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Personal Brand Factor Year of
Author
and Criteria Publish

Montoya, P. & Vandehey, T.| (1) Specialization (2) Leadership (3) Personality 2002

(4) Distinctiveness (5) Visibility (6) Unity (7)

Persistence (8) Goodwill
NTTUUT NTN Ejfliyclﬁ (1) Difference (2) Communication (Word of mouth) 2004
Montoya, P. & Vandehey, T.| (1) Clarity (2) Specialization (3) Consistency 2005
Everett, L. (1) Authentic (2) Consistent 2008
Rampersad, H. K. (1) Authenticity (2) Consistency (3) Relevance (4) 2009

Visibility (5) Authority (6) Distinctiveness/

Specialization (7) Integrity (8) Goodwill (9)

Persistence (10) Personality
Arruda, W. (1) Clarity (2) Consistency (3) Constancy 2009
YN N INTLTITY Media 2010
A’lvarez del, B. R. (1) Knowledge (2) Experience (3) Credentials (4) 2010

Backing (5) Contributors (6) Signals (7) Feedback (8)

Context (9) Social Values (10) Connections
Backstrom, H. (1) Perceptions (2) Distinction (3) Relevancy (4) 2010

Consistency (5) Making a difference
Labrecque, L., Markos, E., & | (1) Clear (2) Consistent of authenticity 2011
Milne, G.
Collins, B. (1) Consistency (2) Authenticity 2012
Asnssa viou'lna tay (1) Distinctiveness (2) Value adding (3) Integrated 2012
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Author

Personal Brand Factor

and Criteria

Year of

Publish

WUNYT AUINA

“4Bs” model

Background: (1) Passion (2) Plan (3) Knowledge

(4) Attitude (5) Practice

Backup: (1) Family (2) Team (3) Organization

(4) Mass Media (5) Fan

Brand: (1) Personality (2) Identity (3) Image (4) Expose

Best Communication: (1) Sender (2) Message

(3) Channel (4) Receiver

2013

Khedher, M.

(1) Identity (2) Positioning (3) Image Assessment

2014

Williams, B. B.

(1) Identity (2) Image (3) Reputation

2014

a A o 4
ﬂamm VTINUATHY

“FAMOUS” paradigm

5E: (1) Feminism (2) Family (3) Friendship

(4) Familiarity (5) Face to Face

5A: (1) Ability (2) Awareness (3) Access to Media
(4) Attractive (5) Admire

4M: (1) Modern Thinking (2) Message (3) Mass

(4) Morality

40: (1) Opportunity (2) Organization (3) Objectivity
(4) Obligation

4U: (1) Unique (2) Unison (3) Unity (4) Unassuming
6S: (1) Self — Esteem (2) Strong (3) Skill (4) Synergy
(5) Show (6) Sincere

2014

Harris, M. T. & Baum, N.

(1) Courtesy (2) Punctuality (3) Expertise (4) Referrals

2015

Sharp, J.

(1) Authenticity (2) Differentiation (3) Consistency
(4) Core Values (5) Target Market (6) Positivity
(7) Self-Knowledge (8) Passion (9) Integrity

(10) Clarity (11) Memorability (12) Vision (13) Value

2015
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Personal Brand Factor Year of
Author
and Criteria Publish
Khedher, M. (1) Artifactual displays (2) Personal Appearance 2015
(3) Manner (4) Verbal behavior
Robinson, A. (1) Quality (2) Personal excellence 2015
AT NI GUNT (1) Teach (2) Trust (3) Tribe 2016
Rangarajan, D., Gelb, B. D., & | (1) Competence (2) Relationship 2017
Vandaveer, A.
Addis, F. S. (1) Strengths and Unique abilities (2) Emotionally 2017
engage the customer (3) Positive first impression (4)
Deliver a unique message (5) Leadership (6) Be
process (7) Invest in relational capital with credibility,
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