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Abstract: This paper explores the concept of Personal Branding within the field of
management, highlighting its critical role in career development and organizational
performance. The study introduces and validates the construct of Personal Brand Equity
(PBE) as a framework for quantifying and optimizing individual branding efforts. Using a
mixed-methods approach that combines literature review and quantitative surveys, the
research presents a comprehensive model for assessing the impact of Strategic Personal
Branding on professional outcomes. The findings demonstrate that well-managed Personal
Branding enhances visibility, credibility, and differentiation, ultimately contributing to both
individual advancement and organizational success. Practical recommendations are
provided to support the use of Personal Branding as a strategic management tool in today’s
dynamic business environment.
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1 Introduction

In today’s competitive business environment, Personal Branding has become a
strategic necessity rather than a luxury. It helps shape perceptions, establish
credibility, and create meaningful differentiation in a professional world driven by
globalization, rapid technological change, and fluid market dynamics (Shepherd,
2005). As the nature of work evolves, Personal Branding is increasingly viewed as
a core element of career development, leadership presence, and visibility within
one’s industry.
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The decline of linear career paths and organizational loyalty has placed greater
emphasis on self-directed career management (Peters, 1997; Parmentier et al.,
2013). The “boundaryless career” model underscores the need for professionals to
take ownership of their personal brand to navigate transitions, build resilience, and
seize new opportunities (Arthur & Rousseau, 1996; Vosloban, 2013). In this
context, Personal Branding also facilitates relationship-building, influence within
networks, and access to new career pathways (Harris & Rae, 2011; Vallas &
Christin, 2018).

Despite its growing importance, critical gaps remain in understanding how Personal
Branding impacts long-term career outcomes across different industries and
cultures. Cultural norms, digital transformation, and shifting professional
expectations all influence the effectiveness and sustainability of personal brands,
yet remain under explored in the literature (Ng et al., 2005; Fodor & Poor, 2009).

Personal Branding today goes beyond traditional reputation management—it has
become a strategic narrative that integrates individual ambition with organizational
goals. Crafting a compelling and authentic personal brand fosters trust and helps
professionals stand out in a crowded marketplace (Labrecque et al., 2011). This
paper introduces a Personal Brand Equity (PBE) model, aimed at connecting
academic insight with practical tools. It illustrates how strategic branding in terms
of wvisibility, differentiation, and credibility can lead to greater career success,
leadership effectiveness, and organizational impact (Ng et al., 2005; Fombrun &
Van Riel, 2004; Rangarajan et al., 2017).

From an organizational standpoint, employees' personal brands are increasingly
recognized as assets. When aligned with corporate values, they can enhance
reputation, drive innovation, and build trust with external stakeholders (Zinko &
Rubin, 2015; Tan et al., 2017). The integration of digital technologies and analytics
further expands the reach and influence of personal brands, allowing for continuous
monitoring and improvement (Kaplan & Haenlein, 2010; Koopmans et al., 2011).

This study contributes to the evolving discourse on Personal Branding by exploring
its strategic role in management, career progression, and organizational success
(Sturdy & Wright, 2008). Through the development and validation of the PBE
model, it provides a structured framework to guide professionals and organizations
alike.

The specific objectives are to:
1. Develop a theoretical and empirical model for Personal Brand Equity (PBE).

2. Quantify the impact of Personal Branding on career success and organizational
outcomes.

3. Provide actionable recommendations for leveraging Personal Branding as a
strategic management tool.
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2 Literature Review

2.1 The Evolution of Personal Branding

Personal Branding has deep historical roots in marketing and psychological
theories, with key influences in self-identity, impression management, and social
interaction frameworks (Scheidt et al., 2020). Goffman’s (1956) dramaturgical
model provided a pioneering perspective on how individuals present themselves in
social settings, akin to performers on a stage. It highlighted how interactions are
shaped by both personal intentions and societal expectations, emphasizing the
fluidity of self-presentation. Building on this, Mead’s (1934) work on self-concept
explored the relationship between self-perception and societal roles, suggesting that
identity is continually constructed through social interaction and reflection.

From a marketing perspective, seminal works by Aaker (1991) on brand equity and
Keller (1993) on brand resonance laid the foundation for understanding how
consumer perceptions influence brand strength and loyalty. These ideas have been
adapted to Personal Branding, where individuals must manage their visibility,
reputation, and perceived value in both professional and social contexts. Applying
brand management to individuals has underscored the importance of authenticity,
consistency, and relevance (Aaker, 1997; Fombrun & Van Riel, 2004).

Contemporary Personal Branding emphasizes differentiation, visibility, and
strategic communication as key to professional success (Peters, 1997; Gorbatov et
al., 2018). Differentiation involves crafting a unique persona that sets an individual
apart, based on core values, skills, and experiences aligned with a compelling value
proposition. As noted by Parmentier et al. (2013), this is vital for building credibility
and lasting impact, especially in competitive environments.

Recent studies also highlight how Personal Branding adapts to evolving
technological and social trends. Digital platforms such as LinkedIn, Twitter, and
personal blogs amplify individual brands, but also present challenges like
information overload, fragmented audiences, and reputation risks (Kaplan &
Haenlein, 2010; Parmentier et al., 2013). Molnar et al. (2018) further point out that
advanced technologies such as augmented reality and artificial intelligence—now
embedded in learning and everyday life—impact digital branding and Personal
Branding strategies alike.

In conclusion, the evolution of Personal Branding reflects a complex interplay
between foundational theories and contemporary practices. By strategically
managing self-identity, differentiation, and visibility, professionals can achieve
success in a changing landscape. Drawing from marketing, psychology, and digital
media, Personal Branding continues to shape how individuals and organizations
operate in the modern world.
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2.2 Personal Brand Equity (PBE): Definition and Components

Personal Brand Equity (PBE) is the accumulated value of a strategically developed
personal brand. It adapts brand equity principles to individuals, reflecting their
unique value in professional and social contexts. Focusing on brand appeal, brand
differentiation, and brand recognition, PBE offers a clear framework for assessing
and strengthening one’s influence and success (Aaker, 1997; Keller, 1993).

2.2.1 Brand Appeal

Brand appeal captures how attractive, relevant, and emotionally engaging an
individual appears to others. When personal values, skills, and stories resonate with
audiences, they foster trust and support. This goes beyond charisma and depends on
authenticity and expertise (Fournier, 1998).

Storytelling enhances appeal by connecting emotionally and cognitively with
audiences (Labrecque et al., 2011; Vallas & Cummins, 2015). Compelling personal
narratives help make abstract professional values more tangible and relatable.
Maintaining relevance through alignment with industry trends is equally important
(Kaplan & Haenlein, 2010).

Digital platforms allow individuals to demonstrate expertise and engage with broad
audiences (Parmentier et al., 2013; Fetscherin, 2015). Sharing knowledge
consistently across multiple channels helps reinforce the brand. However,
consistency across platforms is vital, as contradictions can undermine trust and
dilute credibility (Gorbatov et al., 2018).

2.2.2 Brand Differentiation

Brand differentiation reflects what sets a person apart. It builds visibility and
professional impact by emphasizing distinctive qualities, experiences, or
perspectives (Harris & Rae, 2011).

This begins with recognizing one’s strengths and crafting a distinct value
proposition. These differentiators must be clearly communicated to resonate with
the intended audience. Sharing original insights and perspectives reinforces
differentiation and signals expertise (Parmentier et al., 2013; Gorbatov et al., 2018;
Vallas & Christin, 2018).

Active participation in professional discussions and content creation supports
distinct positioning, but differentiation must stay aligned with audience
expectations to remain credible (Khedher, 2015). A strong personal brand balances
uniqueness with strategic relevance.
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2.2.3  Brand Recognition

Brand recognition refers to awareness of an individual’s identity and achievements
within their field. It enables trust, relationships, and career advancement by
signaling credibility and professionalism (Ng et al., 2005).

Recognition grows through visibility in events, publications, and online platforms.
It is also reinforced by consistent messaging and visual identity across touch points.
Social media greatly expands reach and visibility (Kaplan & Haenlein, 2010; Kabat
& Lincényi, 2024). Strategic digital presence can improve career outcomes and
build authority within one's field (Molnar et al., 2018).

Trust also depends on ethical conduct and consistent values. As companies are held
to high standards (Garai-Fodor & Popovics, 2023), individuals must also show
integrity and reliability to build a strong and lasting personal brand. Over time,
recognition becomes an asset that supports sustained professional growth.

2.3 Managerial Implications of Personal Branding

The implications of Personal Branding for management extend to talent acquisition,
leadership development, and organizational branding. Organizations increasingly
recognize that employees’ personal brands are strategic assets that enhance
reputation, foster innovation, and build customer loyalty (Arthur et al., 2005, 2017;
Zinko & Rubin, 2015).

In talent acquisition, companies seek professionals with visible personal brands,
viewing them as proactive, knowledgeable, and influential in their fields (Harris &
Rae, 2011). The information society has transformed communication and laid the
foundation for the knowledge society (Garai-Fodor, 2022). Consequently,
organizations invest in tools, workshops, and mentorships to support employees in
building and refining their brands (Fombrun & Van Riel, 2004; Vosloban, 2013).

Leaders with strong personal brands are more likely to inspire trust, attract talent,
and lead transformation. Their ability to express a clear vision, reflect values, and
engage stakeholders positively shapes organizational culture (Gorbatov et al.,
2018).

Organizational branding also benefits from aligning personal brands with corporate
goals and values. This synergy enhances market position and supports the
company’s reputation as an employer of choice (Fombrun & Van Riel, 2004).
Employees with strong brands act as authentic advocates, communicating the
organization’s mission, vision, and values (Zinko & Rubin, 2015). Achieving this
alignment requires strategic management and an inclusive culture where employees
feel empowered to express themselves while understanding their role in the broader
strategy (Arthur et al., 2005).
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3 Research Methodology

This study applies a mixed methodology, combining a systematic literature review
and a structured survey to examine Personal Brand Equity (PBE). The theoretical
groundwork informs the development of research questions and hypotheses,
enabling a novel contribution to the measurement of PBE, a relatively unexplored
area in the literature. The mixed-methods approach was selected to capture both the
conceptual depth and the measurable dimensions of PBE in practice.

The literature review assessed relevant theories and empirical findings to identify
key constructs and traits for standardization. Szanté (2023) proposed a widely
accepted definition and framework for Personal Branding, outlining its main
variables and dimensions. This foundation supported the creation of a consistent
research model and informed the construction of the Personal Brand Equity Scale
(PBES). The quantitative phase used a questionnaire to gather data, applying
statistical methods such as regression and factor analysis to validate the conceptual
model and the proposed PBES. This ensures consistency between theory and
practice and strengthens the reliability of the results.

The selected methods (Ragab & Arisha, 2017) are designed to explore the
interaction between internal and external factors influencing the value of a personal
brand. PBE is conceptualized as the sum of self-perceived and externally recognized
branding efforts, providing a more holistic understanding of how personal value is
constructed in professional contexts.

3.1 Research Design

The aim of the study is to identify the factors that influence Personal Brand Equity
and its role in career success, including both employment and entrepreneurship. The
study seeks to bridge theoretical perspectives with practical applications by
developing a scale that is both academically sound and applicable in real-world
settings. Following Gorbatov et al. (2020) and established scale development
procedures (DeVellis, 2012; Hinkin, 1998; MacKenzie et al., 2011), the research
integrates a literature review, a questionnaire, and the PBES to ensure validity and
reliability.

The literature review involved systematic searches in databases such as Scopus,
JSTOR, and ProQuest, using keywords like “Personal Branding,” “brand equity,”
and “career success.” It mapped theoretical and empirical work on PBE and its links
to career advancement, following best practices in literature synthesis (Baumeister
& Leary, 1997; Cooper, 2010). The questionnaire (Ragab & Arisha, 2017) collected
data on how participants develop and manage their personal brands, and how they
perceive its impact on their careers. It focused on both behavior and perception,
enabling a more nuanced understanding of how personal branding is experienced
and evaluated (Rubin & Rubin, 2005).
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3.2 Quantitative Data Collection and Analysis: Surveys

A structured survey was conducted among professionals from various sectors to
validate the Personal Brand Equity (PBE) model. The questionnaire was based on
previous literature and qualitative findings, focusing on core Personal Branding
(PB) constructs. Responses were measured using a 5-point Likert scale, and data
were collected through online platforms.

To analyze the data, factor correlation analysis was applied to examine the
relationships between Brand Appeal (BA), Brand Differentiation (BD), and Brand
Recognition (BR), which are considered key dimensions of PBE (Landrum &
Garza, 2015; Ragab & Arisha, 2017; Saunders et al., 2019). BA refers to a brand’s
perceived attractiveness, BD to its uniqueness, and BR to the degree of audience
awareness. Investigating their interrelations helps explain how these constructs
jointly shape the perception and value of a personal brand.

Understanding these connections is essential for clarifying the structure of PBE and
its relevance for individuals and organizations. The applied statistical tools provide
insight into the strength, significance, and explanatory power of the variables,
contributing to both theoretical development and practical branding strategies.

The final sample included 396 participants from Hungary, primarily students and
professionals, with an average age of 26.7 years and 5.6 years of work experience.

4 Results

The key findings highlight the main factors influencing Personal Brand Equity
(PBE) and its impact on career success. Analysis of qualitative and quantitative data
points to visibility, credibility, and differentiation as the core dimensions driving
PBE. These eclements shape professional outcomes and clarify how strategic
Personal Branding connects to measurable career indicators through the
interpretation of the Personal Brand Equity Scale (PBES).

4.1 Key Factors Influencing Personal Brand Equity (PBE)

The research identifies three primary factors influencing PBE: visibility, credibility,
and differentiation. Together, they determine how individuals position themselves
within their industries and how their professional value is perceived.

Visibility: Active participation in thought leadership, a consistent online presence,
and strong professional networks are essential components of effective Personal
Branding (Pagis & Ailon, 2017).
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Credibility: Demonstrated expertise, ethical conduct, and consistent communication
foster trust and respect in professional communities (Parmentier et al., 2013).

Differentiation: Unique skills, values, and experiences help individuals stand out
and gain competitive advantage. Public speaking, thought leadership, and
specialized knowledge contribute significantly to long-term differentiation (Harris
& Rae, 2011; Labrecque et al., 2011). Based on the findings, three primary factors
influence Personal Brand Equity (PBE): visibility, credibility, and differentiation.
These factors play a critical role in shaping individuals' professional impact and

positions within their industries.

4.2 Survey Results and Statistical Interpretations

Table 1

Descriptive Statistics of the questions with the highest and lowest correlation (Own work 2025)

Standard
Question Mean Dev. Variance
How often do you believe that all the problems
occurring at work always have a bright side? 2,66 1,188551 1,412653
How often do you believe that everything will
work for you at your job? 2,68 1,202718 1,446531
How often do you look at the bright side of
things regarding your job? 2,74 1,191980 1,420816
How often do you get stronger after facing
challenges at work? 2,76 1,187692 1,410612
How often do you feel confident to master the
new procedures that come up in your work? 2,8 1,160577 1,346939
How often are you able to think of many ways
to solve a problem at work? 2,78 1,165665 1,358776
How often do you receive special tasks (of
confidence) to perform? 2,72 1,443352 2,083265
What is the highest educational level of your
mother or woman responsible for you? 3,28 1,641801 2,695510
I feel that I have a strong professional
relationship network 3,06 1,361422 1,853469
How long have you been working at the current
company? (years) 2,94 1,405674 1,975918
I trust to share specific ideas, feelings and
objectives with co-workers 3,22 1,446883 2,093469
How often do you try to find ways to show your
boss that you do your job well? 2,82 1,189924 1,415918
Average 2.87 1,298853 1,709490

-122-




Acta Polytechnica Hungarica Vol. 23, No. 4, 2026

The questionnaire results were analyzed using various statistical techniques detailed
in the Methodology section. Table 1 presents confidence intervals, standard
deviations, and standard errors for each item. Correlation analysis revealed
consistency between the quantitative results and the findings of the qualitative
phase, supporting the overall research framework.

The strongest correlation was between the belief that problems have a bright side
and the perception that everything eventually works out (r = 0.993). Other high
correlations included optimism in difficult situations and belief in personal growth
through challenges (r = 0.993), as well as the link between skill development and
innovative problem-solving (r = 0.993).

The weakest correlation was observed between receiving special tasks and the
respondent’s mother’s education level (r = -0.474). Additional low correlations
included that between a strong professional network and time spent at a single
company (r = -0.435), and between sharing ideas with coworkers and effort
perceived by upper management (r = -0.403).

4.3 Analysis of Brand Appeal, Brand Differentiation, Brand
Recognition

Along with Tables 2—4, this section presents a detailed analysis of the factor loading
related to Brand Appeal (BA), Brand Differentiation (BD), and Brand Recognition
(BR), focusing on how these three dimensions correlate with relevant variables in
the dataset. The analysis applies key statistical measures such as Total Variance
Explained (TVE), the Kaiser-Meyer-Olkin (KMO) test of sampling adequacy, and
Bartlett’s test of sphericity to ensure validity. Results confirm that the data is well-
suited for factor analysis and that the extracted components are statistically robust
and theoretically coherent.

For Brand Appeal, the variables with the highest loading were Credibility (0.813),
Impression Management (0.803), Status (0.801), Image (0.753), and Reputation
(0.713). These items show strong internal consistency and reflect the perceived
attractiveness, trustworthiness, and overall image of an individual. The TVE for BA
reached 60.43%, while the KMO value of 0.806 and a Bartlett's test p-value of 0.000
further confirm the factor's reliability. These findings underline the importance of
how one is perceived in terms of credibility and professional presence in shaping
Brand Appeal.

Brand Differentiation was most strongly associated with Branding (0.836),
Legitimacy (0.824), and Expertise (0.777), suggesting that individuals who are seen
as knowledgeable, legitimate, and well-positioned are more likely to stand out.
Trustworthiness also contributed with a moderate loading of 0.664, reinforcing the
idea that differentiation is built not only on uniqueness, but also on consistency and
reliability.
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In the case of Brand Recognition, Relationships (0.876), Industry Fit (0.858), and
Fame (0.844) had the highest factor loading, pointing to the critical role of
professional networks, perceived relevance, and visibility in the recognition of
personal brands. This dimension had the strongest statistical support, with a TVE
0f 65.46%, a KMO value of 0.880, and a Bartlett’s test p-value of 0.000, all of which
signal strong explanatory power.

Together, these results offer empirical support for the Personal Brand Equity model,
demonstrating that the constructs of appeal, differentiation, and recognition are not
only conceptually sound but also statistically validated. The findings provide a
foundation for further analysis and suggest that these dimensions are essential for
understanding how Personal Branding translates into professional influence and
perceived value.

Table 2
Brand Appeal factor analysis (Own work 2025)

BA
Credibility 2 0,813
Impression_management 2 0,803
Status 2 0,801
Image 2 0,753
Reputation_1 0,713
TVE 60,425
KMO 0,806
Bartlett p 0,000

Table 3
Brand Differentiation factor analysis (Own work 2025)

BD
Branding_1 0,836
Legitimacy 1 0,824
Expertise 1 0,777
Trustworthiness 2 0,664
TVE 60,557
KMO 0,764
Bartlett p 0,000
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Table 4
Brand Recognition factor analysis (Own work 2025)

BR
Relationships_1 0,876
Industry fit 1 0,858
Fame 1 0,844
Relationships 2 0,814
Celebrity 0,778
Networking 2 0,755
Industry_fit 2 0,726
TVE 65,463
KMO 0,880
Bartlett p 0,000

5 Discussion

Quantitative analysis revealed strong links between Personal Brand Equity (PBE)
dimensions and career success indicators (Arthur et al., 2005). These findings
suggest that Personal Branding is an ongoing process requiring adaptability and
active engagement rather than a one-time effort.

Brand appeal showed a strong correlation with job satisfaction and professional
influence, highlighting the importance of perceived value and emotional
connection. Employees who align their personal and professional values are often
seen as valuable organizational contributors (Fombrun & Van Riel, 2004).
Differentiation was a key predictor of salary potential and promotion frequency.
Those who stand out through expertise and unique narratives are more likely to gain
recognition and career growth, especially in competitive markets (Harris & Rae,
2011). Brand recognition was linked to professional influence, networking strength,
and promotion opportunities. A well-recognized brand enhances leadership
visibility and peer acknowledgment (Kaplan & Haenlein, 2010).

These results underscore the value of a holistic approach to building PBE.
Organizations can support this by offering training, mentoring, and resources that
help employees grow their personal brands (Gorbatov et al., 2018; Zinko et al.,
2007; Zinko & Rubin, 2015; Aitzhanova et al., 2024).
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Investing in Personal Branding benefits both individuals and organizations. High-
PBE professionals enjoy greater advancement, while companies benefit from
stronger reputation and leadership. Strategic Personal Branding should be a shared
priority, adapted to shifting market and technological trends.

5.1 Practical Implications for Management

Strategic Personal Branding initiatives can benefit both professionals and
organizations. Focusing on visibility, credibility, and differentiation not only
improves individual careers but also enhances innovation and reputation at the
organizational level. The following strategies address both perspectives.

5.1.1  Strategies for Individuals

Professionals should craft a clear personal narrative that reflects their unique value
and career goals (Parmentier et al., 2013). Leveraging social media and professional
platforms builds visibility in the digital space (Gorbatov et al., 2018). Staying
current with industry trends and developing new skills helps ensure long-term
relevance and adaptability.

5.1.2  Strategies for Organizations

Organizations can foster employee branding by providing training in digital
presence, thought leadership, and communication (Zinko & Rubin, 2015).
Encouraging alignment between personal and organizational values promotes a
unified, culture-driven brand (Fombrun & Van Riel, 2004). Empowering employees
as brand ambassadors enhances both reputation and loyalty.

5.2 Proposed Model for Measuring PBE

The proposed model for measuring Personal Brand Equity (PBE) offers a structured
and practical framework for evaluating the effectiveness of Personal Branding
efforts. By integrating the key dimensions—brand appeal, brand differentiation, and
brand recognition—it provides a holistic understanding of how individuals build
visibility, credibility, and influence. Drawing from brand equity theory and
empirical data, the model helps close a notable research gap and supports actionable
improvements in PBE.

Table 5 illustrates how the Personal Brand Equity Scale (PBES) aligns with the
three core brand dimensions through representative questionnaire items. These
items capture perceptions related to uniqueness, value, visibility, and leadership,
thereby enabling quantifiable measurement of Personal Branding success.
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The framework establishes connections among the brand dimensions and
categorizes the measured variables into two components: external Personal Brand
Equity (ePBE) and self Personal Brand Equity (sPBE). Together, these components
represent the overall PBE construct and provide a more nuanced view of both
internal self-assessment and external recognition.

Table 5
Combination of PBES and the three brand dimensions (Own work, 2025)
BA BD BR

"I am known for my unique skills and abilities." X

"I am perceived as being valuable to my organization." X

"I am recognized as being different from others in my field." X

"I have a strong personal brand." X
"I am well-known within my industry." X
"I am perceived as being a leader in my field." X

Figure 1 presents the integrated research model, showing the relationship between
the brand dimensions and the PBES variables. This structure allows for contextual
flexibility and relevance across different professions, roles, and industries.

impression [

lity

il &
Knowledge

Figure 1

Integrated research framework of PBE, brand dimension, and variables. (Own work, 2025)

Overall, the model supports a comprehensive evaluation of Personal Branding
strategies and their impact on career advancement, leadership visibility, and
organizational influence. Its adaptability makes it a valuable tool for professionals
and organizations seeking to understand and enhance Personal Brand Equity.

-127-



Szant6 et al. Strategic Personal Branding Management and Its Impact on Professional Outcomes

5.3 Quantitative Research Discussion

The factor loading of the measured variables of Brand Appeal (BA) demonstrates
strong and significant relationships with several key variables in the dataset.
Thereby, suggesting that perceptions of credibility, impression management, status,
image, and reputation significantly contribute to the overall appeal of a brand. These
results underscore the importance of how individuals are perceived in terms of
trustworthiness, professional presence, and personal image.

The statistical analysis of BA confirms that these variables play pivotal roles in
influencing a given target audience’s perceptions and attitudes toward an
individual’s brand. Strong factor loading and supportive statistical metrics validate
these associations. Both individuals and organizations can leverage these insights
to develop strategies aimed at enhancing brand appeal and fostering positive
perceptions among key audiences.

Brand Differentiation (BD) also emerged as a critical aspect of brand positioning
and competitiveness. The findings emphasize the importance of branding strategies,
legitimacy, expertise, and trustworthiness in shaping a unique brand identity.
Individuals who build a strong reputation, demonstrate specialized knowledge, and
actively manage their visibility are more likely to establish a differentiated personal
brand. Trust and consistency also contribute to differentiation, especially in
competitive professional environments.

Brand Recognition (BR), the third dimension, plays a vital role in Personal
Branding by influencing trust, decision making, and loyalty. The results indicate
that strong interpersonal relationships, alignment with industry expectations, and
public visibility (fame) are major drivers of BR. These elements reinforce the
importance of networking and relevance in shaping how widely and positively a
personal brand is recognized.

The results of the regression analysis involving BA, BD, BR, and both external and
self-evaluated components of Personal Brand Equity (ePBE and sPBE) offer
valuable insights for fields such as marketing, management, and organizational
development. Understanding how branding efforts intersect with organizational
culture and individual motivation can support strategy-building aimed at improving
both individual and corporate performance.

In conclusion, the findings from this analysis highlight the critical roles of
interpersonal relationships, industry fit, credibility, and perceived expertise in
shaping Brand Appeal, Differentiation, and Recognition. On the practical side,
professionals and organizations can apply these results to strengthen brand
visibility, audience engagement, and long-term Personal Brand Equity. The
combination of robust factor loading coefficients and significant statistical
indicators enhance our understanding of how Personal Branding operates in
complex professional contexts.

-128-



Acta Polytechnica Hungarica Vol. 23, No. 4, 2026

6 Limitations and Future Research

While this study provides a solid foundation for understanding Personal Brand
Equity (PBE) as a strategic tool, certain limitations offer direction for future
research. Although the proposed model was validated with a substantial sample,
further empirical testing across different industries, cultural contexts, and career
stages is necessary to improve the model’s generalizability and applicability. PBE
may manifest differently in hierarchical versus flat organizations or in collectivist
versus individualist cultures. Comparative cross-cultural studies could help refine
the model’s adaptability and contextual sensitivity.

Another promising direction is the exploration of how digital transformation and
emerging technologies shape the strategic management of Personal Branding.
Platforms such as LinkedIn, Instagram, and Al-based branding tools are redefining
how professionals construct and communicate their personal brands. While these
technologies can increase reach and engagement, they also introduce new
challenges in maintaining consistency, credibility, and authenticity. Future research
should investigate the dual role of digital platforms as both enablers and
complicators of PBE (Khedher, 2015; Zinko et al., 2007).

Furthermore, longitudinal studies would be valuable in assessing how sustained and
strategically managed Personal Branding influences career trajectories, leadership
visibility, and organizational outcomes. Such research could explore how PBE
evolves over time and how its impact accumulates. Integrating psychological
constructs such as identity stability, self-efficacy, and resilience may further enrich
our understanding of PBE as a dynamic process (Ng et al., 2005).

Conclusions

This study underscores the strategic role of Personal Branding in shaping individual
and organizational outcomes, positioning Personal Brand Equity (PBE) as a
measurable and impactful construct in today’s professional landscape. By
developing and validating a comprehensive model for assessing PBE, the research
bridges theoretical frameworks with practical application, offering both scholars
and practitioners tools for evaluating and enhancing Personal Branding efforts
(Shepherd, 2005; Gorbatov et al., 2018).

The findings confirm that effective Personal Branding management contributes
significantly to career advancement, professional influence, and competitive
differentiation. The PBE model’s integration of external (ePBE) and internal
(sPBE) components provides a holistic perspective that captures both the perception
and intentional management of personal brands (Khedher, 2015; Evans, 2017). This
dual perspective allows for a more complete understanding of how branding
strategies affect visibility, credibility, and recognition across different professional
contexts.
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By framing Personal Branding as a strategic process within marketing and
management disciplines, the study affirms its relevance across industries and
professional levels. The significant correlations between PBE dimensions and
indicators such as job satisfaction, promotion frequency, and peer recognition
support the model’s validity and practical value. Strategic Personal Branding, when
executed with clarity and authenticity, emerges not as a superficial exercise but as
a critical career management competence.

In conclusion, this research contributes to the emerging field of Personal Branding
by offering a validated and actionable framework for understanding its impact on
professional success. By quantifying the outcomes of branding efforts through the
PBE model, individuals and organizations are better equipped to navigate
competitive environments and foster long-term growth. The research also highlights
the need for further inquiry into cultural, technological, and longitudinal dimensions
of Personal Branding, paving the way for more context-sensitive and sustainable
strategies in the future.

References

[1]  Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a
brand name. New York, NY: Free Press. ISBN: 9780029001011

[2]  Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing
Research, 34(3), 347-356. https://doi.org/10.2307/3151897

[3]  Aitzhanova, D., Begentayev, M., Mukhanova, G., Antoni, A., Csiszarik-
Kocsir, A., Orazymbetova, A., Kiss, F. (2024). Success Factors of Youth
Entrepreneurship Projects Based on Fuzzy Analytic Hierarchy Method on
the Example of Kazakhsta. Acta Polytechnica Hungarica Vol. 21, No. 11,
2024

[4]  Arthur, M. B., Khapova, S. N., & Richardson, J. (2017). An intelligent
career: Taking ownership of your work and your life. New York: Oxford
University Press. ISBN: 9780190866310

[5]  Arthur, M. B., Khapova, S. N., & Wilderom, C. P. M. (2005). Career success
in a boundaryless career world. Journal of Organizational Behavior, 26(2),
177-202. https://doi.org/10.1002/job.290

[6]  Arthur, M. B., & Rousseau, D. M. (1996). The Boundaryless Career. New
York, NY: Oxford University Press. ISBN: 9780190494148

[71 Baumeister, R. F., & Leary, M. R. (1997). Writing narrative literature
reviews. Review of General Psychology, 1(3), 311-
320. https://doi.org/10.1037/1089-2680.1.3.311

[8] Cooper, H. (2010). Research synthesis and meta-analysis: A step-by-step
approach (4th ed.). Thousand Oaks, CA: Sage Publications. ISBN 978-1-
4129-3705-4

-130-



Acta Polytechnica Hungarica Vol. 23, No. 4, 2026

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

Csiszarik-Kocsir, A. (2022). The Present and Future of Banking and New
Financial Players in the Digital Space of the 21st Century. Acta Polytechnica
Hungarica Vol. 19, No. 8. https://doi.org/ 10.12700/APH.19.8.2022.8.9

DeVellis, R. F. (2012). Scale development: Theory and applications (3rd
ed.) Los Angeles, CA: Sage. ISBN: 9781412980449

Evans, J. R. (2017). A strategic approach to self-branding. Journal of Global
Scholars of Marketing Science, 27(4), 270-311.
https://doi.org/10.1080/21639159.2017.1360146

Fetscherin, M. (2015). The CEO branding mix. Journal of Business Strategy,
36(6), 22-28. https://doi.org/10.1108/I1BS-01-2015-0004

Fodor, P., Poor, J. (2009). The Impact of the Economic and Financial Crisis
on HRM and Knowledge-Management in Hungary and Slovakia - Empirical
Research 2008-2009. Acta Polytechnica Hungarica, Vol. 6, No. 3, 2009

Fombrun, C. J.,, & Van Riel, C. B. M. (2004). Fame and fortune: How
successful companies build winning reputations. Prentice Hall.

Fournier, S. (1998). Consumers and their brands: Developing relationship
theory in consumer research. Journal of Consumer Research, 24(4), 343-
373. https://doi.org/10.1086/209515

Garai-Fodor, M. (2022). The Impact of the Coronavirus on Competence,
from a Generation-Specific Perspective. Acta Polytechnica Hungarica Vol.
19, No. 8. https://doi.org/10.12700/APH.19.8.2022.8.7

Garai-Fodor, M., Popovics, A. (2023). Analysing the Role of Responsible
Consumer Behaviour and Social Responsibility from a Generation-Specific
Perspective in the Light of Primary Findings. Acta Polytechnica Hungarica
Vol. 20, No. 3. https://doi.org/10.12700/APH.20.3.2023.3.8

Goffman, E. (1956). The presentation of self in everyday life. Edinburgh:
University of Edinburgh, Social Sciences Research Centre, 1956. Print.
https://id.oclc.org/worldcat/entity/E39PBJjHk8kBQQmMV Vy4PyctHYP.142
5508122

Gorbatov, S., Khapova, S. N., & Lysova, E. 1. (2018). Personal branding:
Interdisciplinary systematic review and research agenda. Frontiers in
Psychology, 9, 2238. https://doi.org/10.3389/fpsyg.2018.02238

Harris, L., & Rae, A. (2011). Building a personal brand through social
networking. Journal of  Business Strategy, 32(5), 14-21.
https://doi.org/10.1108/02756661111165435

Hinkin, T. R. (1998). A brief tutorial on the development of measures for
use in survey questionnaires. Organizational Research Methods, 1(1), 104—
121. https://doi.org/10.1177/109442819800100106

-131-



Szant6 et al. Strategic Personal Branding Management and Its Impact on Professional Outcomes

[22]

(23]

[24]

(25]

[26]

(27]

[28]

Kabat, L., Lincényi, M. (2024). Economic Development and Business
Environment in EU Countries under the Social Media Support. Acta
Polytechnica Hungarica Vol. 21, No. 11, 2024

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The
challenges and opportunities of Social Media. Business Horizons, 53, 59-
68. http://dx.doi.org/10.1016/j.bushor.2009.09.003

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-
based brand  equity. Journal of  Marketing, 57(1), 1-22.
https://doi.org/10.1287/mksc.1050.0153

Khedher, M. (2015). A brand for everyone: Guidelines for personal brand
managing. Journal of Global Business Issues, 9(1), 19-27.

Koopmans, L., Bernaards, C. M., Hildebrandt, V. H., Schaufeli, W. B., de
Vet, H. C. W., & Beek, A. J. (2011). Conceptual frameworks of individual
work performance: a systematic review, Journal of Occupational and
Environmental ~— Medicine, Vol. 53 No. 8, pp. 856-866.
https://doi.org/10.1097/JOM.0b013e318226a763

Labrecque, L. 1., Markos, E., & Milne, G. R. (2011). Online personal
branding: Processes, challenges, and implications. Journal of Interactive
Marketing, 25(1), 37-50. https://doi.org/10.1016/j.intmar.2010.09.002

Lair, D. J., Sullivan, K., & Cheney, G. (2005). Marketization and the
recasting of the professional self. Management Communication Quarterly,
18(3), 307-343. https://doi.org/10.1177/0893318904270744

Landrum, B., & Garza, G. (2015). Mending fences: Defining the domains
and approaches of quantitative and qualitative research. Qualitative
Psychology, 2(2), 199-209. https://doi.org/10.1037/qup0000030

MacKenzie, S. B., Podsakoff, P. M., & Podsakoff, N. P. (2011). Construct
measurement and validation procedures in MIS and behavioral research:
Integrating new and existing techniques. MIS Quarterly, 35(2), 293-334.
https://doi.org/10.2307/23044045

Mead, G. H. (1934). Mind, self, and society. University of Chicago Press.

Molnar, Gy., Sziits, Z., Biro, K. (2018). Use of Augmented Reality in
Learning. Acta  Polytechnica Hungarica Vol. 15, No. 5.
http://dx.doi.org/10.12700/APH.15.5.2018.5.12

Ng, T. W. H,, Eby, L. T., Sorensen, K. L., & Feldman, D. C. (2005).
Predictors of objective and subjective career success. Personnel Psychology,
58(2), 367-408. https://doi.org/10.1111/j.1744-6570.2005.00515.x

-132-



Acta Polytechnica Hungarica Vol. 23, No. 4, 2026

[34]

[35]

[36]

[37]

[38]

[39]

[40]

Ozili, P. K. (2020). Financial inclusion research around the world: A
review. Forum for Social Economics, 50(4), 457-479.
https://doi.org/10.1080/07360932.2020.1715238

Pagis, M., & Ailon, G. (2017). From abstract to actionable: A blueprint for
a personal branding strategy. Organization Studies, 38(4), 493-517.
https://doi.org/10.1177/0730888417709327

Parmentier, M.-A., Fischer, E., & Reuber, A. R. (2013). Positioning person
brands in established organizational fields. Journal of Consumer Research,
40(5), 890-913. https://doi.org/10.1007/s11747-012-0309-2

Peracek, T., Vil¢ekova, L, and Strazovska, L. (2020). Selected Problems of
Family Business: A Case Study from Slovakia. Acta Polytechnica Hungarica
Vol. 17, No. 7. http://dx.doi.org/10.12700/APH.17.7.2020.7.8

Peters, T. (1997). The brand called you. Fast Company, 10, 83-90.
https://www.fastcompany.com/28905/brand-called-you

Ragab, M., & Arisha, A. (2017) Research Methodology in Business: A
Starter’s Guide. Management and Or ganizational Studies Vol. 5, No. 1;
2018. https://doi.org/10.5430/mos.v5nlpl

Rubin, H. J., & Rubin, L. S. (2005). Qualitative interviewing (2nd ed.): The
art of hearing data. SAGE Publications, Inc.,
https://doi.org/10.4135/9781452226651

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research methods for
business students (8th ed.). Pearson. ISBN: 978-1-292-40272-7

Scheidt, S., Gelhard, C., and Henseler, J. (2020). Old practice, but young
research field: A systematic bibliographic review of personal
branding. Frontiers in Psychology, 11 doi:10.3389/fpsyg.2020.01809

Shepherd, D. A. (2005). From cattle and coke to Charlie: Meeting the
challenge of self-marketing and personal branding. Journal of Marketing
Management, 21(5-6), 589-606.
https://doi.org/10.1362/0267257054307381

Sturdy, A., and Wright, C. (2008). A consulting diaspora? Enterprising
selves as agents of enterprise. Organization 15, 427-444. doi:
10.1177/1350508408088538

Szantd, P. (2023). Systematic literature and modeling review of Personal
Branding. Marketing & Menedzsment, 57(1), 69-78.
https://doi.org/10.15170/MM.2023.57.01.07

Szanto, P. & Raddcsi, L. (2023). Defining personal brand, Personal Branding
and personal brand equity. Prosperitas, 10(3), 2. https://doi.org/10. 1-11.
10.31570/prosp_2022 0043

-133-



Szant6 et al. Strategic Personal Branding Management and Its Impact on Professional Outcomes

[47]

(48]

[49]

[50]

[51]

Tan, T. M., Salo J., Juntunen, J., and Kumar A. (2017) ,"The Effect of
Temporal Distance on Self-Presentation ByBrand", in NA - Advances in
Consumer Research Volume 45, eds. Ayelet Gneezy, Vladas Griskevicius,
and Patti Williams,Duluth, MN : Association for Consumer Research,
Pages: 481-485.

Vallas, S. P., & Cummins, E. R. (2015). Personal branding and identity
norms in the popular business press: Enterprise culture in an age of precarity.
Organization Studies, 36(3), 293-319.
https://doi.org/10.1177/0170840614563741

Vallas, S. P., & Christin, A. (2018). Work and identity in an era of precarious
employment: How workers respond to “personal branding” discourse. Work
and Occupations, 45(1), 3-37. https://doi.org/10.1177/0730888417735662

Vosloban, R.I. (2013). Employee's personal branding as a competitive
advantage: A managerial approach. The International Journal of
Management Science and Information Technology (IJMSIT), NAISIT
Publishers, Toronto, Iss. 10-(Dec), 147-159. ISSN 1923-0273

Zinko, R., Ferris, G. R., Blass, F., & Laird, M. D. (2007). Toward a theory
of reputation in organizations. Research in Personnel and Human Resources
Management, 26(January), 163-204. https://doi.org/10.1016/S0742-
7301(07)26004-9

Zinko, R., & Rubin, M. (2015). Personal branding: Theory, research, and
practice. In T. K. Das (Ed.), Research in Organizational Science: The Voice
of the  Scholar (pp. 41-64). Information Age  Publishing.
https://doi.org/10.1017/jmo.2014.76

~134-



