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Abstract1: Background: Personal branding has become a global trend among professionals, 
including Christians, as individuals cultivate online profiles and “leadership brands” to advance careers. 
Yet the ethos of self-promotion conflicts with biblical teachings on humility, stewardship, and calling. 
Purpose: This study critically examines how Christian professionals, entrepreneurs, and ministers 
navigate personal branding in light of theological ethics. It exposes ways that secular marketing language 
and visibility metrics are adopted in Christian contexts, confusing social influence with spiritual impact. It 
also considers how aligning one’s career with popular globalist values can compromise Christian 
distinctives. Methodology: A secondary data-based approach is used, drawing on Scripture and current 
literature to form a Sola Scriptura-driven theological and ethical critique. Results: Findings indicate a 
clear tension between self-marketing practices and biblical virtues. Personal branding often centers on 
self-exaltation, whereas Scripture calls for humility and for one’s “brand” to reflect Christ. Practices like 
résumé boasting or platform-building can slide into sanctified pride, even as Christians rationalize them 
as “stewardship.” Moreover, worldly success metrics (followers, fame) are shown to be poor proxies for 
Kingdom impact. Conclusions: Christian professionals are urged to re-align their approach to promotion 
with a servant mindset, emphasizing integrity and service over image. They must remain alert to ways 
uncritical career alignment with global agendas may dilute their witness. This study contributes a 
theologically grounded perspective on an urgent issue at the intersection of faith and work. 
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1.​ Introduction 
In today’s interconnected economy, cultivating 

a personal brand is increasingly seen as essential for 
career advancement. Professionals are encouraged to 
craft an online persona, showcase achievements, and 
build a network of followers to stand out in 
competitive fields. This trend has not spared Christian 
professionals, entrepreneurs, and even ministry leaders. 
Coaches report that many Christian clients express a 
“desire to work on their ‘personal brand’ or 
‘professional brand’ at work” (Carls, 2022), 
reflecting how deeply the concept has penetrated 
workplace culture. Building on this observation, [in 
our earlier work] we developed a “Kingdom 
Integration” framework that shows how authentic 
Christian identity can permeate leadership, culture, and 
decision-making without resorting to self-marketing 
tactics that compromise biblical humility (see Sangwa 
& Mutabazi, 2025). Driving this phenomenon is the 
ubiquity of social media, which normalizes constant 
self-disclosure and self-promotion. Recent data show 

the stakes have intensified: U.S. ad spend on the 
“creator economy” almost doubled from $13.9 billion 
in 2021 to $29.5 billion in 2024 and is projected to top 
$37 billion by late 2025, growing four times faster than 
total media spend (Butts, 2025). This commercial 
torrent means personal brands are no longer side 
projects; they are treated as full-fledged marketing 
channels, tempting believers to view themselves as 
monetisable media properties. Platforms like LinkedIn, 
Twitter, and Instagram reward those who broadcast 
their accomplishments, opinions, and “authentic story” 
to gain visibility. As one commentator observes, “with 
the popularity of social media, a new mode of constant 
self-promotion has emerged” where even routine life 
updates become content for public consumption 
(Carls, 2023). In fields such as business, 
entertainment, and ministry, individuals feel pressure 
to become influencers – to cultivate a following as a 
metric of success. 

 

 
Figure 1. Creator-economy market forecast, 2026–2034 (USD billions). Source: Communicationstoday synthesis of 2025 Gartner 

CMO Spend Survey. 

Amid these trends, an interesting paradox 
appears. On one hand, personal branding is touted as a 
way to expand one’s influence and open doors for 
impact. For example, Christian athletes are often 

encouraged to build a platform to share the message of 
Jesus, believing that a larger personal brand will 
“expand their sphere of influence” for good (Turner, 
2023). Well-known pastors and authors likewise gain 
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large followings that can amplify a gospel message. On 
the other hand, the very act of self-branding sits 
uneasily with core Christian virtues. Historically, the 
Christian witness has centered on pointing away from 
oneself toward Christ. The ideal of humility – 
exemplified by John the Baptist’s words “He must 
increase, I must decrease” (John 3:30) – runs contrary 
to the idea of curating an image to draw attention to 
oneself. This tension raises serious questions about 
how Christians should navigate professional 
self-promotion. 

1.2 Problem Statement 

Many Christian professionals today face a 
conflict between personal branding and biblical 
discipleship. On the surface, developing a strong 
personal brand promises career benefits: better 
networking, promotions, and influence in one’s 
industry (Carls, 2022). Yet these practices often rely 
on self-exaltation – polishing one’s image and 
marketing oneself – which clashes with the Bible’s call 
to humility and God-centered identity. Scripture 
pointedly warns against self-praise: “Let someone else 
praise you, and not your own mouth; an outsider, and 
not your own lips” (Prov. 27:2). The ethos of personal 
branding, however, encourages individuals to do 
precisely the opposite by actively promoting their own 
accomplishments and persona. This creates an ethical 
and spiritual dilemma for believers who are taught that 
all gifts and successes are entrusted by God as a 
stewardship, not as personal accolades (1 Cor. 4:7, 1 
Pet. 4:10). 

Furthermore, the language and metrics of 
secular branding – platform size, followers, 
“influencer” status – have seeped into Christian 
contexts. Pastors speak of growing their “platform” 
and ministries track social media engagement as 
indicators of ministry impact. There is a danger that 
influence is being confused with spiritual impact. A 
large following or polished personal narrative may 
create visibility, but does it equate to faithfulness or 
fruitfulness in God’s eyes? As McAnnally-Linz 
observes, contemporary culture tends to measure worth 
by market value and visibility, leaving “unnoticed quiet 
forms of fidelity” by the wayside (McAnnally-Linz, 

2017). This mindset can lead Christians to prioritize 
public recognition over the “secret” virtues that God 
rewards (Matt. 6:1-4; Shurke, 2024). Another 
emerging concern is the potential complicity of 
Christians in globalist agendas when career ambitions 
align uncritically with prevailing cultural ideologies. In 
pursuing professional success, believers may 
unwittingly endorse values or programs that contradict 
biblical truth – for example, embracing a corporate 
ethos that promotes moral relativism or a one-world 
ideal that undermines the exclusive claims of Christ 
(Sangwa, 2024). The problem, in sum, is multi-faceted: 
how can Christians remain true to their calling in 
Christ while operating in a professional environment 
that prizes self-promotion, image management, and 
conformity to secular metrics of success? 

1.3 Research Objectives 

This study aims to achieve the following 
objectives: 

●​ Examine current global trends in personal 
branding among Christian professionals, 
entrepreneurs, and ministers, and describe how 
self-marketing practices manifest in these 
groups. 

●​ Analyze the theological and ethical tensions 
between personal branding and core biblical 
principles – particularly humility, stewardship 
of God-given gifts, and the concept of divine 
calling versus careerism. 

●​ Expose the adoption of secular promotional 
language and metrics (e.g. personal “brands,” 
follower counts, visibility) in Christian 
contexts, and evaluate how this adoption may 
distort the understanding of true spiritual 
influence and success. 

●​ Warn of potential complicity in globalist 
agendas through uncritical career alignment, 
by exploring how pursuing mainstream 
professional goals might involve endorsing 
ideologies at odds with a biblical worldview. 

●​ Provide a theologically grounded critique 
and guidance, offering recommendations for 
Christian professionals on navigating 

A Theological and Ethical Critique of Self-Promotion in Professional Spaces 



Open Journal of Business Theology                          ISSN: 3105-3068                                                   Vol 4(3), 2025 
  

self-promotion and career advancement in a 
manner consistent with Scripture and witness. 

1.4 Research Questions 

To focus the inquiry, the study is guided by 
two primary research questions: 

●​ RQ1: In what ways do personal branding and 
self-promotion practices among Christians 
conflict with biblical teachings on humility, 
stewardship, and vocational calling? 

●​ RQ2: How do secular concepts of branding 
and success (including visibility metrics and 
career ambitions) influence Christian 
professionals’ behavior, and what are the 
implications for their spiritual witness and 
alignment with or resistance to “globalist” 
cultural agendas? 

1.5 Study Contributions 

This research contributes a nuanced 
theological and ethical critique of a timely issue at the 
intersection of faith and the modern marketplace. 
While much has been written on integrating faith and 
work, the lens of personal branding and self-promotion 
has not been extensively examined from a biblical 
perspective. By drawing together insights from 
Scripture (Sola Scriptura), Christian ethics, and 
observations of contemporary practice, the study 
provides Christian professionals with a framework to 
critically evaluate the push for personal branding. It 
challenges the community of faith to reconsider 
success through the lens of Kingdom values rather than 
cultural values, preserving the integrity of the Christian 
witness in professional spaces. The study also serves as 
a cautionary analysis of how easily the Church can 
absorb secular norms (like marketing rhetoric and 
globalist ideologies) without discernment. In doing so, 
it offers pastors, mentors, and Christian business 
leaders a resource for teaching and guiding others in an 
age of self-promotion. Ultimately, the findings 
encourage a recommitment to humility and 
Christ-exalting conduct in all vocational pursuits, 
contributing to the broader discourse on authentic 
Christian leadership in the world. 

2. Methodology 

2.1 Research Design 

This study employs a qualitative, theological 
research design based on secondary data. It is 
essentially a conceptual analysis and critique, grounded 
in biblical theology and Christian ethical reflection. 
The present study therefore adopts the integrative 
leadership model, which treats corporate culture as a 
domain of discipleship and insists that every strategic 
decision be filtered through scriptural norms of service, 
justice, and truth (Sangwa & Mutabazi, 2025a). Rather 
than gathering new empirical data, the research 
synthesizes insights from Scripture, theological 
writings, and contemporary commentaries on personal 
branding. The approach is exploratory and 
interdisciplinary, bridging theology and practical 
ethics. The design follows a narrative-analytical 
method: relevant literature and examples are examined, 
then interpreted through the lens of biblical principles 
(e.g. humility, stewardship, calling) to address the 
research questions. This design is appropriate for 
uncovering underlying philosophical and ethical issues 
in a modern practice (personal branding) and 
evaluating them against timeless theological norms. By 
using a secondary data approach, the study can draw 
on a wide range of perspectives – from ancient biblical 
texts to recent blog articles by Christian professionals – 
to form a comprehensive critique. The structured 
analysis in the Findings section (Section 3) mirrors the 
research questions and objectives, ensuring a 
systematic exploration of each dimension of the 
problem. 

2.2 Data Sources 

Data sources for this research include: (1) 
Scripture – the Old and New Testaments of the Bible 
(consulted in English translations such as ESV and 
NIV) as the foundational authoritative texts for 
Christian theology and ethics; (2) Published literature 
and articles – including theological essays, Christian 
leadership blogs, ministry articles, and journals that 
discuss personal branding, humility, and related topics; 
(3) Contemporary case discussions – examples and 
commentaries on current trends (e.g. articles from The 
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Gospel Coalition, Christianity Today, and other 
Christian leadership platforms that address social 
media, influence, and vocational witness). Key sources 
were selected to represent both theological reflection 
and practical observation. For instance, writings by 
Christian thinkers on humility and identity (e.g. a Biola 
University Center for Christian Thought article on 
“You are not a brand”[McAnnally-Linz, 2017]) 
provide conceptual depth, while blog posts by 
Christian entrepreneurs or coaches (e.g. on Daily 
Godpreneur and BiblicalLeadership.com) illustrate the 
on-the-ground tension believers feel about personal 
branding (Miranda, 2022). The study also references 
globalist agenda discussions from Christian analysts 
(such as commentary on the UN’s Agenda 21[Sangwa, 
2024]) to connect career branding with broader 
worldview implications. All data were obtained 
through online research of credible Christian sources 
and are documented with citations. By triangulating 
biblical exegesis with contemporary Christian thought 
and real-world examples, the data provides a robust 
basis for analysis. 

2.3 Theological and Ethical Frameworks 

The analysis is grounded in a theological 
framework that upholds Sola Scriptura – Scripture as 
the primary authority for truth and moral guidance. 
Biblical teachings on topics such as pride vs. humility, 
stewardship, calling, and the nature of true success 
form the evaluative criteria. For example, the 
Christological model of humility in Philippians 2:5–11 
(Christ “made himself nothing” and was exalted by 
God) is a paradigm used to measure the ethos of 
self-promotion (McAnnally-Linz, 2017). The ethical 
framework is informed by Christian virtue ethics and 
deontological principles from Scripture. Key virtues 
include humility (valuing others above oneself, 
Philippians 2:3-4), integrity (honesty and wholeness of 
character, Proverbs 10:9), and servanthood (Mark 
10:42-45). The vice of pride (and its modern guises 
like vanity and boastfulness) is treated as a central 
ethical concern, given biblical warnings that “God 
opposes the proud but gives grace to the humble” 
(James 4:6). 

A concept of stewardship theology underpins 
the critique: Christians believe that talents, careers, and 
opportunities are entrusted by God to be used for His 
glory and the good of others (Matthew 25:14-30; 1 
Cor. 10:31). Thus, the study assesses personal branding 
through the question, “Does this practice align with 
being a faithful steward of God’s gifts, or does it 
promote self-sovereignty?” Additionally, a theology of 
vocation/calling is utilized – the idea that one’s work is 
a calling from God to serve (Colossians 3:23-24), not 
merely a means of self-fulfillment or status. This 
framework helps distinguish between pursuing 
excellence for God’s honor versus pursuing success for 
one’s own name. 

In analyzing complicity in globalist agendas, 
the study engages a biblical worldview framework, 
recalling themes of scripture that caution against 
conforming to the world (Romans 12:2) and 
prophetically warn of end-time systems that oppose 
Christ (Revelation 13). Ethical evaluation in this regard 
draws on principles of allegiance – Christians are 
ultimately citizens of Christ’s Kingdom (Philippians 
3:20), which can put them at odds with ideologies of a 
secular global order if the latter requires compromising 
biblical truth. The combination of these theological and 
ethical lenses ensures that the critique remains 
anchored in Christian doctrinal integrity (upholding 
teachings on humility, honesty, and holiness) while 
speaking to practical behavior and decision-making in 
professional life. 

By delineating these frameworks, we can 
systematically explore how self-promotion in 
professional spaces measures up against Christian 
moral theology. The subsequent sections present 
findings and discussions structured around the key 
areas of conflict and concern identified, using the 
above frameworks to interpret the evidence. 

3. Findings and Discussion 

3.1 Conflict Between Personal Branding and 
Biblical Stewardship 

At its core, personal branding is a form of 
self-marketing, an exercise in showcasing oneself and 
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one’s achievements (Turner, 2023). This premise 
stands in stark contrast to the biblical concept of 
stewardship, where one’s life, abilities, and 
accomplishments are ultimately not one’s own but 
God’s. In Scripture, believers are likened to stewards 
or managers of the gifts and opportunities God 
provides (1 Pet. 4:10). Their mandate is to use these for 
God’s glory and the service of others, not for 
self-exaltation. Personal branding, however, tends to 
shift focus from the Master to the servant – from 
glorifying God to promoting the self. As one Christian 
entrepreneur candidly admitted, “the danger of 
building a personal brand is that we put ourselves in a 
position to forget about God and be consumed with 
‘self’ promotion” (Miranda, 2022). This danger 
illustrates how easily branding efforts can turn a 
Christian professional into an owner rather than a 
steward, subtly encouraging them to act as if their 
talents and career belong solely to themselves for their 
own advancement. 

Biblical teachings on humility and honor offer 
a clear counterpoint to the self-promotional ethos. 
Proverbs 27:2, for example, counsels: “Let someone 
else praise you, and not your own mouth”, warning 
against self-commendation (Turner, 2023). The 
implicit moral logic is that honor and recognition 
should come as a byproduct of integrity and service 
(bestowed by others or by God), not something one 
grasps for oneself. Personal branding often flips this 
principle by intentionally orchestrating one’s image to 
elicit praise or attention. This is not merely a minor 
ethical quibble – it strikes at a foundational attitude of 
the heart. The Bible consistently portrays 
self-promotion as a symptom of pride, a vice that leads 
one to usurp the honor due to God. Notably, in the 
biblical narrative, those who grab at glory find 
themselves opposed by the Lord. The archetype is 
Lucifer, whose prideful attempt to elevate his throne 
led to downfall (Isaiah 14:12-15). Similarly, King 
Nebuchadnezzar’s boasting of his royal achievements 
resulted in God humbling him until he acknowledged 
divine sovereignty (Daniel 4:29-37). Early church 
stories like that of Simon the Magician (Acts 8:9-24) 
show a man rebuked for seeking spiritual prestige for 
personal brand-building. As one analysis highlights, 

“God often humbles those engaging in prideful 
self-promotion,” with Scripture providing multiple 
cautionary tales of the peril of elevating oneself above 
God (Turner, 2023).. These biblical instances 
underscore a principle: self-promotion violates the 
posture of dependence and servant-hood that God 
requires, often bringing about spiritual ruin or divine 
discipline. 

In contrast, Jesus models the epitome of 
humble stewardship. Philippians 2:5–11 describes 
Christ, who had all divine rights, choosing to “make 
Himself nothing” and take on a servant’s form, and 
ultimately letting the Father exalt Him in due time 
(McAnnally-Linz, 2017). He never engaged in 
self-glorification; in fact, Jesus often avoided 
premature fame, instructing those He healed to tell no 
one, and riding into Jerusalem on a lowly donkey – 
fulfilling the prophecy of a humble king (Matt. 21:5). 
Instead of branding Himself, Jesus devoted Himself to 
God’s mission, and others “spoke of His good deeds” 
and identity (Luke 4:14, John 1:29). One commentator 
notes, “Jesus didn’t seek approval through marketing 
or personal branding. He recognized His value and 
worth based on God’s truth” (Turner, 2023). This is 
instructive: the Son of God was content to let His 
works and the testimony of the Father (Matt. 3:17) 
define Him, rather than self-advertisement. 

For Christians, this means that true personal 
identity and worth are God-defined, not self-made. A 
striking statement from a modern theologian drives this 
home: “You are not a brand. You are (called to be) a 
disciple of Christ, the humble one. The marks of 
Christ…are the only brand that should define you.” 
(McAnnally-Linz, (2017). Our identity is to bear the 
imprint of Christ’s character and commission, not a 
curated persona. When Christian professionals adopt 
the mindset of secular branding, they risk conveying 
that they (not Christ) are the product or the center of 
attention. This subverts the stewardship calling – 
which is to “serve one another, as good stewards of 
God’s varied grace” (1 Pet. 4:10) – into a platform for 
serving self. In practical terms, a Christian business 
leader or minister might justify extensive 
self-promotion as “getting my name out there to reach 
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more people,” but must ask whether the content of that 
promotion truly points others to Christ or mostly to 
personal accomplishments. 

The language of personal branding (“selling 
oneself,” “building my brand”) itself indicates treating 
one’s identity and work as a commodity. Some 
Christian analysts have raised concern that this 
commodification reduces people to their marketability 
(Turner, 2023). When we turn ourselves into brands, 
we inadvertently echo the world’s valuation of human 
worth by popularity or profitability. This undermines 
the biblical view that our value is inherent as God’s 
image-bearers and redeemed children, and that our 
purpose is to glorify Him (Isaiah 43:7). 
Stewardship-minded living calls Christians to invest 
their talents and reputations into God’s kingdom work, 
trusting God to raise their influence according to His 
will. “Promotion” in the biblical sense comes from 
God (Psalm 75:6–7) and from a community affirming 
one’s character (Acts 16:2), not from 
self-advertisement. In sum, personal branding conflicts 
with biblical stewardship by reorienting the believer’s 
focus from faithfully managing God’s gifts for His 
purposes to strategically managing one’s image for 
one’s own purposes. This breeds pride and distracts 
from the true calling to be “servants of Christ and 
stewards of the mysteries of God” (1 Cor. 4:1), where 
what is required is faithfulness, not fame (1 Cor. 4:2). 
Such a stance echoes Sangwa and Mutabazi’s (2025b) 
warning that personal-branding logics invert the 
biblical order by making the leader—not Christ—the 
primary brand on display. 

3.2 Self-Confidence or Sanctified Pride? 
The Interview and Resume Dilemma 

One practical arena where the tension between 
Christian humility and self-promotion is acutely felt is 
in job-seeking and career advancement activities – 
interviews, résumés, networking conversations, and 
personal websites. The professional world often 
demands a display of confidence and a catalog of one’s 
achievements to prove competence. Christians 
navigating these expectations might struggle with how 
to “sell themselves” without tipping into pride or 
exaggeration. It raises the question: Is there such a 

thing as sanctified pride – a form of boastfulness 
baptized in Christian language – or can one remain 
humble while highlighting one’s strengths? 

In secular terms, confidence in an interview is 
about marketing one’s personal value to an employer. 
Career coaches advise applicants to boldly articulate 
their accomplishments, use strong adjectives, and even 
employ personal branding catchphrases to stand out. 
For a follower of Christ, who is taught “do not boast 
about tomorrow” (James 4:16) and “let another praise 
you, not your own lips” (Turner, 2023), this can feel 
disingenuous. The fear is not abstract: surveys show 35 
percent of Americans have been threatened with being 
“canceled,” and 58 percent of them endure sustained 
online harassment afterwards, with measurable 
mental-health fallout (WiFi Talents, 2025). In that 
environment, curating a flawless persona becomes a 
survival tactic—but it can also tempt believers to 
silence prophetic truth for fear of professional erasure, 
an impulse Scripture equates with denying Christ (Matt 
10:33). 

Some believers respond by downplaying their 
skills (risking underselling themselves), while others 
attempt to justify self-promotional tactics as long as 
they give God some credit – for example, saying “I 
was able to achieve X by God’s grace.” While 
acknowledging God is good, it is possible to merely 
sprinkle spiritual salt on what is essentially 
self-glorification. This phenomenon – subtle pride 
cloaked in piety – is what we refer to as sanctified 
pride. It occurs when a Christian makes a show of 
humility or thanksgiving to God, but the underlying 
intent is to draw attention to their own virtue or success 
(not unlike the Pharisee in Luke 18:11 who thanked 
God he was not like others, a form of humble-brag). 

To navigate this dilemma, Christian ethicists 
suggest reframing how we present ourselves. Rather 
than promotion of self, emphasize promotion of 
service. Miranda Carls advises professionals that if 
one’s job “requires being seen and known,” the key is 
to consider “what kind of voice” we project – ensuring 
that we represent Christ well in our work  (Carls, 
2023). For instance, a real estate agent can approach an 
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interview or client pitch not by touting “I am the top 
agent in the city,” but by highlighting how they 
ethically serve clients’ needs and produce results 
through hard work and honesty. As Carls notes, “When 
you turn from promoting yourself to promoting the 
value you can provide for others, your posture shifts 
from taking to giving. Your goal is no longer to gain 
attention or notoriety, but to consider the benefit of 
others”  (Carls, 2023). This principle aligns with 
Philippians 2:4, which instructs believers to look not 
only to their own interests, but also to the interests of 
others. In practical terms, a resume or interview answer 
can be framed to spotlight problems solved, people 
helped, and lessons learned, rather than a string of 
self-congratulatory statements. The difference is subtle 
in wording but substantial in heart posture. 

Moreover, adopting a relational rather than a 
self-promotional approach can mitigate pride. Instead 
of dominating conversations with one’s accolades, a 
Christian professional might focus on listening and 
building connections. Carls suggests that avoiding 
self-boasting enables us to practice biblical humility 
and that “rather than telling clients about our past 
victories or predicted successes, we should let them 
talk about themselves and their needs” (Carls, 2023). 
This advice echoes Proverbs 27:2 and Jeremiah 9:23, 
which warn against boasting in one’s wisdom, strength, 
or riches. By genuinely caring about others’ stories and 
concerns, we shift the spotlight away from self. 
Ironically, this often leaves a stronger positive 
impression of character. In an interview scenario, for 
example, showing interest in the organization’s mission 
and asking thoughtful questions can speak louder about 
one’s suitability than a litany of “I accomplished 
XYZ.” 

It is important to clarify that humility is not 
insecurity or false modesty. A Christian is not called to 
lie or denigrate the real gifts God has given them. 
Rather, they are called to be honest and grateful, 
attributing credit rightly. There is a difference between 
stating, “I led a project that increased sales by 20% last 
year,” versus, “I’m the genius who revolutionized our 
sales – no one else could have done what I did.” The 
former is a factual recounting which can be coupled 

with acknowledgment of team effort or God’s help; the 
latter is self-aggrandizing. True humility, as described 
by one scholar, is “a mode of tenacious devotion to 
God’s mission, submitting the desire for honor…and 
social standing to that devotion” (McAnnally-Linz, 
2017). In practice, this means a humble professional 
can still confidently communicate what they have done 
– not to secure personal honor, but as part of testifying 
to what God enabled and how they can serve in a new 
capacity. The motive and manner of presentation are 
what distinguish confidence from pride. A humble 
confidence will be marked by honesty, gratitude, and a 
focus on how the skills can benefit the prospective 
employer or stakeholders, rather than a focus on why I 
am better than others. 

One must also guard against the temptation to 
spin or exaggerate in self-presentation. In a 
competitive job market, even Christians may feel 
pressure to embellish achievements or polish their 
narrative extensively. This compromises integrity – a 
virtue integral to Christian ethics. Integrity means our 
public words align with reality. Ephesians 4:25 urges, 
“each of you must put off falsehood and speak 
truthfully to your neighbor.” Thus, any form of deceit, 
however socially acceptable in résumé culture, is 
incompatible with a Christ-like witness. Being truthful, 
even if it means acknowledging limits or failures, can 
actually set a Christian apart in a positive way, as it 
reflects authenticity and trustworthiness. 

Finally, the concept of vocational calling can 
reframe this dilemma. If a believer views their career 
as part of God’s calling, then success is not purely 
self-determined. It becomes easier to speak about one’s 
work as a journey of following God’s lead and using 
one’s talents responsibly, rather than as a personal 
conquest. For example, instead of saying “I plotted my 
career to reach this executive role,” one might say 
“I’ve been fortunate to have opportunities where I 
could solve complex problems – I see it as being a 
faithful steward of my engineering skills, which I 
continually develop.” Such phrasing subtly but 
significantly attributes the narrative to stewardship and 
providence rather than personal glory. It witnesses an 
employer that the candidate has a grounded 
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perspective, potentially adding a layer of 
trustworthiness. 

In summary, the interview and résumé 
dilemma for Christians can be approached by 
balancing honesty about one’s qualifications with 
humility about one’s status. Self-confidence is 
valuable, but it must be confidence in God’s gifting 
and purpose, not in an inflated self-image. The moment 
confidence crosses into boasting or self-reliance, it 
veers into the territory of pride – even if we try to 
sanctify it with spiritual buzzwords. The recommended 
approach is to adopt a servant-oriented 
self-presentation: communicate your capabilities in the 
context of how you can serve and add value, give 
credit to God and others where due, and refrain from 
the ego-driven embellishments common in 
self-promotional culture. By doing so, Christian 
professionals can excel in the workplace on merit 
while keeping a clear conscience and a distinct witness 
of humility in action (Carls, 2023). 

3.3 Visibility, Influence, and Heaven’s 
Metrics 

One of the greatest points of confusion in the 
personal branding movement – and one particularly 
dangerous for Christians – is the equation of visibility 
with influence, and influence with impact. In the 
secular domain, success is often measured in numbers: 
followers, views, likes, subscribers, personal ROI, and 
network size. The assumption is that a wider reach 
automatically translates to greater influence and that 
influence (in terms of sway over people) equates to 
meaningful impact. Churches and ministries have, at 
times, imported this thinking by celebrating attendance 
figures, social media followings of pastors, or the 
virality of content as signs of God’s favor. But the 
metrics of heaven differ radically from those of this 
world. This section examines how an overemphasis on 
visibility and popularity can mislead Christians, and 
contrasts it with the biblical perspective on what true 
influence and impact entail. 

Contemporary culture’s obsession with metrics 
is well-documented. Ryan McAnnally-Linz points out 
that “in today’s market-dominated culture, there is a 

strong tendency to use market value as the basic 
measure of recognition…If you can’t monetize it, it 
doesn’t deserve recognition” (McAnnally-Linz, 2017). 
In other words, we are conditioned to value what is 
quantifiable and profitable. Even within Christian 
communities, there is a tendency to notice and esteem 
the most “publicly visible gifts” – the charismatic 
preacher with thousands of podcast downloads, or the 
megachurch worship leader with a recording contract – 
while “quiet forms of fidelity” often go unnoticed  
(McAnnally-Linz, 2017). Yet, it is precisely those 
quiet, uncelebrated acts (a lifetime of mentoring youth 
one-by-one, a missionary faithfully laboring in an 
obscure village, a believer consistently praying and 
helping neighbors) that Scripture often elevates. Jesus 
taught that the “last will be first” in His kingdom 
(Matt. 19:30) and praised the unnoticed giver (the 
widow with her two coins) as having given more than 
the ostentatious donors (Mark 12:41-44). Heaven’s 
metrics favor faithfulness, sincerity, and sacrifice 
rather than crowds and applause. 

Personal branding focuses on maximizing 
visibility. But one must ask, visibility for what 
purpose? A larger platform can indeed allow a 
Christian message to reach more people, which is a 
valid desire – the apostle Paul, for instance, used the 
roads and letters of the Roman Empire to spread the 
gospel widely. However, the pursuit of visibility 
becomes problematic when it turns into an end in itself 
or starts dictating the content and character of one’s 
message. As Justin Giboney cautions, “We must never 
be more concerned with growing our platforms than 
with stewarding our influence faithfully…God has not 
placed us in this position to flex and revel in the 
admiration. Christian influence comes with a cross. Its 
purpose is far more about self-sacrifice than 
self-indulgence” (Giboney, 2024). This powerful 
reminder draws from Jesus’ own model – though many 
followed Him at times, He consistently pointed people 
to the Father and ultimately laid down His life, rather 
than leveraging popularity for personal gain. 

The notion of stewarding influence implies 
that having influence (large or small) is a responsibility 
under God. A Christian with ten followers who listens 
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and speaks truth to them is arguably greater in the 
Kingdom than one with a million followers who 
panders to what the audience wants to hear. The 
temptation of “audience capture” is real: as Giboney 
notes, influencers can get seduced by digital rewards 
and start tailoring their content to please the crowd, 
thereby losing their prophetic edge (Giboney, 2024). 
This is dangerous for Christian leaders, as it leads to 
“telling people what their itching ears want to hear” (2 
Tim. 4:3) rather than the whole counsel of God. If our 
measure of success is how much praise we receive 
(likes, shares, positive comments), we may avoid hard 
truths that provoke less favorable reactions. In essence, 
we start serving the algorithm or the masses instead of 
serving Christ. That is why heaven’s metric for a 
messenger is faithfulness to the message, not the size 
of the audience. As Paul wrote, “it is required of 
stewards that they be found faithful” (1 Cor. 4:2), and 
“if I were still trying to please man, I would not be a 
servant of Christ” (Gal. 1:10). 

Another consideration is how spiritual 
influence is often invisible or delayed in impact. The 
personal branding mindset values immediate, tangible 
feedback: one can measure growth in followers 
weekly, see how many impressions a post got, etc. 
Spiritual impact, on the other hand, might be a seed 
planted that bears fruit years or decades later, or in 
ways the person never directly knows. A Christian 
professional who consistently demonstrates Christ-like 
ethics at work may not gain awards or a huge 
following, but could deeply influence a colleague’s 
heart toward God – a result known fully only to the 
Lord. This is why we must be cautious not to disdain 
small, faithful efforts. As Jesus taught in the parable of 
the talents, those who are faithful with little are 
entrusted with more (Matt. 25:21). Also, He said, “the 
kingdom of God is like a mustard seed” – starting 
small yet having great effects by God’s power (Mark 
4:30-32). In quantifiable terms, the mustard seed 
would hardly register on a branding scale; in God’s 
terms, it has potent influence beyond calculation. 

The testimony of changed lives and Christ-like 
character is a metric that heaven values highly, though 
it may elude human measurement. Jeremy Shurke 

writes, “The best ‘marketing’ for Christianity isn’t a 
campaign or a slogan but a changed life. When people 
see a real difference in how we live – our humility, our 
kindness, our integrity – that’s a message louder than 
any branded t-shirt. The testimony we’re called to isn’t 
one that demands attention from others but one that 
quietly draws others in by its strength” (Shurke, 2024). 
This insight flips the script on influence: a quiet, 
consistent witness of genuine love and holiness can 
profoundly affect observers over time, even if it never 
trends online. In fact, Shurke argues that branded faith 
(loud, flashy displays) can become a substitute for 
genuine faith, offering a shortcut that avoids the hard 
work of inner transformation  (Shurke, 2024). It is 
sobering to realize that one can have a great reputation 
publicly and yet be spiritually bankrupt privately – a 
reality Jesus addressed when He said, “Not everyone 
who says to me ‘Lord, Lord’…will enter the kingdom, 
but the one who does the will of my Father” (Matt. 
7:21-23), and when He condemned the Pharisees for 
doing deeds to be seen by others (Matt. 23:5). In God’s 
accounting, obedience and Christ-likeness are the true 
hallmarks of success. 

That said, having a large platform or personal 
brand is not inherently evil or useless. It can be a tool 
for the Kingdom if yielded to God. The question is one 
of motive and usage. A Christian with many followers 
must regularly ask: Am I using this position to magnify 
Christ’s name or my own? Am I speaking truth in love, 
or am I diluting the message to maintain my 
popularity? And importantly, Am I as attentive to 
cultivating my private character as I am to curating my 
public image? If the latter is not true, burnout or moral 
failure often follows, as numerous “celebrity pastor” 
scandals have shown. Many such leaders enjoyed 
immense visibility but fell because the weight of fame 
outstripped the depth of their character and 
accountability – a scenario where platform eclipsed 
spiritual maturity. This again underscores that bigger is 
not always better in God’s eyes. 

In conclusion, believers must recalibrate their 
understanding of influence and impact to align with 
biblical truth. We should resist the instinct to gauge our 
worth or success by secular metrics of visibility. As 
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Jesus admonished, “Do not store up for yourselves 
treasures on earth…but treasures in heaven” (Matt. 
6:19-20). Treasures in heaven can include the souls we 
touch, the virtues we embody, the truth we stand for, 
and the secret obedience known only to God. These are 
often inversely related to worldly acclaim. It is telling 
that Jesus, at the height of His ministry’s popularity, 
would withdraw to solitary places to pray, or even 
deliver hard teachings that caused many to leave (John 
6:66) – because His focus was doing the Father’s will, 
not keeping a fan base. Heaven’s metrics prioritize 
quality over quantity: depth of love over breadth of 
reach, authenticity over image, long-term faithfulness 
over short-term results. Christians in professional and 
public life should keep this perspective sharply in view. 
By doing so, they guard their hearts against pride and 
ensure that if God does grant them greater influence, it 
will be influence of the right kind – the kind that 
honors Christ and produces eternal fruit, even if it 
doesn’t garner applause here and now (Shurke, 2024; 
McAnnally-Linz, 2017). 

3.4 AI, Deepfakes, and Algorithmic Identity 

The 2025 personal-branding landscape is now 
mediated by generative-AI tools that script posts, 
polish images, and even fabricate video testimony in 
seconds. Branding agencies laud these systems for 
“scaling authenticity,” yet deep-fake specialists warn 
that synthetic personas increasingly fool audiences and 
erode trust (Fitzgerald, 2025). For Christians the Imago 
Dei is non-transferable; outsourcing one’s voice to 
probabilistic algorithms risks turning witness into 
simulation (Sarkhedi, 2025). This section critiques 
algorithmic curation as a subtle form of idolatry—an 
image fashioned by silicon rather than 
sanctification—and offers discernment tests for any AI 
tool: Does it enhance truthful neighbour-love, or 
merely optimise impressions? 

 

 
Figure 2. Acceleration of deepfake-enabled fraud, 2023–2025 (index, 2023 = 100). Data derived from Pindrop Voice 

Intelligence & Security Report 2025. 

3.5 Storytelling, Testimonials, and the Ethics 
of Public Declarations 

Personal branding often emphasizes the power 
of storytelling – crafting a compelling narrative about 

oneself or one’s brand to create emotional connection 
and credibility. Christian professionals, likewise, are 
encouraged to share their testimonies – stories of their 
faith journey or how God has worked in their lives – as 
part of witnessing to others or even building an 
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audience for a faith-based message. While storytelling 
and giving testimony are not wrong in themselves 
(indeed, the Bible is full of testimonies and God’s 
people are instructed to remember and declare God’s 
works), the practice becomes ethically complex when 
woven into self-promotion. The line between declaring 
God’s goodness and indirectly promoting one’s own 
spirituality or success can sometimes blur. This section 
explores the ethics of how Christians publicly share 
their stories and achievements, ensuring that such 
declarations remain truthful, humble, and God-exalting 
rather than a subtle form of boasting. 

In secular branding, authenticity is prized – 
“share your story” is a mantra. For Christians, 
authenticity is also critical; we should not present a 
false image of ourselves. However, one must be 
cautious of selective authenticity, where the story is 
edited to serve an agenda. Branding narratives may 
omit the struggles and play up the victories to build a 
triumphant persona. The ethical question arises: Is the 
testimony being used as a means to elevate one’s status 
(e.g., “look at how inspiring I am”), or is it truly 
directing attention to God’s grace? Jesus warned 
strongly against performing righteous acts for show: 
“Be careful not to practice your righteousness in front 
of others to be seen by them…when you give to the 
needy, do not announce it with trumpets, as the 
hypocrites do…to be honored by others” (Matt. 6:1-2). 
Though He spoke of charity and prayer, the principle 
applies to any religious or moral public declaration: if 
the motive is to gain human admiration, the act loses 
its value before God. 

Modern examples might include posting on 
social media about one’s charitable work or even one’s 
devotional life. Are we posting that picture of us 
volunteering because we want to encourage others and 
glorify God, or because it makes us look sacrificial and 
kind? The ethics of intention is at play. Even the 
sharing of one’s conversion testimony can become 
tainted if the storyteller subtly becomes the hero of the 
story instead of Christ. For instance, a Christian 
entrepreneur might publish a blog detailing how they 
built a successful business “by following biblical 
principles,” which can indeed be edifying to readers. 

But if the subtext or tone suggests self-congratulation 
(“I was wise enough to do it God’s way, thus I’m 
successful”), then the testimony leans toward 
self-promotion. The apostle Paul, despite 
accomplishing much, was careful to center his 
testimony on Christ and his own weakness: “Let the 
one who boasts, boast in the Lord” (2 Cor. 10:17). He 
recounted his story of conversion in terms of God’s 
mercy, even calling himself the chief of sinners (1 Tim. 
1:15-16), and in 2 Corinthians 12, he flips the script by 
“boasting” in his infirmities so that Christ’s power may 
be magnified. 

Another ethical aspect is honesty and 
transparency. Storytelling in branding might employ 
dramatic effect or slight embellishment to make a 
narrative more compelling. Christians, however, are 
people of the truth. Any testimony that shades the truth 
– whether exaggerating the depth of past sin to make 
God’s rescue seem more miraculous, or overstating the 
current victory to appear more faith-filled – is a form 
of false witness. Revelation 12:11 says the saints 
overcame the devil “by the blood of the Lamb and by 
the word of their testimony,” indicating testimonies 
have spiritual power when they are true and rooted in 
Christ’s work. But if testimonies turn into 
performances, their spiritual power is nullified and 
they become akin to the Pharisee’s public prayer 
performance (Luke 18:11-14) which, while 
religious-sounding, did not justify him before God. 

Within ministries, there is often the practice of 
sharing success stories or dramatic conversion stories 
to inspire others. While this can glorify God, we must 
ensure that God is the clear protagonist. The ethics of 
public declarations demand giving credit where it’s 
due. A guideline can be: Does this declaration make 
people admire God more, or me more? John the Baptist 
set the model when he said of Jesus, “He must become 
greater; I must become less” (John 3:30). Interestingly, 
Miranda Carls’ advice to professionals echoes this 
principle in the context of work: “As you continue 
doing your work…like John the Baptist, let others see 
Jesus more, and you less.” (Carls, 2023). In practice, 
that might mean when telling a success story, one 
highlights how God opened doors or how biblical 
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principles led the way, instead of highlighting personal 
ingenuity or virtue. 

Storytelling ethics also involve respect for 
others’ roles in our stories. Many achievements are 
collaborative. Taking sole credit in our “brand story” 
for what was a team effort, or exploiting someone 
else’s tragedy to make our testimony more poignant, 
would be unethical. A Christian’s story should reflect 
love of neighbor even in how it’s told – acknowledging 
others, protecting confidences, and avoiding any 
slander or unnecessary negative portrayal of others 
(especially common when people share how they 
overcame conflicts or opposition; one must be careful 
not to malign former colleagues or friends). 

An area that particularly deserves mention is 
the practice of public thanksgiving. In professional 
contexts, some Christians make it a point to publicly 
thank God for achievements (for instance, an athlete 
saying “First, I want to thank my Lord and Savior” in 
an interview, or a businessperson praising God in an 
acceptance speech). The Bible certainly encourages 
thanksgiving to God (Psalm public declarations of 
God’s goodness). However, Jesus also taught that some 
religious expressions are best kept secret to avoid 
hypocrisy (Matt. 6:5-6). The key lies in the heart. If a 
person is truly giving God glory and redirecting praise 
to Him, that’s commendable. But if such statements 
become formulaic or a part of one’s personal brand 
(“the godly humble winner”), then it risks being 
performative. In other words, is the public thanking of 
God meant sincerely to honor Him, or is it done 
because it plays well to an audience? Only the 
individual and God know, but it’s a question worth 
self-examination. A clue can be consistency: do we 
thank God privately and in losses/failures as much as 
we do in public and in victories? If not, the public 
thank-you might ring hollow. 

From an ethics standpoint, it is also crucial that 
any story or testimony we share has permission and 
appropriateness. For example, sharing details of family 
or others in our story requires their consent or careful 
anonymizing out of respect. Christians are called to 
love others in truth-telling, meaning we don’t sacrifice 

someone’s dignity or privacy on the altar of a 
compelling narrative. 

In summary, testimonials and storytelling are 
powerful tools that carry moral weight. When used 
rightly, they can glorify God, encourage others, and 
even counter the overly curated narratives of secular 
branding with genuine accounts of grace. The ethical 
use of testimony in personal branding involves: 

●​ Truthfulness: No embellishment or 
manipulation of facts for impact (Turner, 
2023). Let your “Yes be yes” (Matt. 5:37). 

●​ Christ-Centeredness: Ensure that the story 
clearly points to God’s grace, power, or 
faithfulness, rather than leaving you on a 
pedestal. Like the healed blind man in John 9, 
testify simply “I was blind, now I see,” making 
Jesus the hero. 

●​ Humility: Maintain a tone of unworthiness 
and gratitude. If achievements are mentioned, 
frame them as results of God’s blessing or 
others’ help rather than self-made glory. Avoid 
the subtle pride of being the “example” in a 
way that feeds your ego. 

●​ Edification: The purpose of sharing should be 
to build others up or bear witness to truth, not 
to garner praise. Ask: Will this help others 
trust God more, or just think I’m great? 

●​ Privacy and Consent: Respect boundaries in 
what you share about others. Do not gossip or 
unveil things better kept confidential under the 
guise of “sharing a testimony.” 

By adhering to these guidelines, Christian 
professionals can ethically incorporate storytelling in 
their public persona without falling into the trap of 
boastfulness. They will resemble the psalmists who 
said, “Come and hear, all you who fear God, and I will 
tell what He has done for my soul” (Psalm 66:16). That 
is the heart of ethical testimony: telling what He has 
done, not what I have done (except insofar as I 
responded to Him). Such declarations, even if public, 
remain acts of worship rather than self-advertisement. 
And often, the most powerful testimonies are those 
shared person-to-person or in community, without 
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spectacle – for they ring of sincerity and give glory to 
God alone, which in turn preserves the integrity of the 
Christian witness in a world weary of self-promotion. 

3.6 Vocational Calling and Globalist 
Agendas 

An often overlooked dimension of personal 
branding is how it may inadvertently tie Christians into 
broader ideological agendas. In the pursuit of career 
success and alignment with industry trends, believers 
can sometimes find themselves complicit with 
“globalist” values or systems that are at odds with their 
faith. The term “globalist agenda” can refer to the push 
for an interconnected world order – economically, 
politically, culturally – which on the surface champions 
unity and progress, but in some formulations, it edges 
toward a homogenization that is secular at best and 
anti-Christian at worst. This section examines the 
intersection of vocational ambitions and globalist 
influences, warning how an uncritical embrace of 
certain career alignments can dilute one’s distinct 
Christian calling and witness. 

Modern careers, especially in international 
business, academia, or large corporations, often come 
with an implicit set of worldview expectations. 
Employees are encouraged to be “global citizens,” to 
adopt company values (which may include stances on 
social issues that conflict with biblical teachings), and 
to prioritize corporate goals (profit, growth, market 
expansion) potentially above local or familial 
commitments. For a Christian, their primary 
citizenship is in heaven (Phil. 3:20), and their ultimate 
allegiance is to Christ’s kingdom, which sometimes 
creates friction with being a “global citizen” in the 
popular sense. For instance, a multinational company 
might expect employees to actively promote certain 
political or ideological initiatives (e.g. specific 
diversity and inclusion policies, or partnerships with 
organizations that have agendas contrary to Christian 
ethics). The Christian employee, eager to advance and 
maintain a positive personal brand within the company, 
might feel pressured to comply or even become a 
spokesperson for these initiatives. In doing so, they 
risk what the Bible calls “conforming to the pattern of 
this world” (Rom. 12:2) without discernment. 

One pointed example at the macro level is the 
United Nations’ Agenda 21/2030 for Sustainable 
Development, which advocates laudable goals like 
environmental care and social justice. However, some 
Christian analysts have raised concerns that “beneath 
its stated goals lies a more insidious agenda —a 
dynamic unpacked in the Lucifer’s Operating System 
(Sangwa and Mutabazi, 2025b), which traces how 
technocratic governance scripts mirror the rebellious 
pattern of Isaiah 14 and Revelation 13 — to promote a 
globalist ideology that seeks to undermine traditional 
religious beliefs and establish a new world order.” 
(Sangwa, 2024) The worry is that in the name of global 
solidarity, there could emerge an enforced secular 
consensus that marginalizes absolute truth claims – 
such as the exclusivity of Christ – branding them as 
intolerant. As exposed in our early work, this 
marginalization is not merely ideological but spiritual, 
forming part of a “planetary policy matrix” that 
conditions professionals to trade prophetic 
distinctiveness for career security (Sangwa & 
Mutabazi, 2025b).. Sangwa (2024) warns that Agenda 
21’s emphasis on integrating “spiritual and ethical 
values” into global initiatives can “blur the lines 
between secular and religious worldviews,” potentially 
serving as “a Trojan horse for the imposition of a new 
world religion that undermines the exclusivity of 
Christian beliefs.” (Sangwa, 2024). If Christian 
professionals throw themselves wholly into such global 
programs (perhaps via NGOs, consultancies, or 
corporate partnerships) without a critical eye, they 
might end up promoting a humanistic “gospel” of 
saving the world through human effort and unity, 
sidelining the true Gospel of salvation through Christ 
and the need for repentance. In essence, career 
alignment with certain global agendas might slowly 
erode one’s distinct Christian witness, replacing it with 
a generic spirituality or ethics palatable to all religions 
– a scenario that aligns with prophetic biblical 
warnings about a future religious deception uniting the 
world at the expense of truth (2 Thess. 2:9-12, Rev. 
13:12-15). 

On a more everyday scale, globalist complicity 
can occur when Christians adopt the ethos of global 
corporate culture without reservation. This often means 
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embracing a form of careerism – the idea that one’s 
career advancement and contribution to the global 
economy is of paramount importance. It may involve 
relentless pursuit of promotions, relocations, or 
projects that promise prestige, often requiring 
compromises like extreme work hours (impacting 
family and church life) or ethical concessions 
(overlooking injustice for the sake of profit or 
kowtowing to diversity ideologies that demand 
affirming unbiblical practices). When challenged, one 
might justify these choices as being “a team player” or 
“maintaining my influence” in the industry. But Jesus 
posed a piercing question: “What does it profit a man 
to gain the whole world, yet forfeit his soul?” (Mark 
8:36). Gaining the whole world is a hyperbole akin to 
reaching the heights of global success. If in doing so a 
Christian gradually muzzles their faith, ceases to be 
salt and light (Matt. 5:13-16), or participates in things 
that grieve God, the price is immeasurable. 

There is also the issue of ethical globalization 
vs. complicity in injustice. Globalist agendas often 
promote a progressive vision of society. Some aspects 
(like fighting poverty, trafficking, disease) resonate 
with Christian ethics and are to be applauded. But 
others, like certain population control measures or 
radical redefinitions of family and morality, directly 
clash with a biblical worldview. A Christian 
professional in governmental or international circles 
might find their personal brand tied to being an 
advocate of some of these causes. For example, a 
diplomat or UN worker might be celebrated (personal 
brand boost) for championing “reproductive rights” 
worldwide – a phrase often including abortion access – 
which from a Christian perspective involves taking 
innocent life. Here, the brand and career are aligned 
with something that the global establishment deems 
good, but God’s Word calls evil. The believer must 
recognize the spiritual dimension: “Everyone will hate 
you because of me,” Jesus said (Luke 21:17), 
indicating that complete alignment with the world’s 
agendas is impossible without betraying Christ at some 
point. 

In the prophetic outlook of Scripture, we are 
cautioned not to be unequally yoked (2 Cor. 6:14) and 

to “come out” of Babylon – a symbol of the worldly 
system – lest we share in her sins (Rev. 18:4). While 
Christians should engage and seek the welfare of the 
world (Jer. 29:7), they must do so from a place of 
discernment, understanding that not all that glitters is 
gold, and not every “global good” is aligned with the 
Gospel. For instance, the noble language of unity and 
peace can mask a movement toward a one-world 
ideology that tolerates any lord except the true Lord. 
As noted, critics of Agenda 21 see in it shades of 
“global consciousness” that could pave the way for a 
one-world spirituality or governance that sidelines 
biblical faith (Sangwa, 2024). 

Therefore, Christians ought to apply an ethical 
filter to career choices and alliances: Does my 
involvement in this initiative allow me to remain 
faithful to Christian teachings? Am I able to speak the 
truth within it, or am I effectively gagged? Am I 
inadvertently validating a narrative that contradicts the 
Gospel? Believers should remember that their 
vocational calling, while lived out in secular structures, 
is ultimately from God and for God. Maintaining 
integrity might sometimes mean swimming against the 
current of global consensus. It might mean turning 
down a promotion or assignment that would force one 
to violate conscience. It might entail being the lone 
voice in a board meeting raising concern over an 
unethical practice despite the corporate push to “get on 
the bandwagon.” 

In terms of personal branding, aligning with 
every trend may boost one’s profile, but at what cost? 
A Christian’s personal brand (if we use that term) 
should not be that of a chameleon who blends perfectly 
into the global zeitgeist. Rather, it should be 
distinctive, even prophetic. A quote often attributed to 
A.W. Tozer says, “A Christian should be 100% 
different from the world in his values and lifestyle.” 
While in practice believers will share much common 
ground with others in day-to-day life, the core values 
and ultimate loyalties should mark them out. 

One practical recommendation is for Christians 
to cultivate a biblically informed worldview so they 
can spot where global trends diverge from biblical 
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truth. This means being as aware of what Scripture 
says about human nature, sexuality, justice, 
environment, etc., as one is aware of the industry 
standards. It also means grounding one’s identity not in 
being a “global professional” but in being an 
ambassador for Christ (2 Cor. 5:20) wherever one goes. 
As ambassadors, we represent the interests of our 
homeland (God’s kingdom) even as we work in foreign 
territory (the world). When career alignment demands 
allegiance that conflicts with our home country 
(heaven), we must diplomatically but firmly decline. 

In conclusion, vocational calling for a 
Christian can and should transcend the agendas of the 
age. Ambitious career goals are not inherently wrong, 
but they must remain submitted to God’s higher 
calling. Christians are called to be in the world but not 
of it (John 17:15-16). This means we can participate in 
global endeavors – even leading and redeeming aspects 
of them – but we must remain wary of being co-opted 
by anti-Christian narratives. The cost of complicity is 
the gradual loss of our prophetic voice and moral 
clarity. Conversely, the reward of faithful 
non-conformity is ultimately the approval of God, who 
may use even a marginal, uncelebrated stance to 
further His purposes (think of Daniel’s refusal to 
follow Babylon’s decrees, which preserved his witness 
and even influenced kings). 

To avoid complicity, believers should remain 
vigilant in prayer and Scripture, “testing everything” (1 
Thess. 5:21) and holding fast to the good. By doing so, 
they heed Christ’s command to “seek first the 
Kingdom of God and His righteousness” (Matt. 6:33) 
rather than the accolades of a global career. And 
ironically, as history often shows, when Christians put 
God’s kingdom first, they end up profoundly blessing 
the world – just not always in the way the world 
initially demands or expects. Our ultimate alignment 
must be with Christ’s global agenda (Matthew 
28:18-20, making disciples of all nations) rather than 
any agenda that would have us mute that mission or 
merge it into a humanistic vision (Sangwa, 2024). In 
maintaining this alignment, we become true salt and 
light on a global stage: engaged yet distinct, loving yet 

truthful, successful yet submitted to God’s will above 
all. 

4. Conclusion and Recommendations 

4.1 Conclusion 

In light of the analysis, it is evident that 
personal branding and Christian witness exist in an 
uneasy tension. The current global trend of 
self-promotion and image curation, while offering 
certain pragmatic benefits in professional 
advancement, poses significant theological and ethical 
challenges for believers. At the heart of the issue is a 
clash of value systems: the modern branding ethos 
exalts the self – “your name, your image, your 
influence” – whereas biblical Christianity exalts Christ 
and calls the self to take a posture of humility and 
service. This manuscript has demonstrated that many 
practices associated with personal branding (such as 
strategic self-disclosure, networking for visibility, and 
tracking influence by numbers) can conflict with the 
commands of Scripture regarding humility (Phil. 
2:3-4), honesty (Eph. 4:25), and where we find our 
identity (Gal. 2:20). When Christians adopt secular 
promotional language and metrics uncritically, they run 
the risk of confusing visible influence with spiritual 
impact, mistaking the applause of humans for the 
approval of God (Shurke, 2024; Giboney, 2024). We 
saw that heaven’s perspective often inversely ranks 
what the world esteems – the “least” being greatest, the 
servant being the leader (Luke 9:48, Mark 10:43). 
Therefore, personal branding pursuits, if not carefully 
moderated, can lure Christians into pride, distraction, 
and even complicity with ideologies that oppose the 
gospel. 

A key conclusion is that self-promotion is 
fundamentally at odds with a life surrendered to God’s 
promotion. The biblical model, from Joseph in Egypt 
to Jesus Himself, is that one exercises faithfulness and 
leaves exaltation to the Lord in His timing (Turner, 
2023; McAnnally-Linz, 2017). Attempts to engineer 
one’s own honor often lead to spiritual pitfalls. Yet this 
does not mean Christians must abandon all effort to 
present themselves well in professional contexts; 
rather, it means the manner and motive of such efforts 
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must be distinct. The goal should not be to “promote 
me” but to represent Christ and steward opportunities. 
As we concluded, the Christian’s “brand” should 
essentially be that of Christ-like character – integrity, 
love, excellence, and humility – which, in God’s 
providence, will speak for itself over time without need 
of egocentric marketing (McAnnally-Linz, 2017). 

Another conclusion is the importance of 
discernment in engagement. The study highlighted that 
not every avenue of influence or career advancement is 
spiritually benign. Believers must weigh their steps on 
the world stage (or the corporate ladder) with the 
question: Does this compromise my allegiance to 
Christ or dilute my message? In some cases, the 
answer may demand taking a costly stand that seems to 
limit one’s personal advancement – yet such sacrifice 
can be seen as a form of carrying the cross in one’s 
vocational life (Luke 9:23). Aligning with globalist 
agendas or corporate demands that violate biblical 
ethics is ultimately a losing bargain, for, as Jesus said, 
one might gain the whole world and lose their soul 
(Mark 8:36). Maintaining the integrity of one’s witness 
is more valuable than any career perk. 

Finally, this research underscores that 
influence for Christians is a byproduct of obedience, 
not a goal to be chased in itself. When we seek first 
God’s kingdom and righteousness, He is able to add 
the influence or impact according to His will (Matt. 
6:33). Many of the most influential Christian figures in 
history did not set out to build personal brands; they set 
out to honor God and serve others, and influence 
followed (often posthumously in recognition). In our 
contemporary setting, this principle still holds. We 
conclude that Christian professionals, entrepreneurs, 
and ministers will do well to re-center their ambitions 
around faithfulness – around being the kind of people 
God can use – rather than around visibility. In doing 
so, they may paradoxically find that their authentic 
witness becomes a light that draws others far more 
powerfully than any marketing strategy could[2]. And 
even if it doesn’t, they will have the satisfaction of 
knowing they lived with integrity and purpose, which 
in God’s ledger is true success (2 Tim. 4:7-8). 

4.2 Recommendations for Christian 
Professionals 

Based on the above conclusions, several 
practical recommendations emerge for Christians 
navigating personal branding and self-promotion in 
their careers: 

1.​ Reframe Personal Branding as Personal 
Stewardship: Instead of viewing yourself as a 
brand to be promoted, see yourself as a 
steward of the reputation of Christ and the gifts 
He’s given you. Concentrate on adding real 
value in your work and relationships, trusting 
that your work will “praise you in the gates” 
(Prov. 31:31) without the need for 
self-exaltation. As one coach put it, shift “from 
promoting yourself to promoting the value you 
provide others”, thus turning your posture 
from getting to giving (Carls, 2023). This 
reframing keeps the focus on service and 
excellence rather than image. Practical 
templates for this posture are mapped in the 
Kingdom Integration model (Sangwa & 
Mutabazi, 2025), which reframes executive 
dashboards, hiring rubrics, and CSR metrics 
around servant-leadership indicators rather 
than visibility KPIs. 

2.​ Adopt a Servant Leadership Mindset in 
Self-Presentation: When interviewing, 
networking, or posting online, consciously 
infuse a servant-leader tone. Speak of team 
accomplishments, mission, and learning 
experiences more than personal triumphs. Use 
“we” where appropriate instead of an incessant 
“I.” Highlight how you can meet others’ needs 
rather than why you are better than others. This 
practice not only mitigates pride but also 
distinguishes you as a person of humility and 
collaboration – traits that, incidentally, many 
employers and clients appreciate. As Jesus 
taught, “whoever wants to be great among you 
must be your servant” (Mark 10:43); let that 
guide even your LinkedIn summary. 

3.​ Establish Accountability and Heart-Checks: 
Given the subtle nature of pride, it is wise to 
have accountability partners or mentors who 
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can speak into your life about this area. Invite 
a mature Christian friend or mentor to observe 
your public outputs (résumés, profiles, social 
media) and ask if they sense any ego creeping 
in. Regularly perform heart-checks by asking 
yourself questions before making a public post 
or self-disclosure: Why am I sharing this? 
Would I still do it if no one “liked” it? Does 
this direct attention to God’s grace or just to 
me? Such reflection, guided by the Holy Spirit, 
can prevent many missteps. Practicing spiritual 
disciplines like fasting from social media or 
intentionally serving in unseen ways can also 
recalibrate your motives and remind you that 
God’s approval is enough. In practical terms, 
institute a digital evangelical service every 
week—24 hours with no algorithmic feeds—to 
break the dopamine-loop of metrics and 
re-center identity in Christ. During that 
window, any content scheduling should be 
paused to testify that your worth, and your 
audience’s formation, ultimately rests in God, 
not in uninterrupted output. 

4.​ Measure Success by Kingdom Metrics: 
Redefine what “influence” means to you. 
Rather than fixating on numbers (followers, 
awards, revenue), give weight to quality 
metrics like character growth, depth of 
relationships, and opportunities to share Christ. 
For instance, leading one coworker to faith or 
maintaining integrity under pressure are 
achievements that heaven rejoices in (Luke 
15:10), even if they never make it to a 
“highlights reel.” Encourage your organization 
(if you’re in leadership) to celebrate values, 
not just victories. Cultivate contentment in 
doing right, whether or not it is noticed. By 
actively celebrating obedience and fruit of the 
Spirit (Gal. 5:22-23) as your measures of 
progress, you resist the idolatry of visibility. 
As Shurke noted, “the most radical thing we 
can do in a world of ads is step back from the 
noise and let our lives speak quietly” (Shurke, 
2024). 

5.​ Draw Clear Lines on Compromise: Early on, 
determine your “red lines” – those ethical and 

spiritual boundaries you will not cross for the 
sake of career. Write them down and, if 
applicable, communicate them to close 
colleagues or supervisors in a respectful way. 
For example: “I cannot lie in marketing our 
product,” or “I will not endorse causes that 
violate my faith convictions,” or “I need to 
keep Sundays for worship and won’t check 
email then.” In many cases, you can frame 
these positively (e.g., “I prioritize honesty with 
customers” or “family time is important for my 
wellbeing”), showing that these convictions 
make you a more grounded and reliable 
worker. Knowing your limits also means you 
can identify early if a role or partnership will 
pressure you to violate them, and either avoid 
those situations or prepare a plan to handle 
them. Don’t be afraid to say no or step away if 
climbing higher means sinking lower in 
integrity – trust that God can honor your 
faithfulness in ways you may not foresee. 

6.​ Leverage Your Platform for Christ, Not 
Self: If God has given you a level of influence 
or expertise in your field, view it as a platform 
for ministry. This doesn’t mean proselytize 
inappropriately at work; it means use your 
voice to speak truth, advocate for justice, show 
compassion, and acknowledge God 
appropriately. For instance, a manager can give 
God credit when discussing values in a team 
meeting (“Integrity is key for me, rooted in my 
faith”), or a professional with a strong social 
media following can occasionally share 
content that points to faith or challenges 
worldly norms in a gracious way. By doing 
this, you deliberately break the mold of 
self-focused content and ensure that your light 
is shining before others in such a way that they 
see your good works and glorify your Father 
in heaven (Matt. 5:16). It keeps your heart 
aligned and is a check against vanity, because 
you’re using your reach to elevate God’s name 
and help others, not just to polish your image. 

4.3 Limitations and Future Research 
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Limitations: This study was primarily 
conceptual and literature-based, which carries certain 
limitations. It did not include new empirical research 
(such as interviews or surveys of Christian 
professionals), which might have provided firsthand 
data on how individuals struggle with or resolve these 
tensions. The analysis leaned on a selection of writings 
and examples, which, while illustrative, cannot capture 
the full diversity of contexts. Cultural factors were not 
deeply explored – for example, personal branding in a 

Western individualistic context versus a 
non-Western communal context could present different 
challenges for Christians. The breadth of topics 
(biblical humility, globalism, professional ethics) 
meant that each could not be exhausted in depth within 
the scope of this manuscript. Additionally, some 
references (like Agenda 21 concerns) verge on 
speculative or represent one perspective in 
eschatological interpretation; not all Christians might 
agree on the extent to which certain global initiatives 
are anti-Christian. Thus, while the warnings given are 
relevant, they should be understood as potential rather 
than certain conflicts, varying by situation. 

Moreover, the recommendations, though 
grounded in principle, may need tailoring to specific 
industries and personalities. For instance, a Christian in 
the tech sector might face different branding pressures 
(e.g., building a personal portfolio or GitHub 
reputation) than a Christian in vocational ministry 
(where the “brand” might be tied up with church 
growth). This study did not differentiate between such 
scenarios. There is also the limitation of time – as the 
landscape of social media and branding evolves rapidly 
(with new platforms, algorithms, and societal shifts), 
some considerations might change in prominence. The 
core theological principles will remain, but the 
expression of personal branding is a moving target. 

Future Research: This topic opens several 
avenues for further investigation. Empirical research 
could enrich understanding – for example, a qualitative 
study interviewing Christian executives, entrepreneurs, 
or pastors on how they balance self-promotion with 
humility would provide concrete insights and possibly 

best practices. Another research direction could be a 
comparative study of cultural contexts: How do 
Christians in non-Western cultures approach personal 
branding, and are their community-oriented cultures a 
help or hindrance in maintaining humility? Also, 
research could examine the impact of personal 
branding on ministry effectiveness: Are there data 
showing that highly “branded” ministers (with large 
social followings) have more or less spiritual fruit in 
their congregations versus less branded ones? This 
might involve measuring discipleship outcomes, not 
just attendance or fame. 

A theological area for more depth is exploring 
historical Christian thought on issues of reputation and 
honor. For instance, what might Augustine or Aquinas 
say about personal branding if translated to modern 
terms? Digging into church history for examples when 
Christians grappled with seeking honor (perhaps 
patronage in medieval times, or fame in revivals) could 
yield instructive parallels. 

Additionally, given the mention of global 
agendas, a focused study on faith and global 
citizenship would be valuable. It could explore how 
Christian professionals working in international 
organizations maintain their distinctives and what 
theological frameworks help them engage without 
compromise. 

Finally, there is room for developing resources 
or models specifically for Christian professional 
development. For example, a “Theology of Personal 
Branding” curriculum or workshop that helps believers 
construct a philosophy of self-presentation rooted in 
Scripture. Research could pilot such a program and 
assess its effectiveness in shifting attitudes or 
behaviors regarding self-marketing. 

In conclusion, personal branding as a 
phenomenon is here to stay, and Christians will 
continue to live in this tension of visibility vs. humility 
until Christ returns. Future research, both practical and 
theoretical, can aid the Church in navigating these 
waters with wisdom. The hope is that with ongoing 
reflection, dialog, and reliance on the Holy Spirit, 
believers can be “influencers” in the truest sense – not 
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by the force of their persona, but by the radiance of 
Christ through them, impacting workplaces and 
industries in ways that statistics cannot fully capture, 
but eternity will surely reveal. 

References 

Butts, T. (2025, November 20). IAB: Creator economy 
ad spend now dwarfs ad spend for total media 
industry. TV Tech. 
https://www.tvtechnology.com/news/iab-creato
r-economy-ad-spend-now-dwarfs-ad-spend-for
-total-media-industry 

Carls, M. (2022, July 30). Christianity has become bad 
branding in the workplace. Biblical 
Leadership. Retrieved from 
https://www.biblicalleadership.com/blogs/chris
tianity-has-become-bad-branding-in-the-workp
lace/  

Carls, M. (2023, August 7). My job requires 
self-promotion, what should I do “quietman”? 
https://www.tgcchinese.org/article/job-self-pro
motion 

Carls, M. (2023, July 12). How can I lead a quiet life 
when my job requires self-promotion? The 
Gospel Coalition. Retrieved from 
https://www.thegospelcoalition.org/article/job-
self-promotion/  

Fitzgerald, L. (2025, April 1). Deepfake trends to look 
out for in 2025. Pindrop. 
https://www.pindrop.com/article/deepfake-tren
ds/ 

Giboney, J. (2024, May 21). How to be a Christian 
influencer worthy of the name. Christianity 
Today. Retrieved from 
https://www.christianitytoday.com/2024/05/ho
w-to-be-christian-influencer-secular-world-soc
ial-media/  

McAnnally-Linz, R. (2017). You are not a brand: 
Humility and recognition. Biola University 
Center for Christian Thought – The Table. 
Retrieved from 
https://cct.biola.edu/not-brand-humility-recogn
ition/  

Miranda, A. (2022, January 26). How to build a 
personal brand while staying humble. Daily 

Godpreneur. Retrieved from 
https://www.dailygodpreneur.com/post/how-to
-build-a-personal-brand-while-staying-humble  

Sangwa, S. (2024, April 6). Is the Agenda 21 driving 
Christians toward a new world religion? Open 
Christian University Blog. Retrieved from 
https://learn.openchristian.education/blog/sang
wa/agenda-21-toward-a-new-world-religion  

Sangwa, S., & Mutabazi, P. (2025). Integrating 
Christian Faith and Ethics into Global 
Business: A Biblical Framework for 
Leadership, Culture, and Decision-Making. 
Open Journal of Business Theology (ISSN : 
2788-709X), 5(2). 
https://journals.openchristian.education/index.
php/oj-bt/article/view/46 

Sangwa, S., & Mutabazi, P. (2025). Lucifer’s 
Operating System: Exposing the Spiritual 
Code of Global Governance. Open Journal of 
Business Theology (ISSN : 2788-709X), 5(2). 
https://journals.openchristian.education/index.
php/oj-bt/article/view/41 

Sarkhedi, B. (2025, May 26). Top 10 personal branding 
trends shaping 2025. Ohh My Brand. 
https://www.ohhmybrand.com/blogs/top-10-pe
rsonal-branding-trends-shaping-2025? 

Shurke, J. (2024, November 20). The irony of 
Christian capitalism. Man in the Mirror – New 
Adam Project. Retrieved from 
https://maninthemirror.org/the-irony-of-christia
n-capitalism/  

Turner, T. (2023). How should Christian athletes think 
about personal branding? The Christian 
Athlete. Retrieved from 
https://www.thechristianathlete.com/blog/chris
tian-athletes-personal-branding  

WifiTalents. (2025, June 2). Cancel culture statistics: 
Reports 2025. 
https://wifitalents.com/cancel-culture-statistics 

 

A Theological and Ethical Critique of Self-Promotion in Professional Spaces 

https://www.tvtechnology.com/news/iab-creator-economy-ad-spend-now-dwarfs-ad-spend-for-total-media-industry?utm_source=chatgpt.com
https://www.tvtechnology.com/news/iab-creator-economy-ad-spend-now-dwarfs-ad-spend-for-total-media-industry?utm_source=chatgpt.com
https://www.tvtechnology.com/news/iab-creator-economy-ad-spend-now-dwarfs-ad-spend-for-total-media-industry?utm_source=chatgpt.com
https://www.tvtechnology.com/news/iab-creator-economy-ad-spend-now-dwarfs-ad-spend-for-total-media-industry?utm_source=chatgpt.com
https://www.biblicalleadership.com/blogs/christianity-has-become-bad-branding-in-the-workplace/
https://www.biblicalleadership.com/blogs/christianity-has-become-bad-branding-in-the-workplace/
https://www.biblicalleadership.com/blogs/christianity-has-become-bad-branding-in-the-workplace/
https://www.tgcchinese.org/article/job-self-promotion
https://www.tgcchinese.org/article/job-self-promotion
https://www.thegospelcoalition.org/article/job-self-promotion/
https://www.thegospelcoalition.org/article/job-self-promotion/
https://www.pindrop.com/article/deepfake-trends/?utm_source=chatgpt.com
https://www.pindrop.com/article/deepfake-trends/?utm_source=chatgpt.com
https://www.pindrop.com/article/deepfake-trends/?utm_source=chatgpt.com
https://www.christianitytoday.com/2024/05/how-to-be-christian-influencer-secular-world-social-media/
https://www.christianitytoday.com/2024/05/how-to-be-christian-influencer-secular-world-social-media/
https://www.christianitytoday.com/2024/05/how-to-be-christian-influencer-secular-world-social-media/
https://cct.biola.edu/not-brand-humility-recognition/
https://cct.biola.edu/not-brand-humility-recognition/
https://www.dailygodpreneur.com/post/how-to-build-a-personal-brand-while-staying-humble
https://www.dailygodpreneur.com/post/how-to-build-a-personal-brand-while-staying-humble
https://learn.openchristian.education/blog/sangwa/agenda-21-toward-a-new-world-religion
https://learn.openchristian.education/blog/sangwa/agenda-21-toward-a-new-world-religion
https://journals.openchristian.education/index.php/oj-bt/article/view/46
https://journals.openchristian.education/index.php/oj-bt/article/view/46
https://journals.openchristian.education/index.php/oj-bt/article/view/41
https://journals.openchristian.education/index.php/oj-bt/article/view/41
https://www.ohhmybrand.com/blogs/top-10-personal-branding-trends-shaping-2025?utm_source=chatgpt.com
https://www.ohhmybrand.com/blogs/top-10-personal-branding-trends-shaping-2025
https://www.ohhmybrand.com/blogs/top-10-personal-branding-trends-shaping-2025
https://www.ohhmybrand.com/blogs/top-10-personal-branding-trends-shaping-2025?utm_source=chatgpt.com
https://maninthemirror.org/the-irony-of-christian-capitalism/
https://maninthemirror.org/the-irony-of-christian-capitalism/
https://www.thechristianathlete.com/blog/christian-athletes-personal-branding
https://www.thechristianathlete.com/blog/christian-athletes-personal-branding
https://wifitalents.com/cancel-culture-statistics/?utm_source=chatgpt.com
https://wifitalents.com/cancel-culture-statistics/?utm_source=chatgpt.com

	Personal Branding and the Christian Witness: A Theological and Ethical Critique of Self-Promotion in Professional Spaces 
	 
	1.​Introduction 
	1.2 Problem Statement 
	1.3 Research Objectives 
	1.4 Research Questions 
	1.5 Study Contributions 

	2. Methodology 
	2.1 Research Design 
	2.2 Data Sources 
	2.3 Theological and Ethical Frameworks 

	3. Findings and Discussion 
	3.1 Conflict Between Personal Branding and Biblical Stewardship 
	3.2 Self-Confidence or Sanctified Pride? The Interview and Resume Dilemma 
	3.3 Visibility, Influence, and Heaven’s Metrics 
	3.4 AI, Deepfakes, and Algorithmic Identity 
	3.5 Storytelling, Testimonials, and the Ethics of Public Declarations 
	3.6 Vocational Calling and Globalist Agendas 
	4.1 Conclusion 
	4.2 Recommendations for Christian Professionals 
	4.3 Limitations and Future Research 



