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THE EFFECTIVENESS OF PERSONAL BRANDING
IN FORMING A COMPANY IMAGE

Abstract

The topic of personal branding and its impact on corporate image is of particular relevance. The research aims
to explore the relationship between personal brand and company brand perception. The main goal of the work is to
analyze how the level of trust, effectiveness and creative freedom of a personal brand affect the corporate image.
The research is based on three key hypotheses: the higher the level of trust in the personal brand persona, the higher
the perception of the company brand; the higher the effectiveness of the personal brand, the higher the perception of
the company brand; the more creative freedom the personal brand persona has, the higher the image of the company
brand. The analysis was conducted in Smart Pls software based on quantitative data obtained from the survey. The
scientific significance of the work lies in the expansion of knowledge about the mechanisms of corporate image
formation through personal branding. The practical significance of the research is expressed in the development of
recommendations for companies on the effective use of personal branding to improve corporate image. The findings
support the hypotheses by showing that trust in personal branding, its effectiveness and creative freedom have a
positive impact on the perception of the company brand. The contribution of this study to the field of marketing and
branding is to provide a new perspective on the use of personal branding as a strategic tool to enhance corporate
image and market competitiveness. The practical significance of the results enables companies to develop more
effective personal branding strategies, thereby improving their overall image and customer loyalty.

Key words: economy, branding, personal brand, corporate image, brand perception, consumer trust, brand
effectiveness, creative freedom.

Introduction

Personal branding is becoming increasingly important in today’s world, where trust and public
perception play a key role in the success of companies. The experience of predecessors shows that
personal brands can significantly improve corporate image and enhance the company’s reputation.
However, there remain under-researched aspects in the scientific literature on this topic, especially in
the context of Kazakhstan. This research aims to fill this gap by providing a comprehensive analysis
of the impact of personality branding on company image.

To date, there are a number of researches devoted to personal branding and its impact on corporate
image. In the works of such authors as Issakhov [1], Abdrakhmanova [2], Tulegenova [3] and others,
various aspects of this problem are studied. However, most researches have been conducted at the
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international level, while research specific to the Kazakh context are limited. The lack of localized
research and the emergence of new digital platforms and technologies necessitate further research of
this topic.

The influence of a personal brand on the formation of a company’s image is an important topic in
modern marketing. Research shows that personal branding can significantly influence the perception of
a company’s brand, its credibility and its reputation. For a deeper understanding of these relationships,
it is necessary to consider existing approaches and researches conducted both in the world and in
the Republic of Kazakhstan. A personal brand is defined as the unique set of skills, experiences,
and personality that a person wants to present to his target audience. Corporate image is the general
public perception of a company, formed on the basis of various factors, including products, services,
corporate culture and interaction with customers [4].

Research shows that trust in the brand personality is a key factor in creating a positive company
image. Khedher [5] emphasizes that a personal brand can become a company’s main asset if it is able
to inspire trust and loyalty among consumers. Moreover, Dovzhik’s research [6] shows that trust in
a person significantly affects corporate reputation, strengthening public relations and improving the
perception of the company.

The effectiveness of a personal brand, expressed in its ability to attract attention and retain an
audience, also plays an important role in the perception of a company’s brand. Keller [7] argues that
a successful personality brand helps create positive associations and build trust in the company. A
leader’s personal qualities, such as reliability, professionalism and charisma, play a key role in shaping
how consumers perceive a company’s brand.

Research by Schmidt J. and Holtbriigge D [8] confirms that more effective personal brands
contribute to improving the perception of a company’s brand and increasing its market value.

The creative freedom of the individual representing the brand allows for individuality and an
innovative approach, which has a positive effect on the company’s image. Gorbatov S. and Khapova
[9] show that the creativity and uniqueness of a brand’s personality can significantly enhance a
company’s attractiveness and reputation. Research from Aaker [10] also confirms that creative
freedom contributes to the development of an innovative and attractive company brand image. At the
same time, Aaker notes that a personal brand must be based on clearly stated values and mission in
order to create a strong and memorable corporate image.

Serikbay [11] emphasizes the role of personal branding in the corporate success of Kazakh
companies. The author focuses on the use of digital technologies to strengthen the brand, citing
examples of successful Kazakh entrepreneurs who actively use social networks to promote their
companies. Serikbay also notes the importance of creating quality content and interacting with the
audience to increase customer trust and loyalty.

Brown R. [12] in his work “Reputation management” explores the influence of social media on
personal branding. The author notes that social media provides unique opportunities for personal
branding, allowing company leaders to directly interact with consumers and create positive brand
perceptions.

At the same time, it is important to use current strategies and modern methods of personal
branding. For example, Moldabayev [13] emphasizes the importance of individuality and uniqueness
in building a successful brand. Moldabayev examines various methods of personal branding, such as
public speaking, participation in conferences and active interaction with the audience through social
networks. The author emphasizes that a personal brand should reflect the values and mission of the
company, contributing to the creation of a strong corporate image.

Yermakhanov [14] emphasizes that a personal brand must be authentic and consistent in order
to inspire trust and respect among consumers. In addition, Zhanabayev [15] research the impact of
celebrity branding on corporate image in Kazakhstan. The author emphasizes that individuals with
high public visibility can significantly improve the perception of a company’s brand. The author
notes that associating a company with a famous person can increase brand awareness and improve its
reputation.

The relevance of the research of personal branding is due to several factors. First, in an increasingly
competitive environment, companies are striving to find new ways to improve their image and
reputation. Personal branding offers an effective solution to this challenge, allowing companies to
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leverage the authority and trust of their leaders to enhance their corporate image. Secondly, with the
development of digital technologies and social media, personal brands are becoming increasingly
influential, which opens up new opportunities and challenges for companies [16].

The study of personal branding is directly related to current issues of modern science and practice.
It responds to the needs of companies to develop effective image and reputation management strategies,
which are key factors in today’s market. In addition, the study contributes to the theoretical knowledge
base by providing new evidence on the impact of personal branding on corporate image [17].

Object of research: the influence of personal branding on the company’s image.

Subject of research: the relationship between the level of trust in the person of a personal brand,
its effectiveness and creative freedom and the perception of corporate image.

Purpose of the research: to study the influence of personal branding on the formation of a
company’s corporate image.

Research objectives:

* Research the theoretical foundations of personal branding.

* Analyze existing approaches to personal branding and its impact on corporate image.

* Assess the level of trust, effectiveness and creative freedom of personal brand persons and their
impact on the perception of the company’s brand.

Research methods: Literature analysis, quantitative research method - survey, statistical data
analysis.

Based on the literature review, the following hypotheses are postulated:

H1: The higher the level of trust of potential consumers in the person of the personal brand, the
higher the level of perception of the company’s brand.

H2: The higher the level of personal brand performance, the higher the level of company brand
perception.

H3: The higher the level of creative freedom of the personality brand person, the higher the
company’s brand image.

The results of this research can be used by companies to develop and implement personal branding
strategies aimed at improving their corporate image, which will increase customer trust and loyalty,
improve the company’s competitive position and reputation in the market.

Materials and methods

The influence of a personal brand on a company’s image is becoming an increasingly important
topic in the modern business environment. In the digital age and social media, company personalities
play a key role in shaping public opinion about a brand. Therefore, it is important to understand how
a personal brand can help improve the perception of a company’s brand and, accordingly, increase its
competitiveness.

One of the key statements is that the level of trust potential consumers has in the personality
representing the brand has a significant impact on the perception of the company’s brand itself. This
is because consumers often link the personal attributes and reputation of the representative to those of
the company itself.

In addition, the effectiveness of a personal brand, expressed in its ability to attract and retain
the attention of the audience, directly affects the level of perception of the company’s brand. This
statement is based on the fact that a successful personal brand can create positive associations and
strengthen trust in the company.

Another important aspect is the level of creative freedom of the individual representing the brand.
Creative freedom allows an individual to show individuality and an innovative approach, which in
turn has a positive effect on the company’s brand image. This statement is based on the fact that
consumers value uniqueness and creativity, which can be conveyed through a personal brand.

Currently, companies are increasingly aware of the importance of a personal brand and are actively
investing in its development. Existing research shows that a strong personal brand can significantly
improve the perception of a company’s brand, promoting increased trust and loyalty among consumers.
However, despite this, many companies still do not fully exploit the potential of personal brands to
strengthen their image [18].
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It is important for companies to understand how to effectively integrate personality brands into
their marketing strategy. It is necessary to determine the best ways to use personal brands to increase
the level of trust and perception of the company’s brand. Addressing this challenge will help companies
not only improve their image, but also achieve more sustainable growth and competitive advantage.

The main points of the research:

* Analysis of current trends and strategies for using personal brands in corporate image.

¢ Research of factors influencing the perception of a company’s brand through the prism of a
personal brand.

* Assessing the impact of creative freedom and the effectiveness of a personal brand on the
company’s image.

¢ Development of recommendations for the integration of personal brands into the company’s
marketing strategy to increase the level of trust and brand perception.

Thus, the research aims to identify key factors and strategies that can help companies eftectively use
personality brands to strengthen their image and achieve success in today’s competitive environment.

To accomplish the objectives of this article, quantitative methods of marketing research were used,
based on a survey of experts. The key aspect of the quantitative research methodology is to describe
the actual behavior of subjects by collecting numerical data on relevant parameters and indicators
related to the research theme. The gathered data is then subjected to statistical analysis [19].

The article employs the expert method as a research tool, enabling the collection of collective
opinions from knowledgeable specialists based on their experience and expertise. Quantitative
evaluation and analysis of these expert opinions provide insights into patterns of behavior among
the subjects being studied. Gathering information from multiple experts on the specified research
parameters ensures reliable results concerning the behaviors and phenomena under investigation.

When compiling a list of experts, the “snowball” method was used, in which the interviewed
experts recommended other competent specialists in the market for the operation of the group’s
enterprises.

The main criteria for selecting experts were the following: occupation, work experience, education,
competence and qualifications on the problem under research.

The expert group included key business leaders: top managers, directors and heads of departments.

To conduct an expert survey, a research concept has been developed, consisting of identifying
a problem, planning its methodology, identifying an object, subject, goals, developing hypotheses,
questions, relevant variables and research objectives.

The purpose of the marketing research was to identify the influence of the persona of the personal
brand on the formation of the company’s image.

The hypothesis of this research is the statement that personal brand personality factors positively
influence the development of company brand image.

When formulating hypotheses, cause-and-effect relationships between variables were identified.
In accordance with the objectives of the research, the authors put forward three hypotheses through
an expert survey:

H1: “The higher the level of trust of potential consumers in the person of the personal brand, the
higher the level of perception of the company’s brand.”

H2: “The higher the level of personal brand effectiveness, the higher the level of company brand
perception.”

H3: “The higher the level of creative freedom of the person of the personal brand, the higher the
company’s brand image.”

To test these hypotheses, quantitative data was collected in the form of surveys. Their results were
tested in the SmartPLS program.

Accordingly, the task was to determine the opinion of experts on the key issues of the ongoing
research, which were taken into account when researching the topic and developing measures to
improve the efficiency of the research object and recommendations for further strategic development.
In particular, the authors were interested in the issue of the effectiveness of forming a personal brand
for promoting a group of companies in the market. Hypothesis testing in this study involved the use of
both dependent and independent variables, which are interrelated. A dependent variable is an outcome
influenced by another variable, while an independent variable serves as the cause [20]. In this research,
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the independent variables included the level of trust potential consumers have in the personal brand,
the effectiveness of the personal brand, and the creative freedom of the personal brand representative.
The dependent variable was the perception of the company’s brand image.

To evaluate the impact of the independent variables on the dependent variable, an expert survey
was conducted. A questionnaire with five questions was designed, each focusing on specific factors
related to one of the independent variables (Appendix A). The questionnaire was structured according
to the key factors that define a person’s brand image.

The research sample consisted of 60 experts. To determine the appropriate sample size, the number
of variable indicators should be 5-10 times fewer than the number of respondents, resulting in a ratio
of 5:1 or 10:1. Given that the study was conducted using data from the city of Almaty and not the
entire Republic of Kazakhstan, a 5:1 ratio was applied, resulting in a sample size of 60 respondents.

All factors were categorized into three main groups: the level of trust, the effectiveness of the
personal brand, and the creative freedom of the personal brand representative. The survey questions
provided to the experts were directly or indirectly related to these categories.

Hypothesis H1 states: “the higher the level of trust in the personality brand, the higher the level of
perception of the company’s brand.” To test it, an analysis was carried out of the relationship between
the level of trust in a person’s personal brand and the level of perception of the company’s brand, that
is, between the variables Y and X1.

During the expert survey, three groups of indicators were identified that most fully describe the
components of building trust in the person of a personal brand among potential consumers of the
company. Experts identify the three most important factors by which the level of trust in a person for
personal growth is measured:

1. Recommendations of the person of the personal brand;

2. Reviews of the person of the personal brand;

3. Comments from the persona of the personal brand.

To test hypothesis H2: “The higher the level of effectiveness of a personal brand person, the higher
the level of perception of the company’s brand,” an analysis will be carried out of the relationship
between the effectiveness of a personal brand person and the level of perception of the company’s
brand, the relationship between variables Y and X2.

During the expert survey, for further analysis, parameters were identified that determine the
independent variable “efficiency” by the following components:

1. Audience of the person of the personal brand;

2. Audience of the promoted brand;

3. Values of potential consumers.

The audience of a personal brand, as mentioned earlier, should be dynamic and engaged. Typically,
this audience shares common characteristics in terms of geography, demographics, preferences, and
values. Therefore, such an audience is considered segmented and suitable for targeted marketing
without the need for extensive preliminary research.

The brand’s audience represents a specific segment to which marketing communications are
directed. It is crucial that the brand’s audience is compatible with the audience of the chosen opinion
leader. While the brand’s audience may not initially be familiar with the opinion leader endorsing the
product, it is important that they respond positively to this form of promotion rather than reacting
negatively or with disapproval [21].

Audience values play a significant role in the success of an advertising campaign. Just as with
user behavior, these values must be aligned. Even with similar demographic, geographic, and socio-
economic characteristics, there is no guarantee that the brand’s audience will seamlessly integrate with
the opinion leader’s audience. It is essential to ensure that, when new users begin to follow the brand
after a campaign featuring the opinion leader, no conflict arises between the two audiences [22].

To test hypothesis H3: “The higher the level of creative freedom of a person’s personal brand,
the higher the level of perception of the company’s brand,” an analysis of the relationship between
variables Y and X3 was carried out. Creative freedom, according to the survey results, is determined
by the following factors:

1. Lack of control over broadcast information;

2. High level of creativity in presenting information to the audience;

3. Quality content.
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Results and discussion

In conditions of strong competition in the market, the more similar participants in the market,
the higher the need for identification and exclusivity of the product or service offered, which requires
maximum consideration of the needs of potential consumers. It is important to assess the capabilities
of a potential brand in the process of providing these characteristics, taking into account market
conditions, financial resources and its position in society [23].

As noted earlier, 60 experts from among top managers, heads of group companies and partners
took part in the survey. Representatives of enterprises in the field of education (8.3%), public catering
(16.7%), jewelry (10%), sports promotion (6.7%), business management (11.7%), took part in the
survey. organizing prizes and awards (3.3%), trading (10%), producing (11.7%), IT technologies
(11.7%), television (10%).

Expert opinions on the question “How do you feel about the idea of using a personal brand persona
to promote a company’s brand image?”” were divided as follows: 40% of respondents consider it a
good idea to use a personal brand persona to develop a brand image and can give successful examples,
50% of experts consider this a good idea and want to test it in practice, 10% find it difficult to answer.

Next, questions were asked to test the hypotheses. Each of the identified characteristics related
to levels of trust, effectiveness, and creative freedom was evaluated through questionnaire statements
that measured their alignment with the analyzed enterprise on a 5-point scale.

To validate the conceptual model and test the hypotheses, the data collected during the research
was processed and analyzed using the SmartPLS 4 software. SmartPLS is a graphical user interface
tool designed for variance-based structural equation modeling utilizing the least squares path modeling
approach.

The reliability of hypothesis testing is ensured by internal consistency. Internal consistency is the
degree to which each test element is related to the final result. This indicator demonstrates the level of
contradiction of a test element with others.

That is, high internal consistency is necessary to ensure the validity of data analysis. Various
methods are used to test internal consistency. In this case, the internal consistency of the characteristics
describing these factors was tested based on the Cronbach Alpha coefficient (table 1).

Table 1 — Cronbach’s Alpha coefficient values

Variables Cronbach’s Alpha
Perception 1,000
Creative freedom 0,771
Trust level 0,826
Effective audience 0,832
Note: Compiled by the authors based on the analysis carried out.

Although only positive values of the Cronbach’s Alpha coefficient are interpreted, it can occa-
sionally be negative. A coefficient value below 0.9 is considered very good, below 0.8 is good, below
0.7 is sufficient, below 0.6 is questionable, and a value of 1 indicates completely identical results [24].

As shown in the table, the Cronbach’s Alpha coefficients for the four characteristics range
from 0.771 to 1, indicating strong internal reliability. This demonstrates a relationship between the
variables, which influence the dependent variable, perception. Therefore, further research into these
factors is warranted, as it can provide results that validate the hypotheses. The SmartPLS software
enables evaluation of the relationships between variables and tests the hypotheses quantitatively. The
PLS analysis, conducted using SmartPLS, was based on data obtained from a survey of advertising
agency experts. Figure 1 below illustrates the variables, the factors affecting them, and their degree
of correlation.
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Figure 1 — Results of PLS analysis in the SmartPLS package

Note: Compiled by the authors based on PLS analysis.

The coefficient of determination R2 of the “perception” variable is 0.512, that is, more than 51%
of the variance is explained by this model. To assess the significance of the structural model, the
standard deviation of the significance of the structural model (Standard Deviation), T - statistics (T
Statistics) and criteria for the level of significance (P-Values) were used. Their values are given in the
following table. The effect of the test can be seen in the following table:

Table 2 — Structural model for assessing significance using PLS bootstrapping

Indicator Original Sample Stapdgrd T Statistics P Values
Sample Mean Deviation

creative freedom -> 0,114 0,116 0,048 2,400 0,017

Perception

level of trust -> Perception 0,108 0,110 0,059 1,836 0,037

Brand Performance -> 0.577 0.577 0.047 12,188 0,001

Perception

Note: Compiled by the authors based on the analysis carried out.

Internal consistency measures are provided to demonstrate the reliability of their instruments
(table 3).

The rho_A coefficient represents the matrix of pairwise linear correlations between each pair of
columns in the input matrix. Its implication for hypothesis testing is that there is no correlation against
the alternative hypothesis.

AVE indicates that a construct has convergent validity if the average variance extracted is at least
0.50, meaning the variance explained by the construct must exceed the measurement error [25].
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Table 3 — Internal consistency indicators

Variable rtho A Composite Reliability Average Variance Extracted
creative freedom 0,435 0,328 0,309
trust level 1,000 1,000 1,000
Brand effectiveness 0,763 0,615 0,653
Note: Compiled by the authors based on the analysis carried out.

Composite reliability evaluates whether a single common factor underlies a set of variables. A
coefficient value below 0.9 is considered very good, below 0.8 is good, below 0.7 is acceptable, and
below 0.6 is questionable. A coefficient of 1 indicates identical results.

Hypothesis H1 proposed that a higher level of audience trust in the personal brand persona leads
to a higher perception of the company’s brand. The results, with p <0.037, confirm the validity of this
hypothesis. Figure 2 displays the path analysis coefficients for testing Hypothesis H1.
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Figure 2 — Path analysis coefficients of hypothesis H1

Note: Compiled by the authors based on data analysis in the SmartPls program.

Hypothesis H2 suggested that the higher the effectiveness of the personality brand persona, the
higher the level of perception of the company’s brand. Based on the results obtained: p <0.001, we
can conclude that the relationship specified in the hypothesis is confirmed. Figure 3 shows the path
analysis coefficients testing hypothesis H2.
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Figure 3 — Path analysis coefficients of hypothesis H2

Note: Compiled by the authors based on data analysis in the SmartPls program.
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Hypothesis H3 proposed that greater creative freedom in engaging with the personal brand persona
leads to a higher level of brand perception for the company. The results, with p < 0.001, confirm the
validity of this hypothesis. Figure 4 shows the path analysis coefficients testing hypothesis H3.
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Figure 4 — Path analysis coefficients of hypothesis H3

Note: Compiled by the authors based on data analysis in the SmartPls program.

The analysis results indicate that the perception of the company’s brand image is influenced by
the creative freedom of the personal brand representative, the level of trust in the personal brand, and
its overall effectiveness.

PLS-Analysis revealed the characteristics that have the maximum impact on the perception of the
company’s brand image, which should be paid attention to by the managers of the group companies
when forming a brand image development strategy.

The research’s findings highlight the importance of three key factors in creating a positive
perception of a company’s brand: trust in a brand persona, the effectiveness of that persona, and the
level of creative freedom. These results highlight the need for companies to focus on developing and
maintaining strong personal brands among their leaders and representatives.

1. Trust in the personal brand. To achieve high levels of audience trust in a company’s personal
brand, it is necessary to pay attention to transparency, reliability and professionalism. This includes
communicating openly, keeping promises, and demonstrating competence.

2. Person’s effectiveness. Effective leaders or brand ambassadors who demonstrate high
performance, commitment and success in their activities contribute to the improvement of corporate
image. Companies must support their leaders by providing them with the resources and opportunities
to develop and demonstrate their effectiveness.

3. Creative freedom. Giving creative freedom to brand leaders and ambassadors allows them to
express their individuality and unique ideas, which creates a more authentic and compelling brand
image. Companies should encourage creative initiatives and innovative approaches to maximize
positive brand perception.

Confirmation of the hypotheses indicates that personal branding plays a critical role in the
formation and strengthening of corporate image. The observed relationships between trust,
effectiveness and creative freedom of leaders and the perception of the company’s brand confirm
the theoretical assumptions embedded in the hypotheses. This highlights the need for companies to
focus on developing personal brands and implementing strategies to increase trust, effectiveness and
creativity among their leaders.
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Conclusion

This research conducted a comprehensive assessment of the influence of a personal brand on the
formation of a company’s image. Based on the data obtained, hypotheses were confirmed that indicate
a significant influence of audience trust in the person of a personal brand, its effectiveness and creative
freedom on the perception of the company’s brand.

The main findings of the research confirm the importance of personal branding for corporate
image:

¢ The degree of audience trust in a personal brand representative directly affects the perception of
the company’s brand. This underscores the importance of building transparent and trusting relationships
between leaders and their audience.

¢ The effectiveness of a personal brand persona, manifested in professionalism and achievements,
significantly improves the perception of the company’s brand. Companies should strive to support and
develop their leaders by providing them with all the necessary resources to improve their performance.

¢ The creative freedom of a person’s personal brand contributes to a more positive perception of
the company’s brand. Encouraging creative initiatives and innovative approaches from leaders plays
a key role in creating a unique and attractive company image.

The research’s findings have important practical implications for companies seeking to enhance
their image through personality branding. In particular, companies can use these findings to develop
strategies to develop the personal brands of their leaders and representatives:

¢ Investment in training and development of leadership skills and professional competencies,
which will increase the confidence of the audience and the effectiveness of leaders.

¢ Create an enabling environment for creative freedom and innovation, allowing leaders to
develop unique and compelling brand identities.

+ Active use of digital platforms and social media to strengthen the connection between leaders
and their audiences, which will help in building trust and improving the perception of the company’s
brand.

Confirmation of the hypotheses indicates the validity of the author’s statement about the significant
influence of the personal brand on the company’s image. The findings contribute to the expansion of
scientific knowledge in the field of branding and marketing, highlighting the importance of personal
branding as a key factor in the formation of corporate image. These findings can serve as a basis for
further research and development of strategies aimed at strengthening a company’s brand through
personal branding.

The research confirmed the importance of personality branding in shaping corporate image,
emphasizing the need to develop trust, effectiveness and creative freedom among company leaders.
These findings have significant practical significance and can be used to develop effective strategies
to strengthen the image of companies in the market.
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Appendix A

Questionnaire
Dear respondent, please answer the following questions.

1. What area of business your company operates in

2. How do you feel about the idea of using a personal brand persona to promote a company’s
brand image?

0 Good idea, there are successful examples

o Good idea, needs to be tested in practice

o Will negatively impact the company’s brand image

o Difficult to answer

3. Rate the importance of the following parameters that determine the level of trust in a person’s
personal brand for the development of the company’s brand image on a 5-point scale, where 1 is not
important at all, 5 is very important

Recommendations that a person of a personal brand
transmits through channels of interaction with the
audience
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Reviews broadcast by a person of a personal brand about
a product/service/person to the audience

Comments left by a person of a personal brand regarding
a product/service/person for the audience

4 Rate the importance of the following parameters that determine the level of effectiveness of a
person’s personal brand in the development of the company’s brand image on a 5-point scale, where 1
is not important at all, 5 is very important

Audience of a personality brand

Brand audience

Audience values

5 Assess the significance of the following parameters that determine the influence of the creative
freedom of a person’s personal brand on the development of the company’s brand image on a 5-point
scale, where 1 is not important at all, 5 is very important

1 2 3 4 5
Lack of control over broadcast information
High level of creativity in presenting information to the
audience
Quality content
Thank you!
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COHFBI KBULAAPHI KEKe OPSHMHT TaKbIPHIOBI XKOHE OHBIH KOPIIOPATUBTIK UIMUKIE dCEepi EpEeKIIe 03eKTi OOIIbIT
TabbUIa bl 3epTTey JKeKe OpeH/I IIeH KoMIaHus OpeH/IiH KaObliiay apachlHIarbl OalIaHBICTEI 3epTTEyTre OarbITTaN-
raH. JKYMBICTBIH HETI3Ti MakcaThl — KeKe OpeHATIH CEeHIM NeHreii, THIMIITITi KoHEe MIBIFaPMAIIbUIBIK epKIHIIr1
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JKeKe OpEH/ITE aJJaMHBIH [IBIFaPMAIIBUIBIK SPKIH/IITT HSFYPIIBIM Kol 00Jica, KOMIIAHUSHBIH OPCH]] IMUIKI COFYPITBIM
JKoFapbl 6omael. Tanmay cayaaHama OapbIChIHIA allbIHFAH CaHJIBIK JIepeKTep Herizinae Smart Pls 6arnapnamaceinaa
KYprizingi. JKyMBICTBIH FBUTBIMH MaHBI3ABUIBIFEI — JK€Ke OpEHIWHT apKhUIBl KOPIOPATHBTIK MMHDKII KaJIbIITac-
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TBIPY MEXaHU3M/JIEP1 Typasibl OLTIM/I KeHEeHTYyne. 3epTTey/IiH MPAKTHKAIBIK MaHbI3IbUIBIFBI KOMITAHUSIIAPFA OJIap IbIH
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KypaJibl peTiH/e TYJFalbIK OpEeHIUHITI Maiianany Typajbl )KaHa TYCIHIKTepl Oepy. HoTmxkenepaiH npakTHKaIbIK
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IOPEKTUBHOCTD JIMYHOCTHOI'O BPEHIA
B ®OPMUPOBAHUU UMHUT’KA KOMITAHUU

AHHOTaNUA

B nocreaHme rojibl TeMa JIMYHOCTHOTO OPEH/IMHTA U €r0 BIMSHUS HAa KOPIOPATUBHBINA UMUK [TPUOOPENIa 0Co-
Oyr0 aKTyaabHOCTh. McclieoBaHue HAINPABICHO HA M3y4YCHHE B3aWMOCBSI3U MEXK/Y JIMUHOCTHBIM OPEHIIOM U BOC-
npustueM openaa kommnanud. OCHOBHAs 11eJ1b PabOThI 3aKIIFOUACTCS B aHAIM3€ TOT0, KaK YPOBEHbB OBEPHst, P PeK-
TUBHOCTh ¥ TBOPUYECKAsi CBOOO/A JTUUHOCTHOTO OpeH/Ia BIMSIIOT Ha KOPIOPATHBHBIN UMUK, ccnenoBanue ocHO-
BBIBACTCS HAa TPEX KITFOUCBBIX TUIIOTE3aX: YEM BBINIC YPOBCHB TOBEPHSI K TICPCOHE JIMYHOCTHOTO OpPEH/Ia, TEM BBIIIC
BOCHIPUATHE OpPCHIIA KOMITAHHUH; 9eM BbIIIe 3(p()EeKTHBHOCTH TUYHOCTHOTO OpeH/Ia, TEM BBIIIC BOCIPUITHE OpeHIa
KOMITaHHHU; Ye€M OOJIbIIIe TBOPUECKOM CBOOO/IBI Y MEPCOHBI TMYHOCTHOTO OpEH/1a, TEM BbIIIE UMUK OpeH/1a KOMIIa-
HUH. AHAJIN3 IPOBE/IeH B porpamme Smart Pls Ha 0CHOBE KOJMUECTBEHHBIX JIAHHBIX, MOJYYEHHBIX B XOJI€ OIPOCa.
HayuHast 3Ha4MMOCTb pabOThI 3aKIIIOYACTCS B PACHIUPECHUH 3HAHUK O MeXaHu3Max (HOPMHUPOBAHUS KOPIIOPATHBHO-
0 UMUDKA Yepe3 JUYHOCTHBIA OpeHauHr. [IpakTudeckas 3HAYMMOCTh UCCICIOBAHMS BBIPAXKACTCS B pa3paboTKe
pEKOMCHIAIMK /7151 KOMIaHui 110 3()(HEKTUBHOMY HCIIOIB30BAHUIO JIMYHOCTHOTO OPCHIUHTA IS YITYYIIICHUS KOP-
MTOPATUBHOTO UMHKA. [1oITydeHHBIC Pe3yIbTaThl IIOATBEPKAAIOT TUIIOTE3BI, IIOKA3bIBasI, YTO TOBEPUC K TMYHOCTHO-
My OpeHpy, ero 3p(eKTHBHOCTL U TBOpUECKast CBOOO/IA MONOKHUTEIBLHO BIUSIOT HA BOCHPUSITHE OpeH/1a KOMITAHHH.
Bkiaj1 JaHHOTO MCCIIEI0BaHUsI B 00J1aCTh MAPKETHUHIa ¥ OPEH/IMHTa 3aKIIF0YASTCs B IPEAOCTABICHUH HOBOTO B3IIIs/Ia
Ha UCIIOJIb30BAHUE JIMYHOCTHOTO OPCHIMHTa KaK CTPATETHYEeCKOT0 HHCTPYMEHTA [UIS MTOBBIIIICHUS KOPIIOPATHBHOTO
UMHJKA U KOHKYPEHTOCIIOCOOHOCTH Ha PhIHKE. [IpakThyeckoe 3HaUCHUE PE3YJbTaTOB MMO3BOJSCT KOMITAHUSAM pas-
pabatbiBaTh OoJice FIPPEKTUBHBIC CTPATECIHU JIUYHOCTHOTO OPCHIMHTA, YTO CIIOCOOCTBYET YIYUIICHUIO UX OOIIEro
MMUJDKA U [OBBIIIEHNIO JOSUIbHOCTH KJIUEHTOB.

KuioueBble ciioBa: 5KOHOMUKA, OPEH/IMHT, TMIHOCTHBIN OpeH/l, KOPIIOPATUBHBIH UMUK, BOCIIPUsATHE OpeH/a,
JIoBepHe motpedureei, agpdekrnBHOCTS OpeH A, TBOPUECKAs CBOOOA.

Article submission date: 01.07.2024

220



