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A  B  S  T  R  A  C  T 

Having a valuable personal brand can result in a person's success in society and the workplace. 

Invariably, people with good behavior and behavior can have a positive and lasting influence on their 

minds and thus achieve success in management processes and organizational leadership. It is clear that 

the success in the tasks and tasks assigned to the work environment at any organization level can 

promote employment and progress. The maintenance and promotion of a personal brand can create value 

as an intangible asset for people, and the maintenance and retention of this asset can result in smoothing 

of success through mentioned solutions. 
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INTRODUCTION 
 

The brand , the closest to which is to " build Nick " , is one of the very important issues and 

strategies of business enterprises that can survive and increase market share , as well as build loyal 

customers(L. Harris & Rae, 2011; Montoya & Vandehey, 2002; Vitberg, 2010). Brand is a mental 

concept that is only the intangible assets of any organization or enterprise(Gall, 2010; Khedher, 

2015). The personal brand is more complex than branding at the corporate level and organizations, 

highly related to morale, individual traits, and consequently the behaviors that an individual 

presents and may have a positive or negative image. Whether or not, relationships within the 

organization or organization itself is based on the individual brand that forms during the 

time(Smit, Bronner, & Tolboom, 2007). Significant factors are effective in building a personal 

brand , including Morales-Sánchez and Cabello-Medina (2015), the ability to perform tasks, 

morality and type of dealing with others, personal knowledge, happiness, teamwork, competence, 

leadership strength , ability to communicate, patience, sustainability, etc. Perhaps in the simplest 

definition, the brand can be viewed as the public face of an individual, which needs to be aligned 

with what is expressed by others. In other words, if a person can manage such a task, he has 

managed to control the attitude of others to himself. Lockshin, Spawton, and Macintosh (1997) 

states that your brand is actually an idea powerful and positive, so that when others think about 

you it will occur to them, and show who you are, what you do and how to make a distinction, 

which can create value for your goal market(Angle & Forehand, 2016; Wheeler, 2017). 
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There was no path between Bree for personal branding, and there had to be plenty of work 

on the way, as this process would require time and effort, and it would not be achieved overnight. 

In sum, you can take the steps necessary to create an effective personal brand as follows: 

- The definition of the original identity, which is self - knowledge and knowledge of the 

strengths and values of motivator (Balmer, 2008; Nandan, 2005; Wheeler, 2017). 

- Selecting the niche market, represents an appropriate position in target market and between 

target audiences (Tran, Moritaka, Liu, & Fukuda, 2018; Urde & Koch, 2014). 

- The different approach in implementation, in fact, represents the creation of a distinction of 

others, which requires creativity and innovation to create a unique feature (Burnap, Hartley, Pan, 

Gonzalez, & Papalambros, 2016; Keller, 2003). 

- Publication, or visibility by target audiences and bonding with them(Kalia, Patel, 

Moriarity, & Canon, 2017; Scheidt, Loohuis, & Henseler, 2019). 

- The preservation and evolution of the brand expresses an effort to maintain and maintain a 

brand with an evolutionary and developmental approach(Berthon, Pitt, Parent, & Berthon, 2009; 

Wheeler, 2017). 

 

PERSONAL BRAND HISTORY 
 

Brand history began as the competition between different industries in the nineteenth century 

and the importance of finding products and registration and branding of commodity producers on 

the packaging of products and with radio and radio commercials continued in the 1940 s by 

increasing competition in order to gain greater share of the market. As Philip کاتلر, the father of 

modern marketing in his book, said a good business letter is of consumer advantage. The 

consumer score means that customers show loyalty to the names of loyalty. A significant number 

of customers, even if other alternatives are offered at the market with lower prices, the applicant 

will be the same business names and will not accept replacement goods. The personal brand was 

first used by Peters (1997) in fast company magazine(Gander, 2014). Individual brand can also 

create an advantage, like the brand of businesses and organizations, and make it a priority in 

competition to promote his career (Graham & Cascio, 2018; Pearson, 2016; Peters, 1997). 

Personal brand is a collection of different senses resulting in a dominant sense in the minds of 

those around you, or seeing a person, these senses are influenced by the different factors discussed 

below. Everybody, whether or not, has a personal brand. The goal should be to design that brand to 

make a clear and important impact on you and your business, whether you own small businesses, 

or a single entrepreneur or company managing director(Gorbatov, Khapova, & Lysova, 2018; 

Petruca, 2016). 

 

EFFECTIVE FACTORS ON THE BRANDING OF PERSONALITY IN THE WORKPLACE 
 

Many factors can be considered in shaping and enhancing the personal brand of people.  

The ability to perform the work: the degree of effectiveness and effectiveness of 

individual in different people is different and can be changed and there is a significant relationship 

with the motivation of individuals, how to perform tasks, speed, accuracy and quality of the 

tasks(Holton & Molyneux, 2017). When a person develops his ability and is known as a capable 

person in the organization, he is more trusted by the managers and the opportunity to promote his 

career(H.-M. Chen & Chung, 2017). 

Ethics: one of the most important factors of personal brand construction is appropriate and 

ethical treatment in the workplace. everyone likes to work alongside happy colleagues because 
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they typically spend one - third of the day in the workplace , and since it is generally associated 

with the onset of daily activity and can have a direct impact on one 's mood in other hours, it is 

important to have suitable colleagues for people. Successful managers also have a good score in 

their assessment of individual’s ethical behavior by observing employee behavior and they can be 

used in personnel job promotion (Cederberg, 2017; Khedher, 2015; Sen, 2016). 

Personal knowledge: In the third millennium organizations, knowledge plays a vital role, 

and knowledge management is an important managerial role in these organizations. Personnel who 

are given useful knowledge based on experience or education can be used to advance 

organizational goals, find a special place in the organization and are always the point of support of 

co - workers and even organizational managers(Khedher, 2015). Formally, co - workers share their 

problems with the individual and are officially entrusted to these people. Such individuals are 

found at different organizational levels and on the basis that knowledge management is important 

in organizations to achieve maximum productivity using all organizational capacities (H. M. Chen 

& Chung, 2016; Johnson, 2017; Kucharska, 2017). 

Punctuality: It is a good promise of good moral qualities that is very effective in shaping 

people's personal brand, to have a good reputation among those who are communicating with us, 

"we can always remember" not a promise we can to do and make promises to our promises. This 

strategy can be very effective in our promises (Grzesiak, 2018; M. T. Harris & Baum, 2015). 

When people are well known to be optimistic about others, colleagues for group and individual 

tasks open a special account of the people, and this factor can lead to career advancement(Foster, 

Punjaisri, & Cheng, 2010). 

Cooperation and assistance: When a person is always the first to help others and to help 

others to help others, he will find a positive influence on people’s minds, and the persistence of 

this sense will affect people" s minds, and the persistence of this sense can lead to a positive effect 

on people’s personal brand value(Khedher, 2019; Vitberg, 2010). 

Group Work capability: With regard to the importance of teamwork in the activity of 

today's organizations, managers have always considered the ability of individuals to participate in 

tasks and group tasks and value for the effective people in the group whose individual productivity 

may add further synergy in group tasks and consider this factor in the promotion of 

individuals(Laroche, Habibi, Richard, & Sankaranarayanan, 2012). 

Trust: Self - esteem involves a set of factors that reinforce the sense of trust among peers of 

an individual. There are factors like secrecy, cooperation and assistance, assistance to others, how 

to do things, make things, and other items that can create a sense of trust among co - 

workers(Laroche et al., 2012; Mosavi & Kenarehfard, 2013). 

Education: degree of education and degree of degree of education is valuable in itself, and 

the person can be successful using this opportunity and relying on this value in making a personal 

brand and using other brand - making factors to enhance their personal brand value(Jefferess, 

2012; Johnson, 2017; Khedher, 2015). 

The degree of ability to communicate: the power of communicating in different people is 

different, and personality traits are effective in communicating with others, i.e., the extrovert are 

more successful than an introvert. In the workplace, a friendly and friendly encounter with other 

people can cause problems(Nolan, 2015). The strength of communication in individuals is usually 

influenced by the formation of intra - organization groups and the characteristics of organizational 

behavior of these groups(Johnson, 2017). 

The recent researches conducted in organizations show that more than 50 percent of the 

problems that occur in organizations are not related to software and lack of facilities, but the 

problem of interpersonal communication. Lack of interpersonal skills creates a lot of costs for an 

organization. Both financial and psychological costs, as well as lack of training skills, can increase 
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both oppositions and contradictions, as well as to bring about a more dramatic 

escalation. It can also be found atdifferent levels within and outside the external environment 

(Nysveen, Pedersen, & Skard, 2013).  

Management Power: The power management authority also plays an important role in job - 

making problems as well as the unanticipated difficulties in the individual brand building, and 

increases the level of trust between peers and top managers of the organization(Steenkamp, 2017; 

Tan, 2017). 

Leadership Power: The power of leadership is more of a natural trait that exists in some 

individuals and can influence the plural. By identifying and teaching properly these people can be 

well - trained, they are always considered the attention of top managers. These individuals have a 

particular personal brand that can be used in the interests of the organization(Stobart, 2016). 

Patience and tolerance: ethical and personal characteristics can be pointed to the extent of 

patience and tolerance of people in the workplace, which is an effective factor for success in doing 

things. And this is a success in building the individual brand of individuals and raising the value of 

the brand(Commaille, 2017; O’Neill, 2015). 

The elegance and type of dress: always seeing well - groomed and well - groomed people 

make a positive impression among those around you that can be used in strengthening personal 

brand value. 

Lawfulness: deference to institutional laws and avoiding the influence of personal 

perceptions and perceptions in legal and legal affairs can lead to people, and must always 

remember that the positive effect of compliance is more than the cross - sectional effect of certain 

friends or individuals with Meta - expectations(Mourad & Valette-Florence, 2017). 

Different: differentiating with other colleagues can make people more exposed to view. To 

be distinct, it should be positive for personality and behavioral factors to be more effective in 

people's minds, and the principle of "continuity" in this matter is important because, if this 

different is fractal, the result will be counterproductive and may result in labels such as hypocrisy, 

affectation, Cheater or optimism in the mind of others(de Vries, Peluso, Romani, Leeflang, & 

Marcati, 2017). 

Intelligence: People's intelligence has a significant role in the success of communicating 

with others as well as the right decision - making authority, and individuals with high IQ can be 

much more successful than their peers and relying on their intelligence to promote self - esteem 

and gain confidence in senior organizational managers and pave the way for their progress(Kalia et 

al., 2017; Manai & Holmlund, 2015). 

Other factors: there are many factors in the construction of personal brand of people in the 

workplace, some of the most important ones, but it should be noted that factors such as cultural 

and cultural issues can affect the impact of these factors, as well as organizational culture and 

other factors that a successful individual can build and maintain a strong and valuable personal 

brand. 

 

CONCLUSION 
 

Personal brand has at least three core goals: finding a suitable and valuable job, creating 

credit and social reputation, and finally creating influence and influence in a specialized field. But 

apart from your motivation to build a personal brand, there are also a variety of solutions to build 

and strengthen personal brand. Creating a personal brand depends on how much effort you spend 

during the day. For instance, the simplest way to create a personal blog is to share your 
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experiences with others, or use the common social networks that you can do in addition to 

communication, transfer knowledge and experience. 

On the way to develop your brand, never have a fire opportunity. Everyone who focuses on 

the development of his own brand must be well aware of the activities associated with each time 

section. It is unlikely that the person focusing on the development of his own brand will waste 

time on non - value - worthy tasks. A person who spends a lot of time on a circular web, or fixes 

his eye on the computer screen, is likely to deviate from his personal brand development path. The 

most important part of the creation of a personal brand is continuous learning and being updated to 

maintain physical and mental readiness. 
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