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Pucynok 2 — Jluarpamma nekomnosunuu 2-ro ypoHs (IIpouecc npoBeaenust nsMmeHeHU)

Monens mpoliecca ynpapjieHUsI U3MEHEHHSIMU MOCTPOEHA JJIsl MOBBIIEHUS 3(deKTUBHOCTH
pemeHust TpoOieM, TpeOyOUIMX YIpaBieHHUS H3MEHEHUsMHU. JlaHHAs MOJeNb IMOCTPOCHA Ha
METaypOBHE, T.C. SIBISATHCSA IIa0JIOHOM, B KOTOPBIH MOYKHO IIOJICTAaBUTh HEKYIO MPOOJIIEMYy U C
MTOMOIIIBO OTIMCAHHBIX B MOJICNIN ACUCTBUI PEIIUTH MPOOIIEMY POBEIS N3MEHEHHS.
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PECULIARITIES OF THE PERSONAL BRENDING DEVELOPMENT
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The relevance of the topic lies in the fact that the creation of personal branding is necessary to
stand out between the variety of the people in the company scope and not to loose the way in the
information chaos. The researches of the theoretical aspects of the personal brending building
process have found a reflection in works of D. Aaker, H. Rampersad, T. Ged, M.H. Mescon, S.A.
Kartashov, H.I. Kovalenko and other [1].

Due to the growing role of brends using in a commercial sphere the active sphere widening of
their using is happening outside the commercial organizations environment. Brending is a process
of building, development and support of the constant voluntary connection with a strategically
important group of users with the help of the stable and effective set of differences that suggest the
unchangeable high quality and pleasure [2]. It includes building, strengthening, repositioning,
renovation and changing of the phases of the brending development, its widening and strengthening
in the market.

The traditional understanding of the brending as an attribute of the company is widening last
time in all spheres of the people’s life. Personal brending is a method of the increasing of person’s
value on the appropriate market of the professionals. In the given case the increasing of the value
can be done as in money equivalent so like some social bonuses. If a person can attract and keep
social attention so she will find a way to convert it in actual wealth. To make an effective personal
brend it is important to know of which strong side a personal brend is narrowing to its external
manifestation, the attention is accented on the creating of the positive image of the self — confident
professional in some matter. To creat a personal brend you have to develop its such elements as:

- exclusiveness is a unique, exception of a person, who has to form brending which
distingwishes it maximum in a definite branch;

- significance is what a persone appreciates more gives an advantage, takes into
consideration and what tries to aim;

- confidence is a confident behaviour of a person, who has strongly to believe in what he
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tells and hardly achieves his aims;

- status support is a process of building certain connections in a definite branch.

In the basis process of the personal brending development is an interconnection of a brend —
platform for a structure of which is comfortable to use the Puramid of logical levels, which was
created by Betson and later finished and improved by Dilts with some elements of personal

brending (Fig.1).
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Fig. 1. The interconnection of the Pyramid of logical levels with elements of personal brand

So, creating a personal brend influences on the priorities, as functional (business style) and as
mental (positioning of a person in a professional collaboration) and also a person can develop new
habits, styles and communications in this process.
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I'BY3 «/loneykuii HAYUOHANbHBIN MEXHUYECKUL YHUBEPCUMEN)
BOCITPOU3BOACTBO MOIINIHOCTHA YIVIEAOBBIBAIOLIEI'O

NPEAIIPUATHUA B YCJTOBUSAX HEOINIPEJAEJIEHHOCTHU

obecrieunBaeTcs

KOJIMYECTBOM JIEHWCTBYIOIIMX OYMCTHBIX 3a00€B M Harpy3koi Ha HuxX. Ha KpymHbIX maxrax c
MIPOU3BOJICTBEHHON MOIIHOCTHIO OoJiee 1500 ThIC. TOHH YIJIA B TOJ KOJUYECTBO OJHOBPEMEHHO
JEHCTBYIOIIMX OYHUCTHBIX 3a00€B KOJIEOJIETCS B pa3HbIX auarna3onax (tadm. 1).

Tabnumna 1. Ilokazarenu OesITENLHOCTH IIAXT

Cpennenunam| KommdectBo | [loObiua u3
[Ipon3BOICTBE N N
i WYeCKask MOIII-| ICHCTBYIOMINX | ISHCTBYFOIIIHX
Haspanwue npeanpustus HOCTb IUTACTa | OYHCTHBIX OYHCTHBIX
MOIIIHOCTh Ha
01.01.2013 .| ™ no0bIYe 3a00€eB Ha 3a00€B 3a
o "|yrag B 2012 r.| konen; 2012 r.| 2012 r., TOHH
[ITaxTa «KoMcoMoOIbCKas)y 1500 1,49 5 1427885
IITaxta CrenoBa 1500 1,38 1 252632
IMlaxta um. A.I'. CraxanoBa 1800 1,91 2 683387
I'TI OIl «KpacHonumaHckas» 1900 2,3 3 1180669
[ITaxta «KpacHblil mapTu3an» 1800 1,72 2 1875412
[axTa «/lomwkanckas-KanuranbHas 1800 1,4 4 1993100
[laxta uMm. I'epoeB Kocmoca 1880 1,14 4 2185051
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