

 
3.3. Participants 

The participants of the interviews are with ages between 36 and 60 years old. There are four 
men and two females, however, the answers were not in any way been categorized by 
gender. All are different nationalities. Due to confidentiality, their names were substituted 
with letters from A to F so from this point on will be referred to Athlete A, Athlete B and so 
on. Also because of the confidentiality, the countries of origin will not be disclosed. The 
sampling population becomes less important when it comes to qualitative research, 
therefore the interviewees were identified with a convenience sampling (Bryman & Bell, 
2015).  
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3.4. Methodology  

Giving the lack of experience that the author has in researching, the approach was a mix 
between comparative method and thematic Analysis. This mix offers a flexibility in 
interpreting the data collected from the semi structured interviews. Qualitative research  
being so diverse complex and nuanced (Holloway & Todres, 2003), and thematic analysis 
should be seen as a foundational method for qualitative analysis. Following the procedures 
of Glaser and Strauss (1967), was used the constant comparative method to generate themes 
to summarize the branding strategies of professional athletes and also the connection 
between the existence of it and general success. The process of constant comparison “… 
stimulates thought that leads to both descriptive and explanatory categories” [Lincoln and 
Guba, (1985), p.341]. 
 
Once the data was structured, and the comparison made not only between the interviewees, 
but also the process of personal branding extracted from the scholastic literature, the 
research objectives will be addressed one by one leading to answering the question 
formulated initially: “Is personal branding helping athletes to reach success during their 
sport career and in their transition beyond their playing context?” 
There are various „conventions‟ for representing prevalence in thematic (and other 
qualitative) analysis that does not provide a quantified measure (unlike much content 
analysis, Wilkinson, 2000) – for instance: “the majority of participants” (Meehan et al., 2000: 
372), “many participants” (Taylor & Ussher, 2001: 298), or “a number of participants” 
(Braun, Gavey, & McPhillips, 2003: 249). 
 
The author chose the thematic analysis because in this context it provides a sum of 
advantages. Fist its flexibility. It is a relatively easy and quick method to learn and to do. Also 
very accessible to researchers like me with no experience of qualitative research. Uses the 
participants as collaborators.(Braun, Clarke , 2006) 
 

3.5. Research ethics 

As requirement to the submission of this paper, the author had to go through a research 
ethics approval (Submission Ref: 17950). Following independent peer review of the 
proposal, the APPROVAL has been granted on the basis of the specific proposal and subject 
to continued compliance with the Northumbria University policies on ethics, informed 
consent, and any other policies applicable to your individual research.  
 

4. Findings and Qualitative Analysis. 

The analysis of the interviews will be done according to the main themes defined in the 
methodology. Extracting relevant data from the transcript were done by identifying what the 
researcher interprets as being relevant to the topic.  
Taking the interviews one by one, the paper will match overlapping statements from all the 
subjects. As a purpose to keep anonymity from this point on the researcher will not refer at 
the athletes as he or she but will transform all the direct comments using “they”. 



16 

 
 Interviews 

4.1. Athlete A (appendix 1) 

4.1.1. Sport Career 

First layer of questions regarding Athlete A’s vision during sport career, was not closed to 
what we described as being a branding process. It did not know what a branding process is, 
and they was limited to direct basketball process. “I had an overall vision about my sport 
career” or aiming to “get a contract abroad” and having the goal of becoming “the best point 
guard in the league. Clearly that the focus was directly and exclusively on basketball. 
Although, the athlete played basketball in a period and in a culture where personal branding 
was not so popular “the concept of becoming a brand was not invented”, the questions aim 
to get deeper into signs of identifying some of the processes that would show also a efforts 
done outside the sports field. As part of branding is also the notoriety of the subject as a 
player, clearly, they had a good base giving the success they was having  “being one of the 
best Romanian basketball players could be a brand, then yes, we can consider that I 
developed this”.  
 

4.1.2. Transitioning  

Besides the fame, Athlete A prepared they education, realizing the short period of time that 
a sports career provides, “ I knew that playing career is just a small part of the active life, so 
I should be prepared for what will be after playing time is over”. However, they mentioned 
the family support in that sense. It was not a self and conscious decision. Giving these facts, 
they mentioned that the transition was somehow smooth. It was not on their terms, because 
it happened when they did not get any other contract anymore, but being prepared and 
having an opportunity “ it looked like the option to move on the other side of the court”, 
helped they to transition into what is doing today “was the most natural transition”.  
Asking they about being a role model, I found out that is the closest thing to branding, that is 
universally accepted. Even though most of the traits of being a role model is still directed to 
the play field, giving it the meaning of leadership and an example to the teammates most of 
the time. However, asking Athlete A, they saw it in the transition. They was proud of the 
position they has in the present so used that to be also an example for others “I had an 
excellent presence as sport journalist, that can be considered as a role model.” 
 

4.1.3. After Sport 

Athlete A as I said is one of the ones that had a successful transition. “Seeing the 
opportunities” was one of they secret to success. There are many signs of their continuous 
learning focus that is clearly one of the requirements stated throughout this paper. Now they 
knows that building they own personal brand will be of big help in a better career. 
“developing my brand…in my country…throughout my activity at international level” 
looking for recognition and growing opportunities.  Now they also communicated with a 
different tone of voice, as a “manager”. 
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4.1.4. Analysis of Athlete A 

Analyzing they though the lenses of personal branding it is obvious that steps made in the 
right direction during sport career helped they to become the person the is now. So, even if 
we can’t see the whole toolbox of personal branding in those action, the ones that they used 
were giving a better chance to succeed. Maybe the most important one was personal 
development through education and also communicating on the court and also towards the 
end of they career outside the court. Although there is a lack of an overall life plan little 
objectives were set and followed through the whole sport career. 
 

4.2. Athlete B (Appendix 2) 

4.2.1. Sport Career 

Athlete B was definitely an athlete with vision. They realized in time how important building 
a brand is. Even if in the beginning was “very sports oriented”, at a fairly young age, took a 
different turn “I had like a turning point, I was 26-27” (years old). At that moment having an 
offer to represent a certain association Athlete B realized the importance of diversify their 
career. “I was like…if you commit you already position yourself different also in sport 
career…it was a decision that gave me options”. It was clear from the fist questions the 
openness towards self-development. Also giving the level of play they had been in contexts 
that encourage this kind of approach. With a understanding of the “need to differentiate 
myself from others”, they took action into grabbing opportunities networking and look 
continuously outside sport. Education was also part of the development process and even 
made as a priority “I was not focused on money at the time” (remark for when they was 25 
years old and decided to sign with a club that helps including also an educational program).  
 

4.2.2. Transitioning 

Having a clear vision on the steps ahead, Athlete B had a somehow easy and smooth 
transition. Is here referred as somehow, because as described the passion was still there but 
the “struggling in practice” made clear the need to change. Obvious example of a normative 
event that was also prepared in advance as there were conscious actions taken before hand 
“everything went to place”. Asked about if they consider that they was a role model, Athlete 
B pointed a player representation role that they has during playing career “I realized that I 
can be a model for next generation”. Having taken the right steps prepared for the transition 
they had many opportunities after retirement.  
 

4.2.3. After sport 

They admitted that what is doing today was not planned before, but given the actions 
preparing for the future, created opportunities their self “I created my brand myself without 
thinking consciously”. Still looking back Athlete B recognized that could’ve been more things 
to do to improve the today-self: 
“I think that when you are a player you are total naïve because you only see the picture from 
one side, so, when you start working in different organization you start seeing the picture a 
little bit different… I think that when you are young you don’t see the limitations. You think 
“I am strong, famous, I can do so many things” and you can’t see your limitations. During your 
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process you start confronting yourself with the limitations of the sport and understanding, 
and probably you would done the things differently if you would know that at that 
time…Sometimes you think that you have the only truth, so you don’t listen.” 
Having a continuous learning mentality, and also helping others in the position that they is 
right now, it it easy to sense the vision and the clear and positive person that Athlete B is.  
 

4.2.4. Analysis of Athlete B 

A player that followed almost all the personal brand building process. They did not have any 
professional organized guidance exactly, but self-made branding process gave Athlete B all 
the tool necessary for coping with any change during the career. Looking at the proposed 
research question, personal branding was present all along the career, during transition and 
after sports, overlapping also with Their success. Also, now their tone of voice show 
openness to new learning, shows emotional intelligence and open minded mentality. 
Exploring new opportunities and being ready to gram them it is a prove of preparation. 
Overcoming the general idea that the sport asks for exclusivity and in the same time continue 
to do more things on high level without jeopardizing the others and keeping the priorities 
showed a great deal of ambition, vision and direction. 
 

4.3. Athlete C (appendix 3) 

4.3.1. Sport Career 

Athlete C was a player that focused the most part oh their career on basketball performance. 
It was late when they decided that has to do additional efforts in order to transition to 
something else “the last years of my career also start to work for life after basketball”. This 
decision came also with the financial comfort. Branding was not part of his sport life and 
even more, at a later stage was perceived also of only a commercial tool “selling something 
or things that did not interest me…when I was young, I was not conscious about that.”   
Asking Athlete C about developing the brand during sport, the answer again took us within 
the bubble. Although, it is still acceptable to the fact that attributed to the brand values that 
represented they at that moment “Yea, I think it was “hard work”, “professional approach”, 
“always getting better”,” positive”. As stated above, towards the end of they career, started 
also to grow the network. Not only the immediate network but spread it out also laterally to 
other industries. Also, at that time focused a lot on personal development and formal 
education. 
 

4.3.2. Transitioning 

The transition was also expected somehow. Athlete C had a long career and retired thinking 
on one side that was time but also forced by the surroundings “was tough to keep up, and, 
you know, the game was changing, and I was never very quick, so it cost me a lot of effort to 
keep up”. Transitioning they went to the field of activity that he prepared before, showing 
that part of the vision was followed. Looking back on the transitioning period they was 
reflecting stating that “more you know yourself the more you know what you want to be.” 
During the interview was clear that even if they transitioned to a career that was not a final 
destination, they still experienced a positive experience being prepared and taking 
opportunity that raised because their preparation. 
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Being a role model for they, was also related to the leadership on the court. Leading by 
example took they however, to a place that had to mould them self. From the interview signs 
were taken that was not what exactly they appreciate thinking that maybe should’ve been 
more they self. This shows that self-reflection is clearly a path towards reediness and a 
proper thing to consider in coping process. 
 

4.3.3. After Sport 

Athlete C was one that had a second transition. Moving after sport into education proved that 
was not the right call for they. 
 “Getting to know myself, and really getting conscious what is really important for me… I 
admitted what my deepest wish was… so I really needed this change in my life and go and 
live my dream.” 
Genuinely happy about the recent transition with 15 years from retirement from sports the 
athlete was still able to challenge they self-enough in order to change again careers. The new 
ton of voice is one calmer, creative more convincing and ready with a new vision: “ to create 
a Euroleague players, because that’s the most you can do in development” (of players) Also 
in this new self it is a lot “about personal development and personal recognition.” 
 

4.3.4. Analysis of Athlete C 

Without having a jotted down plan with exact objectives Athlete C followed they own vision 
and prepared a fair amount for it. In contrast with the others the athlete was more of a trial 
and failure example. However, being ready for each step made him successful in those 
transitions, getting at this point into they own positive situation. For they, objectives were 
short-termed, but realistic and achievable.  
 

4.4. Athlete D (appendix 4) 
4.4.1. Sport Career 

Athlete D is a perfect example for an athlete with a strong and exclusive athletic identity. 
Their success kept their self to a tunnel vision exclusively on sports “No basically I was just 
playing, did not have any other vision. I was focused only on sport”. During whole interview 
I sense the regret they had looking back on their career. All the opportunities missed “if I 
putted little more time, maybe I would’ve been more successful”. With a very long career, 
playing until they was 41 years old, on one side it was great having the opportunity of 
following your passion for so long, but on the other it is harder and harder to adjust yourself 
on transitioning to a future self. For the first time Athlete D thought about future career when 
they was 24 or 25. “I was scared…I did not think of anything constructively”.  
 

4.4.2. Transitioning 

Started to act on some planning only when turned thirty. Still focussing on sport decides that 
it was time to get into a University program. “I started to look around and get to university 
to become basketball coach…that type of stuff”. Continued to play until they lost desire to 
play but also with little injuries that kept they off the court “I was forced by health a little”. 
Just like most, thinking that being a role model represents the most a leader position in the 
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team.  
 

4.4.3. After sport 

Finished sport and decided to take an year off. Uses it as a reflection time and setting things 
in order. Now trying to draw a plan with clear objective. Making efforts to follow formal 
education and be able to find more opportunities. Looking back on Athlete D young version, 
would “Try to build the brand around the playing career when I could do so much more” and 
also would focus more on personal development 
 

4.4.4. Analysis of Athlete D 

Even though it was the shortest interview the athlete gave such a comprehensive insight of 
strong and exclusive athletic Identity. I found that sport many times extracts youngsters 
from educational system without giving them after a safety net. At forty-one Athlete D was 
dropped back into the system without and professional help. Personal branding can be a tool 
around personal strategy and lifelong vision as was presented in the body of this paper.  
Many systems already have more and more professionals that act and coming into rescuing 
athletes that are lucky enough to be part of those systems. With the rest the responsibility is 
their own and just like Athlete D personal branding process would give they the toolbox that 
might be able to help in coping when change is coming. 
 

4.5. Athlete E (appendix 5) 

4.5.1. Sport Career 

Athlete E is a former Olympian participating in rowing but doing so because of the school 
situation that had a rowing team. Therefore, it is a little reverted, as they was already into 
education and never stopped” I was doing both, being enrolled in the school team.” When 
asked about if acted as a brand, the athlete talked about playing the clarinet or doing 
photography, “I had many passions that I grew” The multitudes of activities “helped me 
diversify my activity…I think that helped me though.” Communicating was also an important 
part of the usual, did it a lot with their peers and colleagues and the most that could at that 
time “I grew my network even though I did not do it as a purpose”.  
 

4.5.2. Transitioning 

“What I learned from sport, however, is enriching and I can use it in business.” They always 
did know that sport is just a temporary thing. The main focus, regardless of high 
performances was on different career options.  
“Being an athlete is not balanced. It’s a full-time job. You still must choose what you do 
besides training. I mean you can play video games or watch tv, or you can reed literature or 
study. I was the later. “ 
Continuously conscious about the sacrifices that one must make in order to perform took the 
decision to get a job and set clear objectives for the future. It was a definite decision to retire 
from sport, a totally expected one.  
 
 



21 

4.5.3. After Sport 

Athlete E reorientation is a very successful one being the president of a major bank in 
(country). When asked about if they consider being a role model responded with “at times” 
however, being a leader can be extracted also from “I found myself many times in this unique 
position to speak up”, and “I found that my leadership now is more into coaching people”. It 
is truly inspiring finding this type of awareness on a high positioned person.  
“I finished law and now I am a banker so one would say no. But I guess that is also about 
opportunities and what you do with them. You see so many people that pretend to know it 
all and is so clear that they don’t, and I also reflect on myself as a third person and think for 
myself, am I challenging enough.” 
 

4.5.4. Analysis of Athlete E 

Clear vision and a down to point plan throughout the whole live of Athlete E. Calm powerful 
and very strong their speech shows a lot of preparation. Sport for Athlete A was not the main 
focus. Even if the performance was at the highest level, it seemed like it was the side career. 
Most of the values and the elements of personal branding were present in the young age. 
Although Athlete E is in a later period of the life is still experiences different things 
challenging them self in different areas. Describing their action of branding stated that 
“branding…the most important thing is authenticity. 
 

4.6. Athlete F Appendix 6 

4.6.1. Sport Career 

Athlete F had a deeper knowledge about branding and personal branding. Therefore, 
throughout the interview made clear connections with structured work of a brand and 
translated precisely all the answers making them clear. Also is the youngest respondent of 
all participant, which made they more communication savvy and adaptable to today’s 
environment. During sport Athlete F did think of developing a vision “I thought about it a lot, 
I was aware I need”. Also started to communicate t and act like a brand on Instagram and 
social media. Asked about what they did to help image grow, stated that “I started…to get out 
of the exclusivity of sports.” Building a brand and becoming a role model were real step in 
athlete F plan. They started a kid’s camp “that was a huge success” with the objective of 
“showing these girls what can they achieve.” 
 

4.6.2. Transitioning 

 
“Just storming around. I was always trying to find things that I like, always new things to 
explore what I like.” Not being sure what the they want to do is not a sign of not planning, as 
long as specific actions were taken to formal education and diversifying the options. Making 
real plans to come back home, arranging a place to stay and creating a proper environment 
shoed clear purpose and clear thought into preparation. When faced the decision to retire, 
even if it was a little forced by the medical condition “my body was aching”, and also mentally 
encountered small barriers they was able to overcome it all by answers to all the problems 
raised. Having a plan helped a lot and “I did it right, which helped me further in my transition.  
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4.6.3. After Sport 

 
Following the major that the athlete studied they is now in a workplace that put together 
sport and those studies. So, feels like is in the perfect spot. Branding and planning is a 
continuous thing Transition from basketball to another career caries also a transition in the 
message sent across by athlete F. Turning a little from the basketball player towards a 
business person is a conscious effort. If there is something that Athlete F would do differently 
would use more those assets “I think that I used maybe 60% of what I could’ve.” 
 

4.6.4.  Analysing Athlete F 

 
Clear vision, clear objectives, clear use of communication, clear perspective, focus on the 
process and careful following planed steps brought Athlete F not only a successful transition 
to a new career, but also the feeling of fulfilment “I was so proud of myself”. After a successful 
career in sport the athlete had the right mentality towards a clear life span overview 
discussed in this thesis.  
 

5. Conclusion 

 
 This paper through a qualitative research, tried to answer the question: 
 
Does personal branding helping athletes to reach success during their sport career and 
in their transition beyond their playing context to a future profession? 
 
The aim of this research was finding to what extend the process of personal branding is 
helping athletes’ structure not only their present self, but giving them a clear path to future 
career, helping them cope with different types of events in their life and also have positive 
transition experiences overcoming the expected and unexpected hurdles. 
The research objectives were developed throughout the whole paper reviewing literature in 
order to create the proper context for an argument that does or does not support the 
research question.   
 
Starting from a wider perspective of branding in general and narrow it down to personal 
branding and athletes branding, the paper builds a real possibility of supporting that the 
main question is a valid one. Giving the small number of researched papers that connect 
personal branding of the athletes with more than just a commercial aspect of marketing, the 
author made a case through analyzing six semi structured interviews with retired high 
performance athlete that could offer facts from their life plan as case studies that might or 
might not support de hypothesis.  
 
Presenting research that offered a clear value in time for supporting athletes through 
different crises including but not limited to career change. The author provided a clear 
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connection between those steps and the process of personal branding. Therefore, the author 
of this paper argues that the process of personal branding is if not the same, at least very 
similar to the professional activities that aim to help athletes cope with change and help the 
all along the process. More, being a continuous and personal process could be implemented 
easier as a one timer, being continuously developed by the athletes themselves, Therefore, 
would be wider spread and more effective. Throughout the paper  The author made 
continuous connections between the success of the individual and the steps made for a 
personal brand demonstrating that branding an athlete is not only a one direction activity 
but a 360 degrees process where that athlete does not only project the real self in the present 
but also build a vision of an ideal self with SMART objectives and clear vision and mission. 
This helps the athlete be prepared not only for expected events, but also for the unexpected 
one. As the author of this thesis recommends that Personal Branding can help athletes to 
reach success during their sport career and in their transition beyond their playing context 
to a future profession, there is still a big gap in literature connecting the two. In order to have 
a better understanding of what helps athletes during transition and what is the best method 
in order to be able to disseminate it to a wider pool of users, there is still a lot to be 
researched and studied.  
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APENDIX 
Appendix 1 
Athlete A  
1. Did you have an overall career vision during sport? 
I can say I had an overall vision about my sport career. In the very beginning as a senior 
player, the goal was to be as good as possible in order to be able to get a contract abroad. Of 
course, in those times in Romania, early '90s, it was a daring objective. Nevertheless, at 
least the goal to be the best point guard in the league and to play for the National Team was 
achieved.  
2. Did you act as a brand? 
Related to the times I played as a professional basketball player, even the concept of 
becoming a brand was not invented. 
3. Did you develop your “brand” during sport? 
If we can consider, as answered above, that being one of the best Romanian basketball 
players could be a brand, then yes, we can consider that I developed this " brand" 
throughout my whole career. 
4. Did you do anything during your career to help your image grow? 
Nothing else but trying to get in the top and then, to keep that position as long as possible. 
5. Did you communicate outside the court/field? 
Not in the current way that professional athletes are used to do. Just press conferences and 
interviews, which where all related to games. But from some point of my playing career, 
this communication started to relate not that much to the games themselves, but also to the 
life and activities outside the court. 
6. When did you start thinking of your post sport career? 
Quite early in the playing time, as a result of a happening more than as a plan. At the peak 
of my career, there was a moment without contract and in the same time, an interesting 
offer to become a sport journalist.  
7. Did you know what you want to do? 
It was not a question of knowing 100% what to do after playing career is over, but it looked 
that the option to move on the other side of the court, as a sport journalist, was the most 
natural transition. 
8. How did you plan for that transition?  
In fact, it was not a plan. I just took the offer and decided that this is an opportunity I could 
not miss in that moment. 
9. Do you think that your transition was lean? (easy and oriented) 
Considering all the above, it was maybe the easiest transition I could ever think about 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
More like forced by other terms than on my own plan. But still, the new terms, imposed by 
the circumstances, could not be considered as a forced one but more like a fully accepted 
and embraced one 
11. Do you think that you were a role model? 
Considering that, after - and during - a successful playing career I had an excellent presence 
as sport journalist, that can be considered as a role model. 
12. Did you have a precise plan with objectives and goals in life? (not sport) 
Indeed so, right after I decided, at 14 years old, that sports will be my way. Having a strong 
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sports background in my family, with uncle being handball World Champion and three time 
Olympic medalist, and in the same time, also an academic family background, I knew that 
playing career is just a small part of the active life, so I should be prepared for what will be 
after playing time is over. And I will always say that I was really lucky to be able to do what 
I like, with same passion as I was playing. 
13. Did you follow your plan? 
As answered before, it's a big yes indeed, followed the plan.  
14. Are you now in the expected field of activity? 
As stated above, indeed lucky to be still involved in sport, moreover, in the sport that I 
played such a long time. So yes, the position I am in this moment is one that I choose to go 
for. 
15. What are the actions that you took that helped you reach where you are now? 
First of all, seeing the opportunities that came across, balancing the decisions to be taken 
and then, go for them with full power and confidence.  
16. Are you still building your brand? 
If developing my skills in the area of activity I am involved at and trying to be better day by 
day can be considered as developing my brand than the answer is yes. But more than in my 
home country, throughout my activity at international level and the recognition of my 
performances it can be considered that I am continuously building. 
17. Did your “tone of voice” changed during transition? 
That was one of the things I had to learn in the very beginning. Because as a player, and 
mostly as a playmaker, the " tone of voice" had to be, in many cases, imperative. Stepping 
outside the court, it was an obvious need the adjust the tone, but in the same time not 
losing the focus and the goals to achieve. As a player, on the court, you have the power and 
possibility to change things at a glance, taking immediate action and react. As a manager, 
most of the time the immediate action and reaction showed to be not the best way, 
therefore the change of " tone of voice" was the thing to be done. 
18. Looking back, what would you tell the younger you? 
It is really hard to say that I should have done things in a different way. After 20 seasons as 
a professional player, the passion for the game is still very much there, so if I would be 
asked to start it all over again, there would be no hesitation 
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Appendix 2 
Athlete B  
1. Did you have an overall career vision during sport? 
Ammm, I would say than when you start I didn’t have any vison, I didn’t see myself as a 
professional. You don’t go to practice or to games with any major goal, so you just want to 
improve and have fun, stuff like that, very sports oriented. Once you get your first 
professional job you change and said, ok, now I  belong to the professional world and I start 
also to be focus on other things than sport, and then in my case I had like a turning point, I 
was 26-27, I was member in players association and all of the sudden they called me and 
they asked me if I want to be the president. So I was like this is another step when I was 
like “if you commit you already position yourself different also in sport career…is not 
probably a brand but this turning moment I think is a step outside the sport court and in 
another direction. It was a decision that gave me options. I started to position myself in this 
brand, but not very reactive. 
2. Did you act as a brand? 
Not really. At the end of my  career maybe a little bit more, because I was in ____, I was one 
of the only players in ____ with this so, Nike hired me and I was the only player with the 
contract, then you start…I was 28, towards the end of my career when you start to see “ok, I 
need to differentiate myself from the others, you know”. 
3. Did you develop your “brand” during sport? 
These little things that came through sport but were not connected with my teams, 
opportunities from outside. I was smart enough to probably see them and grab them. 
Sometimes when you choose these options, you separate yourself from other brands that 
you like more, but at the end of my career that helped me. At the federation they see me 
that I was the player that was concern about more things than sport, and that opened the 
door to work directly for federation. 
4. Did you do anything during your career to help your image grow? 
- 
5. Did you communicate outside the court/field? 
Yea 
6. When did you start thinking of your post sport career? 
Ok, easy. I finish my high school, then I went at 25, maybe I should study something, ok, and 
that was a  moment when I had a lot o possibilities to play in different clubs, and than I say 
ok, if some club helps me to get into university, to get in, than I will play for this club, so I 
was not focusing on the money at that time. That was _______, that was also my original club 
and I played there for three years, to study and play. That was that moment, 25 years, and 
then I would say, when I was with the National Team, when I was 30, I saw that I have a lot 
of communication with federation people, with president, SG, because I was the captain, so 
was a very fruitful communication with them so then I saw that there is another option. 
With 35, I was thinking about retiring and they saw it, and they were smart enough to 
provide, to ask me, they offered me a job. And everything went to place. You prepare 
yourself coz I was always showing interest, and taking care of the youth. 
7. Did you know what you want to do? 
- 
8. How did you plan for that transition?  
During the last season I was thinking of the following year, and…aa… I was struggling in 
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practice  so I think that you have to be smart to see these signs that your body and your 
entourage shows you that is time to seriously think about other options, so when I was 
meeting people I was sending also signs that will be my last year. You have to use the 
network, you have to connect to the people that can open doors. When the door opened, 
then I was like, is clear, the decision is done so I chose to jump there.  
9. Do you think that your transition was lean? (easy and oriented) 
Was lean, smooth. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
- 
11. Do you think that you were a role model? 
I think when players asked me to be the president of players commission, at that moment I 
realized that I can be a model for next generation. They chose me, so at that time I realize 
that I have to fight to be a model for them, I have to fight for the rights of the players. I was 
starting to do things in order to position myself as a role model. 
12. Did you have a precise plan with objectives and goals in life? (not sport) 
I think that I had a plan, create my own path. I wanted to create stuff for the association, 
certain goals, certain things to do, so I had a plan. It was parallel to my career, 3-4 years, 
something like that. 
13. Did you follow your plan? 
Yea, I did, and later I had to position myself, than I gave up the PA and stayed with the 
federation, because the conflict of interest. I had my plan there, but then I end up working 
on the other side.  
14. Are you now in the expected field of activity? 
No, I think it came. I created my brand myself without thinking consciously about that.  
15. What are the actions that you took that helped you reach where you are now? 
X 
16. Are you still building your brand? 
I think that you always build on your brand. It’s an ongoing process, because every project 
that you do, you try to put your fingerprint. Actually, when I start with my job, I am starting 
with one function and during process, I end up doing other things that are more connected 
to me. Also in my job here at ____, I was building my brand so my bosses said ok, what are 
you doing when you are more useful doing other things then they moved me, so yeah, it’s 
an ongoing process. 
17. Did your “tone of voice” changed during transition? 
I think for sure you learn more. I think that when you are a player you are total naïve 
because you only see the picture from one side, so, when you start working in different 
organization you start seeing the picture a little bit different. But, that doesn’t mean you 
change your tone of voice, it means that you learn, you adjust yourself and then you still 
have the same passion, goals, motivation, I don’t know, probably I stay the same with more 
knowledge, and I can speak with a tone that is a little bit more confident. I see all angles, so 
this enrich you as a person and then you probably fight for the things in different way. I 
think that when you are young you don’t see the limitations. You think “I am strong, 
famous, I can do so many things” and you can’t see your limitations. During your process 
you start confronting yourself with the limitations of the sport and understanding, and 
probably you would done the things differently if you would know that at that time.  
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18. Looking back, what would you tell the younger you? / What would you do now 
differently? 
Probably I would listen more to people in other positions. Sometimes you think that you 
have the only truth, so you don’t listen. You think that they are just hurdles that just want 
to cut your progression so that is why you don’t listen too carefully on people that really 
knows how this world works. Also, to learn more about the other organizations, or other 
stake holders. To open the vision a little bit, to wider the vision.  
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Appendix 3 
Athlete C  
1. Did you have an overall career vision during sport? 
No, I really look into what is necessary for me to have an income and I really look like life 
after basketball. I started at the young age, because I always worked until I made a little 
more money from basketball, when I was 25. For me was a natural movement, from 
working for money, basketball for money, and the last years of my career also started to 
work for life after basketball. For me was natural and logic to do so. 
2. Did you act as a brand? 
No, when I was young I was not conscious about that, but when I got older, especially with 
the role as a leader, captain and professional player I noticed that people already started to 
see me as a brand so, then I used it, so when they asked me for things, like if you want me 
to teach things or learning things, then I am your guy, but if that is for like, selling 
something or things that did not interest me, then I was like no, and getting through the 
idea of not saying yes to everything. So, I am positioning myself in what fitted me. 
3. Did you develop your “brand” during sport? 
Yea, I think it was “hard work”, “professional approach”, “always getting better”,” positive”, 
these were elements I could feel as a leader. Others get back like “you position yourself as a 
leader”. I was not conscious, so I needed to hear others to see myself. 
4. Did you do anything during your career to help your image grow? 
No, but I was conscious enough to reach out to the network already. So, I reach out to the 
Olympic Committee, I was member of the national athletes’ commission, so I was aware 
that these networks influence, empower and helps create your brand. But I think it started 
when I was like 26ys-27. 
5. Did you communicate outside the court/field? 
Yea-yeah with the network, so I know which are important for me during and after 
basketball. By then, I didn’t know where my path is going, later on I’ve discover that will be 
in education (I was 29), but I was also like expanding my network into medical, with the 
doctor, physio, started to get in contact with people outside the court, very consciously , but 
also because I liked it to learn from them. There was not social media then. I was thinking 
about “should I make a website”, but I never feel the urge to promote myself. If I know then 
what I know now than I would’ve make a website. 
6. When did you start thinking of your post sport career? 
Yes, I did my Physical education degree, it took me seven years, but I knew already that I 
will be in sports and education. 
7. Did you know what you want to do? 
It was in this direction and I know that the situation in country was not so good and that I 
couldn’t make my living in it, so that is why I choose to go to education. Too many unstable 
organizations in sport. 
8. How did you plan for that transition?  
8. How did you plan for that transition?  
I sort of happening to me, I was 29 and doing a lot of basketball clinics in the same time 
with my contract, and I really liked it, so I was like, maybe I will work for the federation of 
the regional office or education, so it kind of happening that they asked me to go in 
education because I had the diploma.  
9. Do you think that your transition was lean? (easy and oriented) 
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Yea, because my last two years that I’ve played I was working in education, so I made the 
transformation like money wise it was stable, so was very lean. It was ideal and I think that 
not so many players could do it like that…because I was conscious about. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
Yeah, pretty much… It was my last season, so they (the team) already decided not to 
continue , it was a tough year, I got some injuries, but we were champions and I played 
good, but when they decided was in the middle and I did not play so good, so it was on their 
terms, but in my mind it was already “I don’t know if I want to play one more year”, so for 
me, it was good, because was tough to keep up, and, you know, the game was changing, and 
I was never very quick, so it cost me a lot of effort to keep up, so for me was no problem to 
quit. So, they decided it but for me was according to my plan. 
11. Do you think that you were a role model? 
I think very much, maybe too much. I was conscious of being a role model too much and 
being myself enough. So I could be a little wild sometimes, and I didn’t because I was 
conscious I am a role model and adjusted too much, I am aware of that. So, I think that I 
should act, and acted like this instead of being myself more. This is what I found out the last 
years. I think I should take the best of both because some things are really part of me. But 
some are really the environment that demands that. So the more you know yourself the 
more you know what you want to be. 
12. Did you have a precise plan with objectives and goals in life? (not sport) 
A 
13. Did you follow your plan? 
A 
14. Are you now in the expected field of activity? 
Recently I changed and I finally decided to be in sports. Amazing things happening because 
I dare to choose what I really wanted, but never did because of the uncertainty of the sport 
sector in country. So for the first time since I quit basketball I work professionally in sports 
again. So that is like 16 years ago. 
15. What are the actions that you took that helped you reach where you are now? 
Getting to know myself, and really getting conscious what is really important for me. I 
found that in my previous work a lot of elements but it wasn’t complete yet and I admitted 
what my deepest wish was. So I always felt on the side, but never went for it, so I really 
needed this change in my life and go and live my dream. 
16. Are you still building your brand? 
I think I do. My basketball CV is impressive. So they were like, if we can get this person  to 
come in our club... so I am aware of that and I am also aware of what I in education and 
basketball development I can bring, so I see the gaps, and how development is happening 
and what I can bring to the table. I use my creativity, I don’t push too much and just let that 
happen. Others see me as calm, convincing, and also with a lot of leadership skill. Moment 
by moment and step by step. My personal vision is to create a Euroleague players, because 
that’s the most you can do in development. 
17. Did your “tone of voice” changed during transition? 
I got to know myself better and trust myself more. Again is on my own personality and my 
own leadership skill, so it’s a lot about personal development and personal recognition. 
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Appendix 4 
Athlete D  
 
1. Did you have an overall career vision during sport? 
No basically I was just playing, did not have any other vision. I was focused only on sport…I 
was…considering only all about basketball.  
2. Did you act as a brand? 
No, I think that was one of the biggest mistakes I did. I didn’t consider it…and aa…and I 
didn’t invest any time. 
3. Did you develop your “brand” during sport? 
Partly. Not conscious…not really, if I putted little more time, maybe I would’ve been more 
successful. 
4. Did you do anything during your career to help your image grow? 
Here and there but not with a plan. 
5. Did you communicate outside the court/field? 
No, I didn’t know how to do it and I didn’t realize the opportunities that that would bring 
me after career. 
6.  When did you start thinking of your post sport career? 
Early when I was about 24 or 25, but I was just scared for after not knowing where and 
what to do…I did not think of anything constructively what would bring after a precise 
plan. 
7. Did you know what you want to do? 
At early age not really, maybe when I was after 30. 
8. How did you plan for that transition?  
I started to look around and get to university to become basketball coach…that type of stuff. 
9. Do you think that your transition was lean? (easy and oriented) 
For now, it seems like it. There are two years that I quit, I decided one year to stay off 
basketball, and now I started to do stuff in that sense. Is not easy. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
I was forced on my terms kind of. I didn’t have any more motives to keep me going. I was 
41, I was forced by health a little and I couldn’t continue with the same team. I didn’t look 
for other either. 
11. Do you think that you were a role model? 
Yes, I think that I was, for my teammates, or young players in one way or another. I was an 
example. 
12. Did you have a precise plan with objectives and goals in life? (not sport) 
Yes, in one way I did. After I stop playing, I started to take a different perspective on my life. 
13. Did you follow your plan? 
Yes, but is still in the beginning. 
14. Are you now in the expected field of activity? 
Yes, in a way…maybe I wanted different situation, but mostly yes. I am not sure. 
15. What are the actions that you took that helped you reach where you are now? 
University, aaaa…let’s say some kind of mental development after sports. And maybe 
branding my name. 
Are you still building your brand? 
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Definitely. Actually, is completely new. I am starting from zero to build my brand. 
Did your “tone of voice” changed during transition? 
Definitely is different. I am seeing someone else now looking at me. I am more of a leader 
now. 
Looking back, what would you tell the younger you? 
Definitely trying to build the brand around the playing career when I could do so much 
more. Another thing maybe… aa…. I would add more time into personal development. 
Appendix 5 
Athlete E (194 words in quotes) 
1. Did you have an overall career vision during sport? 
I was born in country. In university I was getting in to rowing and I was going with rowing 
in world championship in ‘83 Olympics in ‘84 and world championship again in ‘85. I was 
doing both, being enrolled in the school team. 
2. Did you act as a brand? 
I can’t say that, but I had many passions that I grew. I played clarinet and also love the 
photography. I studied law meanwhile. 
3. Did you develop your “brand” during sport? 
X 
4. Did you do anything during your career to help your image grow? 
Well, I got involved in many activities to help me diversify my activity. I was not doing it to 
help my image grow, and there were not all this means back then either. But I think that all 
that helped me though. 
5. Did you communicate outside the court/field? 
I was with my peers in the university and with the people around me all the time. Step by 
step I grew my network even though I did not do it as a purpose. 
6. When did you start thinking of your post sport career? 
I always did. I knew from the start that rowing will not be my main life activity. I was doing 
it as a side of school. What I learned from sport, however, is enriching and I can use it in 
business.  
7. Did you know what you want to do? 
Being an athlete is not balanced. It’s a full-time job. You still have to choose what you do 
besides training. I mean you can play video games or watch tv, or you can reed literature or 
study. I was the later.  
8. How did you plan for that transition?  
I got into banking few years after I finished school. I came to country as my wife is 
(nationality) and after the communist period we decided to come here. I found a job 
opening and I took it. 
9. Do you think that your transition was lean? (easy and oriented) 
I did not have a full-length career in sports. It was fast and with great results, but I changed 
it on my terms when I had to move with my wife. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
11. Do you think that you were a role model? 
I probably have been at times, and I think that I am for my children.  
12. Did you have a precise plan with objectives and goals in life? (not sport) 
Yes, I did, and I followed it. I can’t say that I predicted everything, but I always reflected on 
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my current and future positions. 
13. Did you follow your plan? 
Usually. 
14. Are you now in the expected field of activity? 
I finished law and now I am a banker so one would say no. But I guess that is also about 
opportunities and what you do with them. You see so many people that pretend to know it 
all and is so clear that they don’t, and I also reflect on myself as a third person and think for 
myself, am I challenging enough. 
15. What are the actions that you took that helped you reach where you are now? 
 Never lose that sense of curiosity, even small staff that you can do to improve. Sports have 
a certain finality with certain objectives. In business there isn’t, it’s a continuation. Much 
more complex environment.  
16. Are you still building your brand? 
I can’t say that I worked very consciously on personal branding and I found myself many 
times in this unique position to speak up. Branding… the most important thing is 
authenticity, and athletes have that. There is no way to hide in sports, that is the beauty. I 
love the simplicity of it. There is no amount of marketing that helps you get fast to the 
finish. I try to do projects for myself and keep important things in life, like photography. I 
also spend time on NGO, teach business ethics in an MBA course in Romania.  
17. Did your “tone of voice” changed during transition? 
I found that my leadership now is more into coaching people. To make people the best that 
they can be. I would encourage athletes to look in different areas and to try things and not 
be scared of failing. 
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Appendix 5 
Athlete E  
1. Did you have an overall career vision during sport? 
I was born in country. In university I was getting in to rowing and I was going with rowing 
in world championship in ‘83 Olympics in ‘84 and world championship again in ‘85. I was 
doing both, being enrolled in the school team. 
2. Did you act as a brand? 
I can’t say that, but I had many passions that I grew. I played clarinet and also love the 
photography. I studied law meanwhile. 
3. Did you develop your “brand” during sport? 
X 
4. Did you do anything during your career to help your image grow? 
Well, I got involved in many activities to help me diversify my activity. I was not doing it to 
help my image grow, and there were not all this means back then either. But I think that all 
that helped me though. 
5. Did you communicate outside the court/field? 
I was with my peers in the university and with the people around me all the time. Step by 
step I grew my network even though I did not do it as a purpose. 
6. When did you start thinking of your post sport career? 
I always did. I knew from the start that rowing will not be my main life activity. I was doing 
it as a side of school. What I learned from sport, however, is enriching and I can use it in 
business.  
7. Did you know what you want to do? 
Being an athlete is not balanced. It’s a full-time job. You still have to choose what you do 
besides training. I mean you can play video games or watch tv, or you can reed literature or 
study. I was the later.  
8. How did you plan for that transition?  
I got into banking few years after I finished school. I came to country as my wife is 
(nationality) and after the communist period we decided to come here. I found a job 
opening and I took it. 
9. Do you think that your transition was lean? (easy and oriented) 
I did not have a full-length career in sports. It was fast and with great results, but I changed 
it on my terms when I had to move with my wife. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
X 
11. Do you think that you were a role model? 
I probably have been at times, and I think that I am for my children.  
12. Did you have a precise plan with objectives and goals in life? (not sport) 
Yes, I did, and I followed it. I can’t say that I predicted everything, but I always reflected on 
my current and future positions. 
13. Did you follow your plan? 
Usually. 
14. Are you now in the expected field of activity? 
I finished law and now I am a banker so one would say no. But I guess that is also about 
opportunities and what you do with them. You see so many people that pretend to know it 
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all and is so clear that they don’t, and I also reflect on myself as a third person and think for 
myself, am I challenging enough. 
15. What are the actions that you took that helped you reach where you are now? 
 Never lose that sense of curiosity, even small staff that you can do to improve. Sports have 
a certain finality with certain objectives. In business there isn’t, it’s a continuation. Much 
more complex environment.  
16. Are you still building your brand? 
I can’t say that I worked very consciously on personal branding and I found myself many 
times in this unique position to speak up. Branding… the most important thing is 
authenticity, and athletes have that. There is no way to hide in sports, that is the beauty. I 
love the simplicity of it. There is no amount of marketing that helps you get fast to the 
finish. I try to do projects for myself and keep important things in life, like photography. I 
also spend time on NGO, teach business ethics in an MBA course in Romania.  
17. Did your “tone of voice” changed during transition? 
I found that my leadership now is more into coaching people. To make people the best that 
they can be. I would encourage athletes to look in different areas and to try things and not 
be scared of failing. 
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Appendix 6  
Athlete F 
 
1. Did you have an overall career vision during sport? 
Well, I thought about it a lot, I was aware I need, I did a lot of networking, but I did not have 
a clear idea of it. I was changing all the time. 
2. Did you act as a brand? 
In the later years of my career. I started communicating more. I started to use the tools, 
Instagram and all the social media. 
3. Did you develop your “brand” during sport? 
I was thinking about it, but I did not write down something.  
4. Did you do anything during your career to help your image grow? 
As I said I started to talk to people, to network, to get out of the exclusivity of sports. 
5. Did you communicate outside the court/field? 
Everything was related, but not everything was sport directly.  I also organize a girls’ camp 
that was a huge success. I am still doing that and show these girls what can they achieve. 
6. When did you start thinking of your post sport career? 
Early in the career. I thought that I need more and I went to university in The United States. 
Also, I started more actively to think towards the end of my career, in the last couple of 
years when I felt my body heart. 
7. Did you know what you want to do? 
Not quite. Just storming around. I was always trying to find things that I like, always new 
things to explore what I like. 
8. How did you plan for that transition?  
First, I was thinking that I will come back home at the end, so I bought an apartment, I 
arrange my coming back. Continue to talk around and speak with people.  
9. Do you think that your transition was lean? (easy and oriented) 
It was, because I was proud of myself. Was my decision, because my body was aching. 
Mentally maybe not all ready, because I was scared of what would be next. 
10. Did you transition in your own terms or forced by environment? (injury, age, 
other factors) 
9 
11. Do you think that you were a role model? 
Yes, I think that I still am. For all the little girls around and still working on improving that. 
12. Did you have a precise plan with objectives and goals in life? (not sport) 
I tried to have that plan and to follow somehow. I think that part of it I did right, which 
helped me further in my transition. Doing all that I did help me connect with more people. 
13. Did you follow your plan? 
As I said, I think that I did, and for example this is how I got connected with the people that 
I am now working with This is how I got into branding. 
14. Are you now in the expected field of activity? 
Expected and not. I studied Marketing so from that point of view yes but did not expect 
what I am doing today. However, these people that I am working with right now are the 
ones that I felt most connected with giving the fact that they are somehow into sports. 
15. What are the actions that you took that helped you reach where you are now? 
I think that studying and educating continuously, being curios. 
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16. Are you still building your brand? 
I am still doing it a little bit. I am still doing the camp and getting involved in projects that I 
like. Also, I am trying to move also a little from the basketball player image to a more 
business one. 
17. Did your “tone of voice” changed during transition? 
It did a little. I think that is more professional. 
18. Looking back, what would you tell the younger you? 
I would do more, earlier. Take more advantage of myself at that moment. I think that I used 
maybe 60% of what I could’ve. I was a little shy, I would network more, be more active. 
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