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ABSTRACT 

 

Branding as a concept has become a necessary and integral part of crafting a successful 

organisation, product or service. As such branding has become a popular subject for 

researchers over the last few years.  Recently the focus has slowly begun to shift towards the 

concept of branding people. Branding people is an emerging subject of interest and is slowly 

gaining leverage among other popular branding methods. Despite the fact that personal 

branding can provide benefits for both individuals and companies, which has an impact on 

marketing and human resource management theory, no rigorous research in this area has yet 

been conducted.  

 

This research presents a conceptualisation of people as brand, based on a literature review of 

product branding concepts that essentially compares people branding with the main schools of 

thought in branding. In this way a theoretical framework has been developed that takes 

specific issues related to people brands into account and facilitated in the derivation of a 

robust conceptualisation of personal branding. 

 

The research was conducted using a self-assessment questionnaire administered to 123 

knowledge professionals. The research findings showed that the knowledge professionals’ 

personal brand relied heavily on possessing deep career insights, networking and the 

acquisition of higher levels of education. 
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CHAPTER 1: INTRODUCTION  

 

1.1 Background to problem 

  

Branding as a concept, has become a necessary part of creating  successful businesses, as such 

traditional branding theory has concentrated on branding products and creating methods to 

support the concept. However over the last fifteen years, a minor publishing and personal 

development industry has developed,   that encourages and advises individuals to market and 

brand themselves (Lair, Sullivan, & Cheney, 2005). This industry is based on the logic of 

applying to people the same marketing and branding principles originally developed for 

products and corporations (Shepherd, 2005) 

 

It was Tom Peters in 1997, in an article in the management magazine Fast Company, who 

brought to the forefront the idea that individuals in the corporate world can achieve success 

by engaging in a process of self-management activities by undertaking a series self-

improvement steps. He coined the phrase personal branding to label this social construct 

(Peters, 1997). Since then, there has been a myriad of popular business self-improvement 

books on the subject (Andrusia & Haskins 2000; Graham 2001; McNally & Speak 2002; 

Montoya & Vandehey 2003; Peters 1999; Roffer 2002; Spillane 2000) and numerous web sites, 

self-help courses and consultancies have published on the topic. 

 

Personal branding is a modern concept, which joins together the concepts of management and 

marketing to promote a deep need for building a successful career around one’s abilities. It is 

self-presentation, self-promotion and self-management all combined to define the way that 

leads to career success and is closely related to the marketing strategies that a person adopts 

in order to promote his or her major personal characteristics (Zarkada, 2011).  

 

Awan, Ebad, & Baig ( 2011) provide an apt definition for personal branding simply as a process 

in which people make efforts to position and market themselves as successful and unique 

brands for their personal and professional  image, career growth and development. This is 

further defined as the creation of an asset that pertains to a particular individual; which 

includes but is not limited to the body, clothing, appearance and knowledge contained within, 

leading to an indelible impression that is uniquely distinguishable.  
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1.2 Problem Statement 

 

The advent of the knowledge economy has given enormous power to the individual. In general 

the global human capital market with increased mobility, visibility through social media and 

emerging trends of multinationals is increasingly becoming overcrowded as there is greater 

competition in the form of talents and skills. Thus to be successful in such intense competition 

a knowledge professional needs to be aware of techniques that can be utilised to get ahead of 

the competition and achieve career success (Awan, Ebad, & Baig, 2011).  

 

As a consequence industrial organisational researchers are continuously striving to identify the 

drivers that facilitate employee career success. The result is an increasing number of 

comprehensive models on career success, which provide considerable evidence regarding the 

determinants of career outcomes. This academic literature conceptualises career success in 

terms of rapid promotion, salary progression and status increases, and focuses on a narrow 

range of behaviours that can be employed with the intention of securing those outcomes 

(King, 2001).  

 

The bulk of the research (Boudreau, Boswell & Judge, 2001; Judge, Cable, Boudreau & Bretz, 

1995; Judge & Bretz, 1999; Seibert & Kraimer, 2001) uses traditional variables which include 

demographics, human capital, motivational, and industry considerations. The suggestion 

emerging from the research is in line with these recurrent themes from the research 

organisational scientists who embrace the individualistic view, that is to say, the individual 

now owns the means of production in the new knowledge economy (Drucker, 1999) and 

seems to imply that modern day careers will consist of a greater number of transitions as a 

result of the changing nature of organisations as they adapt to the global environment they 

operate in. The individual career path will no longer be influenced by any organisational career 

management activities, such as mentoring or other forms of organizational support, rather, in 

the free labour markets only individual choices and market opportunities will determine 

someone‘s career path and career success (van den Born, 2009). 

 

These career transitions will entail projecting oneself with consistency and clarity in a manner 

that is congruent with one’s goals to help an individual stand out with the goal of wanting to 

be associated with the value they wish to be perceived as bringing to the world. Wee and 

Brooks (2010) speak to the fact that people reach highly influential positions because they 
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deeply understand the power of perception and know how to leverage on it. However (Halford 

& Savage, 1995; Wijers & Meijers, 1996) suggest that to move ahead, to get success and to 

build one’s image, one needs to do a lot more than just impression management. They assert 

that individuals need to be more reliant on career self-management behaviours since 

conventional career paths and fixed occupational structures are supposedly on the decline. 

 

Personal branding has been identified as the panacea around these propositions which has 

taken root in modern career theory lies in contemporary marketing literature. Personal 

branding involves the construction of a branded persona as a central strategy in the 

negotiation of increasingly complex corporate environments (Hearn, 2008). In support of this 

(Lair, Sullivan, & Cheney, 2005) assert that success is not determined by just the individuals’ 

internal repertoire of skills, motivations, and interests but, rather, by how effectively these 

components are arranged, crystallised, and labelled, essentially how they are, conceptualised 

into a branded individual.  

 

Thus personal branding is an issue that has appealed not only to career counsellors but 

marketing gurus and management theorists alike and yet curiously, self-marketing and 

personal branding does not figure in the academic marketing literature. At best much of the 

discussion is on the periphery of academic marketing and is somewhat a grey area in terms of 

literary perception (Shepherd, 2005). There has been very little effort on the part of academics 

to explore it and enable professionals to adopt the concept of identifying their uniqueness and 

gaining competitive advantage in their career. The work so far as embodied in blogs and self-

help books has failed to provide a theoretical definition of personal branding. Though in 

practice personal branding is being used by millions of professionals around the world as a 

strategic tool to position themselves as successful brands, many of them are still not aware 

about its constituents and dynamics (Awan, Ebad, & Baig, 2011).  

 

While the roles of self-management behaviours, that embody self-reliance, personal 

responsibility, boldness and a willingness to take risks in the pursuit of goals, have been 

explored by authors such as Du Gay (1996) the research around getting ahead in one's career 

is silent on the importance of leveraging off an individual’s unique selling propositions and 

positioning oneself appropriately in response to turbulent labour markets (Montoya & 

Vandehey, 2003. 
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Since Peters coined the term, there has been an increasing proliferation of self-help books and 

career advice from self-styled personal branding gurus on how individuals can become 

branded personas (Shepherd, 2005). However, to date there is a dearth of personal branding 

literature in the academic context as the construct has been dismissed by most academics as 

being of questionable quality of substance, lacking in theoretical underpinnings and 

substantive empirical support (Conley 2008; Keller 2006; Shepherd 2005). 

 

Personal branding approaches to career success, growing out of contemporary literature, tend 

to focus on the theory around positioning people and their careers as marketed brands replete 

with promises of performance, specialized designs, and tag lines for success (Lair et al. 2005). 

This advice has often been limited to isolated examples of celebrated extraordinary individuals 

and as such they have had few assessed outcomes around the effectiveness of personal 

branding over any measurable period of time. However the research embodied in both 

organisational and marketing literature provides large, diverse samples and models with broad 

sets of career processes and brand measurements that the proposed research will utilise in a 

bid to conceptualise a model of career success that accounts for the determinants of personal 

branding dimensions and further provide a biased estimate of the effect of the latter on career 

success.  

 

1.3 Research Motivation 

 

The concept of personal branding is rooted firmly within modern marketing, psychology and it 

is an important, yet often misunderstood aspect of human interaction. For this reason the 

research motivation lies in the belief that personal branding is a concept that can be improved 

upon through a better understanding of the outcomes of the personal branding process and 

the inherent differences between branding a product and branding an individual. 

 

It appears that it is increasingly becoming difficult to ascend the career ladder using career 

conventional career mobility approaches. Career success requires strategy and action for 

successful execution and personal branding provides the professional with such a strategy and 

an opportunity to determine their own fate. This requires careful planning and application of 

strategies and methods to get one’s individual worth recognised and which requires an 
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understanding and adoption of personal branding is thus imperative to be applicable for 

aspirant professions (Awan, Ebad, & Baig, 2011). 

 

There has been extensive research carried out in the areas of career mobility and with the 

progression of time , there has been an increased interest in research, such as (Butterfield, 

2003), on “non-conventional” brands , outside the traditional confines of the product brand 

domain, effectively  extending the branding concept to beyond  just inanimate entities. 

However academic literature dealing with people as brands is still scant with a few authors 

having considered the potential for people as brands (Rein et al 2006, Shepherd 2005; De 

Chernatony and McDonald, 2003; Keller, 2006). However such literature is mainly theoretical 

and does not develop a robust conceptualisation of whether people can legitimately be 

considered as brands, rendering the academic marketing literature examining personal 

branding as still under-developed (Bendisch, Larsen and Trueman, 2007) 

 

To date, the personal branding literature has been summarily dismissed by academics on the 

grounds of low quality. Conley (2008) described the concept as a regimented diet of canned 

optimism and connect-the-dot formulas that was backed by questionable quantities of 

substance sold to naive customers by so called experts. The general belief is that personal 

branding literature has been found to have been built on paradigmatic examples more than 

theory thus resembling mythology rather than science (Zarkada, 2011) 

 

As such there is a need for defining personal branding as an academic theory that would give 

self-motivated professionals the basic understanding of what personal branding is and the 

underlying drivers of the concept. The research sets out the theoretical basis based upon 

taking an understanding of how personal branding has evolved as a definition, as well as the 

construction of personal branding conceptual framework and model (Awan, Ebad, & Baig, 

2011). 

 

A foray into the theoretical and empirical perspective has the potential to considerably 

enhance scholars' knowledge of the role of the personal branding processes in achieving 

career success. The first objective of study aims to find out the individual’s approach towards 

personal branding and their commitment towards their personal growth and development as 

professionals. 
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The study endeavours to assist professionals and aspirants towards betterment, even if they 

have already adopted one way or other of personal branding by providing a comprehensive 

way to know the personal branding strategies and workable techniques in the professional and 

personal life. The thinking is that getting insights into personal branding will help marshal 

talent that is otherwise wasted due to negligence towards the personal branding phenomenon 

and help to optimally utilise the skills, knowledge and abilities of professionals in the direction 

aimed towards the pinnacle of their careers (Awan, Ebad, & Baig, 2011). 

 

1.4 Research Objectives 

 

Personal branding can provide benefits for both individuals and companies, which has an 

impact on marketing and human resource management theory. However, despite this , no 

rigorous research on the subject has yet been conducted. The conceptualisation is based on a 

literature review of product branding concepts and essentially compares people branding with 

the main schools of thought in branding in order to assess the degree to which it meets 

product  branding criteria and in order to derive a robust conceptualisation. To that end a 

theoretical framework has been developed that takes specific issues related to branding 

people into account. (Bendisch, Larsen and Trueman 2007)  

 

A discussion of the implications of the personal branding phenomena in the context of career 

enhancement will ensue, that focuses on conceptualisation of personal branding, with a critical 

evaluation of the body of work around career management strategies, self-marketing and 

modern corporate culture. This is an exploration to determine to what level personal branding 

is recognised as a valid tool by knowledge professional. The study seeks to validate whether it 

follows that when professional have tagged themselves with a personal brand career success 

ensues as great competitive advantage is derived from personal branding (Awan, Ebad, & Baig, 

2011). This is achieved through the integration of the personal branding literature with the 

academic research on product branding , this then augmented with the literature on self-

management theories to prove applicability and lend validity to the construct.   

 

The theoretical background on branding and career theory leads into the development of a 

conceptual framework of personal brands. The framework is presented as a model illustrating 

what the commoditised self looks like, and as a tool that can be utilised to achieve competitive 

advantage by employing the tactics embodied in the self-commodification rhetoric. Davis 
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(2003). The dimensions included in the conceptual framework of personal brands will then be 

operationally defined (Bryman and Bell, 2003), leading the construction of a hypothesised 

model of the effects of self-branding on career enhancement and progression  

 

The third objective is to empirically test the dimensions in order to make the framework usable 

for human resource management, that is, to establish whether a relationship between self-

commodification and career enhancement exists, and if so, get a sense as to whether all of the 

articulated dimensions have a meaningful impact on career trajectory. The theoretical 

dimensions approach used to ascertain they dependant variables for the effect of personal 

branding on career mobility are embodied in the defined dimensions of personal branding.  

These are integrated with the previously developed conceptualisations of personal branding as 

it pertains to career success. Career success outcomes, the dependent variables, will be 

measured using objective measures that are intrinsic achievements such as remuneration 

satisfaction and career satisfaction (Seibert & Kraimer, 2001).  

 

In essence the research will strive to provide a theoretical and empirical framework which 

knowledge workers can utilise to leverage their unique selling points and craft their individual 

selves as an authentic brand to garner career impact and even executive presence without the 

benefit of organizational guidance. To the best of my knowledge, these explanatory variables 

have not been included in empirical tests against the dependent variables. By linking the 

dimensions of personal branding with the career success literature, a rigorous demonstration 

of the role of personal branding in career success will be provided.  

 

A final outcome of this study is to measure the modelled personal branding effects on the 

defined set of career out-comes, with other processes known to be determinants of career 

success controlled. The study will help identify the tools that help to be the successful branded 

person that is preferred over the others who may possess same skills, abilities and verifying 

the assertion that the difference between the successful and not so successful is just one thing, 

personal branding (Awan, Ebad, & Baig, 2011). 

 

1.5 Scope of the research 

 

Attitude mannerism and approach towards personal branding will be focused on in this 

research. The research identifies the features of success that professionals wish to learn and 



8 

 

adopt during their career span to promote their own achievements, interests and how they 

think they can achieve the desired response from the people they aim to promote themselves 

among. The study aims to identify what are psychological tools individuals use to influence the 

others when they promote themselves like any prolific brand. This will include an identification 

of the similarities between the predictors of success for both human and non-human brands. 

The deep psychological needs and roots of self-branding will also be explored using the 

emotional branding model embodied in conventional branding literature. 

 

The study aims to present a literature review of the popular press and academic marketing 

perspective and attempts to define the construct and set a research agenda to identify the 

variables of the personal branding construct. Empirical research will be conducted with the 

view to determine whether the motives that drive individuals for the need of self-branding and 

promoting self as a brand result in career success. 
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CHAPTER 2: LITERATURE REVIEW 

 

2.1 Developing a personal branding concept rooted in branding theory 

 

Academic literature and empirical research on product branding has been conducted since 

1931 when brands were first mentioned (Aaker, 1996). Hence, the literature on product 

brands is not only rich but extensive, examples include (Aaker, 2003; Aaker & Joachimsthaler, 

2000; De Chernatony & McDonald, 2003; Keller, 2006), establishing that product branding has 

been recognised as a legitimate academic premise.  While this brand evolution is generally 

associated with consumer products and commodity goods, in recent times product branding 

has been extended beyond product branding to other entities like locations in Hankinson 

(2001) universities in Gray, Fam, & Llanes (2003) and religions in Shepherd (2004) effectively 

establishing that the branding concept translates into practical marketing activities for varied 

entitles. It follows then that the branding concept has undergone a similar evolution and can 

be translated to people concurrently. 

 

The first section of the literature review focuses on the principles of conventional product 

branding theory and other concepts found in the marketing literature to establish what is 

needed to establish a brand. The review takes a closer look at the concepts of branding and 

how a brand is made in an effort to derive a definition for personal branding. 

 

2.1.1 Branding defined 

The Industrial Revolution, in the early 20th centuries, led to the mass-production of 

commodity goods which, necessitated companies to differentiate their products from those of 

their competitors. Brands were thus created to not only fill the void created by the absence of 

personal interactions resultant from the emergence of a global market place but as (Asacker, 

2005) notes, as quality assurance became an industry standard, the importance of product 

differentiation became increasingly prevalent. In response to this companies began integrating 

logos as a form of visual shorthand to define and articulate the specific quality and consistency 

of their offerings.  

 

Branding has thus become a fundamental principle in designing new products and new 

services and is a substantial force in gaining competitive advantage in the market 
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environment. Henderson (2009), defines brands as illusions, specifically, as artificial constructs 

designed to evoke emotional reactions in consumers’ minds. The current American Marketing 

Association (AMA) defines a brand as a name, term, design, symbol or any other feature that 

identifies one seller’s good or service as distinct from those of other sellers (American 

Marketing Association, 2012). This definition of branding is closely aligned to that of Aaker 

(1991), who is of the view that the primary role of a brand is to identify the goods or services 

of sellers in order to differentiate those goods or services from those of competitors.  

 

However Aaker (1996), points out that branding extends beyond just establishing a name for a 

product, it involves laying the foundation for a product and then maintaining it for the brand 

to flourish. Aaker argues that branding concepts such as brand equity, brand identity and 

brand strategy, if executed appropriately, provide leverage to a company by facilitating a 

sustainable competitive advantage among other potential gains. Aaker (1996) reinforces that a 

strong company brand will result in financial benefits, giving the enterprise an opportunity to 

evaluate possible future expansion of a brand family. 

 

2.1.2 Brand dimensions 

Practitioners and academics alike have devised models of the elements constituting a brand. 

Hankinson and Cowking (1995) have offered an overview on brand dimensions, which exist in 

academic literature and the marketing press. The authors identified six different dimensions: 

visual, image, personality, positioning, perceptual and added value. Other authors have 

offered similar dimensions (Aaker, 2003; De Chernatony and Dall´Olmo Riley, 1997; De 

Chernatony and McDonald 2003). In the search for a conceptual framework that can be 

translated to personal branding, further appraisal of the classical branding theory literature 

was conducted and revealed what Aaker and Joachimsthaler (2000) enunciated as a 

supporting theoretical framework grounded in the concept of brand equity. This framework is 

the basis for developing a definition for personal branding.  

 

2.1.2.1 Brand Equity  

Brand equity is a set of assets and liabilities linked to a brand’s name and symbol that can add 

or detract from the value provided by a product or service to its customers (Aaker 1996). 

These assets and liabilities, according to Aaker, are more intangible rather than physical assets 
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and embody values that add to the brand’s image, enhancing the customer’s perception of a 

particular brand.   

 

The theory of brand equity postulates that the value of a brand is derived from four main 

factors; brand awareness, perceived quality of the brand, brand associations and brand loyalty 

(Blain, Levy, & Ritchie, 2005). Reinforcing this proposition is the work carried out by (Aaker, 

1996; Nielsen, 1995; Sebastiao, 1999 and Berry, 2000) who all describe the characteristics of 

strong brands as having consistent advertising and a differentiated brand message.  

 

 

Brand name awareness is a key criterion when determining a brand’s value in customers’ 

minds. Aaker (1996) states that brand awareness is a combination of the customer’s 

knowledge and the potency of the brand in customer’s mind-set.  Aaker, asserts that brand 

recognition and recall are both crucial to include when talking about brand awareness because 

a brand with high recognition is very likely to be bought and sought out by people with 

knowledge of the brand, as they are more likely to return to a brand they have heard about or 

used before. This means that the more visibility a brand possesses, the more often customers 

will choose the brand in the future. 

 

De Chernatony & Dall’Olmo Riley (1997) are of the view that brands begin life with distinctive 

names. With the passage of time though the brand’s functional capabilities become recognised 

and, to the process of building a relationship with consumers, the service component becomes 

important.  As consumer confidence increases, through the skilful presentation that serves as a 

risk reducer, the brand becomes associated with the unique added value propositions that it 

offers. This becomes an effective shorthand notation representing a few high quality pieces of 

information facilitating rapid consumer choice. The obvious advantage of this shorthand is that 

searcher costs for users of the brand are reduced (de Chernatony & Dall’Olmo Riley 1997).  

 

Aaker (1996) states that recognition, which is what the brand is and if people know of it, is the 

first aspect of brand awareness. A recognised brand is in essence a guarantee to consumers, 

providing guidance as to what to expect from the brand and assurances that their expectations 

will be met. Viewed within labour market context, employers will likely expect high-quality 

performance and skills matched with a credible educational background. In turn, employers 

can also expect to pay a premium for this assurance of quality and reduction of perceived risk 
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(Blain, Levy, & Ritchie, 2005). Berry (2000), states that a brand reduces a customers’ perceived 

monetary, social, and reduces the difficultly presented when evaluating brands prior to 

purchase. Brand associations are all the qualities that are linked to a particular brand and 

cover all aspects ranging from attitude towards the brand to symbols to known endorsers 

(Aaker 1996). 

 

Smith (2000) suggests that consumers use a more extensive purchase process for premium 

goods relative to lower priced products. Numerous empirical studies report relationships 

between information search costs and product price (Blain, Levy, & Ritchie, 2005; Bucklin 

1966; Keil and Layton 1981; Newman and Staelin 1972; Weitzman 1979). Since recruitment 

search costs often entail significant expenditures on the part of employers, it is therefore likely 

that prospective employers spend significant time and energy determining the employee that 

will be engaged for a particular role. It follows then that high and positive personal brand 

awareness reduces the need for detailed information search and contributes toward an 

individual ultimately becoming the employee of choice for the employer (de Chernatony & 

Dall’Olmo Riley 1997) 

 

2.1.2.2 Brand Identity  

Brand identity is defined as a set of features and attributes associated with the brand (Aaker 

2003).  These associations represent what the brand stands for and how it wants to be 

perceived in the consumers’ eyes. According to Aaker’s 1996 brand identity planning model, 

brand identity consists of a brand’s essence also known as the brand’s core identity.  The core 

identity embodies the brand’s core values, the vision of the brand, the competencies driving 

the brand and what the ethos behind the organisation (Aaker 2003).The extended identity 

completes the core and gives the brand actual meaning, which includes all the associated 

features that complete the core such as the product or service itself, slogans, symbols and 

attributes such as marketing strategies, pricing and services (Balmer 2001). 

 

The brand’s core and extended identity are looked from two perspectives in this research: 

brand as a product, and brand as a person (Aaker 2003). The brand as a product contains the 

product attributes such as what the product is, what it does and what functional and 

emotional attributes the product contains. It speaks to quality and value of the product, use 

and user purposes and the origin of the brand, essentially defining what the brand is and who 
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will use it. Brand as a person gives a brand more humane qualities: It speaks to what the 

personality of the brand is and how that personality is viewed by consumers (Aaker 2003).  

 

A brand's identity should both represent the brand and reflect customer’s needs (Balmer and 

Gray 2003). Therefore in assessing brand identity self-analysis is the first thing a brand creator 

should carry out. While a brand should represent itself for itself, not for others, analysing the 

customers and the competitors will broaden the view the brand is seen in Aaker and 

Joachimsthaler (2000). They assert that if the brand creator is looking at only what the 

competition is doing, the brand will be built on a shifting foundation, meaning that it will 

change irregularly and irrationally leaving the target market confused. The brand identity base 

needs to have a stable foundation in order to make sense. 

 

 

2.1.2.3 Strategic Branding  

Once brand identity has been created and brand equity established, a brand needs to be 

positioned. Aaker (1996) viewed positioning as part of implementing the brand, the core part 

of how a brand strategy is formed. A brand’s position depends on the brand identity and the 

value proposed to the brand: “Brand position is the part of the brand identity and value 

proposition that is to be actively communicated to the target audience and that demonstrates 

and advantage over competing brands” (Aaker 1996, 176). The position that the brand chooses 

is chosen to add value to the target audience while differentiating the brand from the 

competition.  

 

The brand has to resonate with and mirror the target audience’s needs and add leverage that 

will override the competing brands (Aaker and Joachimsthaler 2000). As the nature of business 

is such that it is characterised by fierce competition and the possibility that someone else has 

either already created a similar brand, or is looking at establishing a similar brand, the key is to 

add a differentiating factor to a brand Aaker and Joachimsthaler (2000). This entails looking at 

the brand’s attributes and core visions to search for a differentiating proposition that will 

augment the brands vision from the competitor’s vision.  

 

A strong brand has a strong legacy. Legacy in this case means the brand has a strong, cohesive 

collection of brand image, brand equity, strategy and its implementation. The key to 

measuring whether a brand is successful is its continuum. When a brand is easily recalled, it 
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means that the brand has made itself visible, and by making itself visible it has established a 

brand basis that can be easily recalled Aaker and Joachimsthaler (2000). 

 

2.2 Personal branding  

 

As explored above the marketing discipline has had great success in incorporating methods 

and constructs from other disciplines into coherent frameworks articulating the relationships 

between consumers and producers. new marketing disciplines have emerged , following the 

social changes and evolutionary stages of the world economy, of note is the concept of 

branding (Zarkada, 2011).Despite the fact that branding is growing as a discipline, there is still 

a considerable gap between branding theory and application development (Hughes 2007). 

Keller (2006) articulates it best by stating that in his view, academics take the ‘small b’ 

approach as opposed to the ‘large B’ one that practitioners adopt when it comes to branding. 

Personal branding which is an extension to the branding discipline, specifically pertaining to 

people branding seems to fall into this gap. Branding people, works along the same lines 

though somewhat more complex than branding products or services. It must be noted that 

people are already branding themselves, whether they are aware of it or not (Zarkada, 2011). 

 

As the competition for knowledge workers and the needs of prospective employers continue 

to increase in scope and complexity, it follows that a definition of personal branding should 

include the concepts of personal image and competitiveness. From a theoretical perspective, 

the above definition essentially reflects the seller’s point of view. It conveys that theory 

dictates the understanding of a brand from the buyer’s perspective (Zarkada, 2011).in which 

the brand reduces search costs as well as reduces perceived and psychological risk. Specifically, 

effective personal branding provides employers with an assurance of quality performance, 

reduces employer search costs, and offers a way for knowledge workers to establish a unique 

selling proposition. 

 

The second section of this literature review focused on deriving a definition for personal 

branding that was derived from a diverse collection of branding theory and other concepts 

found in the marketing literature 
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2.2.1 The importance of personal branding 

As the global business model has shifted from the creation of products to the selling of an 

image and branding has become essential for differentiating products from one another, 

individuals are beginning to recognise the need for a means by which they can differentiate 

themselves from their competitors and combat the volatile job markets (Klein, 2002). This 

competition, in turn, has led to an increased emphasis on personal performance and 

achievement. Many individuals who choose to strive for self-prosperity are thus trying to find 

new methods for coping with the changing workforce and have adopted personal branding as 

a reflexive view of the contemporary work world (Montoya & Vandehey, 2002).  

 

Shepherd (2005) describes the self-marketing process as one that consists of those varied 

activities undertaken by individuals to make them-selves known in the marketplace. In order 

to achieve this goal, an individual needs to engage in a process involving the reorganisation of 

their personal life and relationships on the model of market relations (Davis, 2003). Davis 

(2003), thus provides an alternative explanation as to what it means for the self to be 

commoditised, which builds on the basic groundwork for personal branding laid by (Peters, 

1997), that conceptualises personal branding as a science and an art that requires the 

calculation and steering of the perception of other people about oneself. The rationalisation 

for engaging in this process being that is that as people are being treated as commodities, they 

can also utilise the same branding vernacular to make themselves more marketable and 

desirable to employers.  

 

According to Awan, Ebad, & Baig (2011) it must be noted that there are two dimensions of 

personal brands, external and internal. External brands are the ornamentation to adopt a 

particular style and mannerism that can be deemed as a guarantee of social approval and 

professional recognition. Internal brand is the display of true self, identity, and abilities which 

leave a lasting impression. The authors state that a sensible combination and display of both 

brands is required to achieve success.   

 

Personal branding thus positions people and their careers as marketed brands replete with 

promises of performance, specialised designs, and tag lines for success, (Lair, Sullivan, & 

Cheney 2005). It is the creation of an externally facing identity that an individual requires, to 

become a business project without leaning into overt self-promotion, or ego embellishment 

(Shepherd, 2005) (Lair, Sullivan, & Cheney, 2005) noted that personal branding is more than a 
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necessary strategy for individuals to negotiate a turbulent economic environment it is the 

ability of individuals to market themselves like a product which has clear cut differential 

advantage over competing products, managing their marketing mix over time and changing 

according to customer requirements and needs and having distinctive personality, ability to 

charge premium price and having positive customer based brand equity. From the 

interpretation of the definition four elements of personal branding are inferred that is having 

certain personality traits, a strong knowledge base, unique skills and attributes, and rapport 

building skills (Awan, Ebad, & Baig, 2011). 

 

 

2.2.2 Personal branding defined 

Aruda, (2009) states that personal branding is undertaken by an individual who understands 

what is truly unique about themselves and uses that to differentiate themselves and guide 

their career decisions. Flemings (2007) reinforces the fact that this definition mirrors a 

conceptually similar definition of personal branding that borrows from Alfred Binet’s measures 

of intelligence extended into economics that states that personal branding is unlocking your 

inner genius and connecting it to your passion or to address a specific problem that can lead to 

profitability. 

 

Hearn’s (2008) provides another stream of definitions that is grounded in the marketing 

discipline’s evaluation of a branded persona being a product, producer, and consumer that is 

captive to and conditioned by the controlling interests of global flexible capital. Thomas (2007) 

adds support and consolidates this definition by defining personal branding as a process that is 

all about delivering something of value to a customer, in such a way that it creates an 

emotional connection with that customer. Hughes (2007) equates people to goods or services 

and proposes that the current American Marketing Association definition of a brand can be 

extended to include people, reaching a conclusion that a personal brand would also be able to 

identify a service and is the brand architects promise to deliver consistently a specific set of 

features, benefits and services to consumers. This is achieved through its four important 

characteristics; attributes, benefits, values and personality. 

 

Accordingly, the definition of branding was refined and enhanced by combining the previously 

cited branding definition and incorporating the various definitions of personal  branding, 

derived from both the literature (Davis, 2003; Hearn, 2008; Hughes,2007;  Lair, et al. 2005; 
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Montoya & Vandehey, 2002; Awan, Ebad, & Baig, 2011), a definition of  personal branding is 

derived as a self-conscious cultivation of a name and image of self in order to stand out from 

the crowd by identifying and articulating their unique value proposition and then leveraging it 

across platforms with a consistent message and image to achieve a specific goal. The goal of 

creating a branded self is so that individuals can enhance their recognition as experts in their 

field, establish reputation, enhance credibility advance their careers, and achieve economic 

gain. A well-executed personal branding campaign, they assert, creates a strong, consistent, 

and specific association between the individual and the perceived value they offer (Awan, 

Ebad, & Baig, 2011)  

 

The above definitions  and approaches to personal branding implies that people have the 

means and the knowledge to define and research their markets in great detail so as to assess 

existing opportunities, such as  job vacancies, and also identify emerging needs and desired 

benefits. The personal branding concept assumes that the person to be marketed can easily be 

fashioned to display the attributes desired by a correctly segmented target market and clearly 

positioned as such in relation to all competing persons (Zarkada 2011).  

 

This fundamentally is where the criticism of the practice of personal branding from academic 

circles stems from. According to critics the impossibility of achieving such a branded persona is 

evident since the fundamental assumptions of full information about the market and the 

competition, which are hard to meet with respect to products and are totally unsustainable in 

the fluid labour markets for individuals (Zarkada 2011). On this basis and on the grounds of 

moral objection (Conley 2008) to the commodification of humans (Davis 2003; Lair et al. 2005) 

product branding is deemed to be an inappropriate framework to be applied to people. 

To offer a deeper understanding of the nuances of the personal branding concept Zarkada 

(2011) provides a personal branding system that has inputs, processes and outputs as outlined 

below: 

 

2.2.3 Personal branding inputs 

The proposed inputs to the personal branding process are related to the person to be branded 

or related to the person’s relationship with other people The former inputs are characterised 

and embodied in the individual’s true self (Aruda 2009), which requires a significant amount of 

self-awareness. Other internal factors include a sense of identity and personality (Hodgkinson 

2005; Montoya and Vandehey 2002), understanding one’s personal uniqueness (Schawbel 
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2009) and passions (Mobray 2009; Montoya and Vandehey 2002; Rampersad 2009. The latter 

inputs relate to other people’s perceptions or expectations of an individual (Montoya and 

Vandehey 2002), this embodies image (Montoya and Vandehey 2002; Rampersad 2009), 

reputation (Hodgkinson 2005; Montoya and Vandehey 2002; Rampersad 2009), and general 

public consensus (d'Alessandro 2004). 

 

2.2.4 Personal branding process 

Zarkada (2011) further articulates the proposed procedures to be used for branding oneself 

which can be categorised as being  orientated inwardly , that is,  understanding and connecting 

to one’s passions (Aruda 2009, Flemings 2007), strategically taking control (Montoya and 

Vandehey 2002) and becoming outwardly orientated . Outward orientation is essentially living 

the brand (Aruda 2009; Flemings 2007; Honaman 2008; Montoya and Vandehey 2002; Rein et 

al. 2006), differentiating (Aruda 2009), creating consensus of impressions about the branded 

persona (d' Alessandro 2004), delivering (Mobray 2009),and informing a wide market audience 

of one’s proposition (Schawbel 2009; Shepherd 2005)). 

 

2.2.5 Personal branding outputs 

Zarkada (2011) then concludes the personal branding process by articulating the suggested 

outcomes of the process. The outcomes are either related to other people’s impressions which 

overlap with the proposed inputs or are related to the benefits.  The benefits include, the need 

to be the in the employer’s or consumers primary consideration set (Mobray 2009), the 

increase in one’s worth together with economic profitability (Flemings 2007; Post 2005; 

Schawbel 2009), and the attainment of emotional, mental, psychological spiritual gains 

(Flemings 2007b) and or simply achieving the acclaim in one’s professional field (d' Alessandro 

2004). 

 

The outcomes of a successful branding strategy extend beyond the span of one’s  lifetime , as 

it also pertains to how a branded individual will be remembered after they have departed it 

(Hodgkinson 2005; Honaman 2008; Montoya and Vandehey 2002; Rampersad 2009). Zarkada 

(2011) further asserts that in an effort to achieve the fulfilment of higher aspirations, the 

journey is often combined with seemingly mundane outcomes such as making one “special, 

memorable, desirable, and worth extra money in the bank” (Post 2005:33), however beyond 
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the noble philanthropic aspirations, money is generally mentioned ( Montoya and Vandehey 

2002, Mobray 2009).  

 

These objectives fall within the realm of philosophy, whereby psychology and marketing 

merge to assist an individual to become, or appear to be a distinctive individual (Hodgkinson 

2005; Post 2005). As the role of self-marketing is to bring together two interested parties in an 

exchange of values together under conditions that provide mutual satisfaction of needs and 

desires, Zarkada (2011) thus concludes that the epistemology of marketing can comfortably 

accommodate human relationships if they are strictly delineated as the exchange of one’s skill, 

talent and time for money, which is essentially achieving one’s work related objectives. 

Translated for the purposes of this research, a potential employer and a prospective employee 

or can utilise the marketing techniques embodied in personal branding in their search for each 

other as well as in establishing and maintaining a mutually profitable and satisfying exchange 

relationship (Zarkada, 2011). This outcome has been acknowledged in the personal branding 

literature in the form of entry and transition within labour markets (Aruda 2003; Post 2005; 

Schawbel 2009).  

 

The next section of the literature will thus endeavour to provide a review of the labour 

markets. 

 

2.3 Career theories applicable to personal branding 

 

To account for the changes in career contexts, theorists have attempted to redefine the 

concept of career. Three prominent theories have emerged, namely; the protean career, 

career as repositories of knowledge and the boundary-less career (Bridgestock, 2009) 

 

2.3.1 Protean Career 

The notion of the protean career was introduced by Hall (1996), as essentially a career which is 

driven by the individual’s efforts as opposed to the employing organisation. The protean 

career concept encompasses the extent to which an individual demonstrates self-directed and 

values-driven career orientations in their personal career management (Briscoe & Hall, 2006; 

Hall, 2002).  Individuals with a protean career attitude experience greater responsibility for 
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their career choices and opportunities (Hall, 1976, 2002), as such the protean career is 

characterised by continuous learning that spans organisational boundaries; therefore career 

age as measured by career tenure is a more significant measure instead of chronological age or 

life stages. 

 

 In light of the previously discussed new career realities that manifest in frequent changes in 

the world of work, individuals are now required to reinvent their careers from time to time, a 

pursuit that according to (Hall, 1996) requires high levels of self-awareness and personal 

responsibility. Hall refers to these higher order skills and knowledge that are related to the 

management of self and career as career meta-competencies which include self-knowledge, 

adaptability, tolerance for ambiguity and uncertainty. Hall asserts that these competences 

enable individuals to not only learn how to learn but because they can only be acquired 

through interaction with other people, they enable individuals to perfect their interpersonal 

skills. In building the foundation for s theory, Hall stresses that social interaction enables the 

process of valuing differences which is important for the development of a range of personal 

abilities such as self-discovery, effective communication and building interdependent 

relationships. The protean career is thus seen as a lifelong series of short learning stages, with 

the aim of achieving employability in the light of fading job security. 

 

2.3.2 Career as repositories of knowledge 

Bird, Hugh and Arthur (1996) build on the theme of continuous learning, defining careers as 

repositories of knowledge, specifically as the accumulation of information and knowledge 

embodied in skills, expertise and relationship networks acquired through an evolving sequence 

of work experiences over time. Bird et al (1996) emphasise the point that it is the information 

and knowledge that is accumulated in the course of an individual’s work life experiences that 

constitute a career thus the nature and quality of a career is defined by the knowledge gained, 

which can be removed, rearranged and replaced. An integral part of this process is the 

formation of networks, since the practice provides opportunities for interpersonal discourse 

which is the key to gaining knowledge. 
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2.3.3 Boundary-less career 

The most influential career theorists increasingly speak of boundary-less careers, the term 

boundary-less referring to the fact that the organisational boundaries are becoming less 

important, where career opportunities now transcend beyond any single employer (Arthur & 

Rousseau, 1996). This transcendence also extends to the personal meaning of career success 

(Hall, 2002). (Arthur & Rousseau (1996) acknowledge the unpredictability and market-

sensitivity of the world in which many careers now unfold for an individual, by introducing this 

third theory that attempts to define the traditional assumptions of organisational hierarchies 

and career advancement. They term this the boundary-less career which states that careers 

are not bound to a single organisation any more, but with the passage time, move across the 

boundaries of organisations and employers (Arthur & Rousseau, 1996) 

 

The theory exhorts that a person with a boundary less career focuses on crossing career 

borders; without any dependence on organisational promotions and career paths. A 

knowledge worker rather, navigates the continuously changing work landscape characterised 

with periodical cycles of new skill development, than career development in traditional 

careers, which rather emphasised career stages and ladders (Sullivan and Arthur, 2006).  The 

boundary less career seeks to characterise a range of possible career forms and represents 

careers that reflect the interpretation of the individual acting in the capacity of a career actor. 

Such careers involve decisions about existing career opportunities based on personal reasons 

that are validated from outside the present employer through the assessment of marketability 

and are sustained by external networks and information (Arthur & Rousseau, 1996). 

 

2.4 Definition of career success 

 

2.4.1 Career defined 

The best definition for a career,  that avoids any constraining assumptions about where people 

work and does not adopt a static view of work arrangements, amalgamates the above 

theories, as an established definition of career is the unfolding sequence of a person’s work 

experiences over time (Arthur, Hall, & Lawrence, 1989). Careers can also be described in two 

fundamentally different ways. The first definition conceptualises an individual’s career from a 

subjective perspective, which reflects the individual’s own sense of their career and how it is 

evolving (Stebbins, 1970). The second definition views the career objectively. This view is a 
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reflection of the publicly observable positions, situations, and status that serve as gauges of a 

person’s movement through the career navigation process (Barley, 1989).   

 

2.4.2 Career success defined 

The two perspectives for the definition of a career flow into the definition for career success, 

which is defined as the accumulated positive work -related and psychological outcomes 

resulting from one’s work experiences (Judge & Bretz, 1994; Ng, Eby, Sorensen and Feldman 

2005; Seibert & Kraimer, 2001). Career success as judged by others is determined on the basis 

of relatively objective and visible criteria and can be operationalised by exoteric metrics such 

as salary attainment and ascendancy in one’s career (Judge, Cable, Boudreau, & Bretz, 1995). 

Career success judged using subjective measures that are essentially individual self-appraisals 

of their own success. These are in turn operationalised using intrinsic measures of career 

success, which include variables that capture career attainments, such as job and career 

satisfaction (Burke, 2001; Judge & Bretz, 1994). 

 

As this research focussed on individual perceptions of personal branding efforts, the objective 

measure of career was translated into a subjective measure, specifically salary satisfaction. 

Although pay satisfaction is a much narrower construct than job satisfaction, it is also an 

important variable that is linked to some rather significant work outcomes. To be exact, some 

evidence suggests that dissatisfaction with pay may lead to decreased job satisfaction, 

decreased motivation and performance, increased absenteeism and turnover intensions, and 

more pay related grievances and lawsuits (Cable and Judge, 1994). In the context of boundary 

less careers, there is a growing emphasis on inter-firm mobility and unpredictability; therefore 

researchers increasingly speak of the personal meaning of career success as the primary focus 

for evaluating subjective career success (Hall, 2002). As such in the context of a boundary less 

careers satisfaction with one’s career status, rather than objective position, is viewed as the 

major indicator of career success (Heslin, 2005; Seibert et al., 1999). 
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2.5 Towards a framework for personal branding  

 

2.5.1 Career theories applied to personal branding 

DeFillipi and  Arthur’s model provides some overlap between the protean and the boundary-

less career, Briscoe and Hall (2006) career development in the boundary less context is a 

perfect fit in conceptualising personal branding. The three career competences articulated in 

the DeFillipi and Arthur (1996) model namely, “know why”, “know how” and “know whom” 

form the basis of the personal branding model, because, as previously mentioned, they 

encapsulate all the relevant factors across the three career theories. An adoption of the three 

classes of variables, referred to as career competencies that predict career success in the 

boundary-less career world to form a basis for the construction of a conceptual model. 

 

The first career competence discussed by DeFillipi and Arthur is the “know why”, which refers 

to career motivation, personal meaning, locus of control and identification. The know- why 

competency is associated with an individual’s capability to understand oneself, to tap into 

their innovative behaviours and explore different possibilities of achieving their goals, and to 

adapt to constantly changing work situations (van den Born, 2009). One important implication 

for the individual working in a continuously changing organisational context is that the 

individual must have a clear sense of personal identity that operates as an internal guide for 

making career decisions (Hall, 2002). De Vos and Soens (2008) thus believe there is a possibility 

that developing a protean career attitude is important for individuals in helping them makes 

career choices that lead to subjective career success. Their research reveals that both career 

insight and self-management behaviours are important for explaining career success. This asks 

of the knowledge professional to undertake individual career management initiatives which 

might include both the development of learning about oneself (acquiring career insight) and 

taking practical initiatives to manage one’s career.  

 

To realise the potential of the new career, an individual must develop new competencies 

related to the management of self and career (Eby et al., 2003; Hall & Moss, 1998). These 

behavioural components of career self-management build on the notion of proactivity and it 

refers to specific concrete actions such as networking, learning and development, devising 

differentiation strategies undertaken by employees to realize their career goals (Noe, 1996; 

Sturges et al., 2000; Sturges et al., 2002). This links into know how, the second competency, 

reflects skills that are relevant to career and job-related knowledge. This competency is closely 



24 

 

related to established ideas on individual knowledge, skills, and abilities (Schneider and Konz, 

1989). Know-who, the final competence, speaks to the relevant personal and business 

networks. This refers to career-related networks and contacts, including business relationships 

and personal connections (Parker and Arthur, 2000).  

 

DeFillipi’s and Arthur competence model is supported by findings of empirical studies on 

career success. Ng, Eby, Sorensen and Feldman (2005) in their review of the empirical career 

success literature recognised recurrent sets of variables which have been extensively used in 

research as predictors of career success. These include human capital, social capital and 

personality capital. These three sets of success drivers from the empirical career success 

literature conclusively represent the drivers of career success as represented by DeFillipi and 

Arthur’s career competences. Thus as basis for the conceptual model for personal branding in 

the context of career success human capital is represented by know-how, social capital relates 

to know whom, and personality variables are represented by know why. The following section 

briefly introduces factors that have been found to be related to career success and have been 

used as the basis for personal branding. 

 

2.5.2 Product branding applied to personal branding  

 

Table 2.1 Personal branding attributes modified from Aaker’s model 

 BRAND AS A  

PRODUCT 

BRAND AS A  

PERSON 

BRAND AS A  

SYMBOL 

BRAND AS AN 

ORGANISATION  

 

PRODUCT 

BRANDING 

• Brand 

identity 

• Target 

market 

• Quality 

• Emotional 

benefits 

• Brand value  

• Brand 

personality 

• Brand 

perception 

• Symbolic 

references 

e.g. logos, 

imagery & 

slogans 

 

• Internal 

practices 

e.g. as 

innovation  

 

PERSONAL 

BRANDING 

• Perceived 

quality 

• Value of 

performance 

• Target 

audience 

 

• Individual 

personality 

traits 

• Emotional 

traits 

• Individual 

culture  

• Individual 

heritage 

• Individual 

innovative 

behaviour 
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2.6 Correlates for personal branding in the context of career success  

 

In coming up with model to predict subjective career success as it relates to personal branding 

“know why” competencies were extended to personality capital ,“know how” competencies 

extended to human capital and know whom that where extended to social capital. Differential 

capital straddled both know why and know how competencies. 

 

2.6.1 Personality capital 

2.6.1.1 Motivation and career salience 

Motivation describes the direction, amplitude and persistence of an individual’s behaviour 

(Campbell & Pritchard, 1976, in London, 1983). London (1983) defines career motivation as 

motivation associated with a wide range of career decisions and behaviours, such as searching 

for a job, revising career plans, and career strategising. It is a multidimensional construct of 

individual characteristics that is associated with career decisions and behaviours that reflect 

the person’s career identity, insight into factors affecting their career and resilience in the face 

of unfavourable career conditions London (1983).  

McNally and Speak (2002) assert that the effort of undertaking self-marketing endeavours 

requires a sizeable amount of motivation, which feeds into a concept known a career salience 

.Career salience was introduced by Greenhaus (1971) as the importance and personal 

significance of a career within an individual’s total life. In general, it is expected that people 

who consider their job and career most important, might measure career success on a 

different scale than people who are more concerned about life outside their job (Allen and 

Ortlepp, 2002). As has been demonstrated by Nabi (2001), attaching a great degree of 

centrality to work in one’s life appears to help with subjective career success.  

 

2.6.1.2 Locus of control 

Self-knowledge refers to individuals’ understanding of their likes, dislikes, assets, strengths and 

weaknesses. It has been identified as a skill set needed to improve career self-management 

(Uzoamaka et al., 2000).Self-knowledge can be achieved through personal learning, i.e. 

learning about oneself, one’s attitudes and values (Uzoamaka et al., 2000). Career exploration 

includes mental or physical activities, which elicit information about oneself or one’s 
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environment (Jordaan, 1963 in Noe, 1996). Self-exploration should lead to increased self-

knowledge and a greater awareness of what skills and behaviours need to be developed to be 

successful in one's career (Noe, 1996). A construct related to the development of self-

knowledge is locus of control. 

 

The term locus of control speaks to the belief that someone has in controlling it’s their destiny. 

An internal locus of control means that one believes that their destiny is in their own hands 

(Rotter, 1996). This is in opposition to individuals with an external locus of control, who believe 

that their destiny is controlled by others or events outside their control. Rotter (1996) found 

that the internal locus of control construct helps drives the motivation that aids in the 

achievement of success. Rauch & Frese (2005) conducted a meta- analysis performed, which 

revealed that a small but significant effect has been found between the internal locus of 

control and performance, which impacts on career success. 

 

2.6.2 Human capital 

 

Human capital refers to personal investments of individuals in education and experience to 

enrich their value in the work place Becker (1964) and is often operationalised as the level of 

occupation, education and years of work experience (Metz & Tharenou, 2001). These 

investments are generally highly rewarded in the labour market (Becker, 1964, in Ng et al, 

2005) and can therefore enhance career attainment. These investments often influence the 

hierarchical grade in the organisation (Bozionelos, 2004), which in turn influences the 

remuneration an individual receives while in the organisation. Consequently, human capital 

has been found to strongly predict objective career success outcomes, such as managerial 

progression and salary (Seibert, Crant & Kraimer, 1999). Although to a lesser extent, human 

capital also appears to affect subjective career success (Judge et al., 1995). 

 

2.6.2.1 Formal Education 

The positive impact of human capital on employee performance is a well-accepted and 

documented economic theory since Becker (1964), who was the first to acknowledge that 

education and training were the two most important investments in human capital. Human 
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capital in this work was defined as the stock of productive skills and technical knowledge 

embodied in labour. Human capital theory has been augmented several times since then with 

several authors such as (Hatch and Dyer, 2004; van Praag, Thurik and de Wit, 2004; van der 

Sluis, 2007) finding  empirical evidence to support the well accepted and documented 

economic theory for the positive relationship between human capital and performance.  

 

Hatch and Dyer (2004) found performance effects attributable to human capital on which they 

based their conclusion that that human capital holds great potential as a resource that can 

lead to a sustainable competitive advantage. The sustainability of this competitive advantage 

they found was greatly dependant on the human capital resources.  To further consolidate on 

this Van der Sluis, van Praag and Vijverberg (2008) proved that formal education has a 

significant and positive influence on the performance and careers success of the individual; to 

be exact they determined that each year of formal schooling would on average improve the 

return of the employee by 6.1%. Therefore it can be concluded that the investment in 

education results in human capital.  

 

2.6.2.2 Development of career-related skills 

According to Eby et al. (2003) creating career opportunities refers to the development of skills 

and seeking out of experiences, to build a broad foundation for advancement. It is a future-

orientated strategy that is closely related to continuous learning and development. The 

authors drew on this strategy for the development of a measure of career-relevant skills and 

job-related knowledge, which they found to be positively related to perceived career success 

(Eby et al., 2003). 

 

Kessler and Lulfesmann (2006) also used a modern framework of Becker‘s (1964) theory, to 

show that specific capital investments create rents that bring firm and worker in a bilateral 

monopoly position, in which general training can be negotiated. These findings, combined with 

those of (Kawaguchi , 2003 and Schaie & Willis 2000) who also revealed that to keep more 

experienced people productive and up-to-date investing in lifelong learning was necessary.  

This was consistent with Lahn (2002), who found that there are different cognitive changes 

and consequently human capital changes throughout an individual’s life.  
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2.6.3 Social capital 

 

The study by Seibert, Kraimer and Liden (2001) was the first attempt to integrate social capital 

theory with career theory and to empirically validate the relationship between networking and 

career success. Networking or personal networks are widely associated with the term social 

capital, with (Coleman 1998; Seibert, Kraimer and Liden 2001) defining social capital as any 

resources or resources that an individual can obtain and create value through the exploitation 

of their network of interpersonal relations. (Seibert, Kraimer and Liden, 2001).  

 

2.6.3.1 Networking 

Networks are deliberately constructed structures and collections of individuals who regularly 

exchange information and support (Bozionelos, 1996). A network can be defined as “a system 

of interconnected or cooperating individuals closely associated with the dynamics of power 

and the use of social and political skills” (Luthans, Hodgetts & Rosenkrantz, 1988, cited 

in(Bozionelos, 1996).. Networks offer instrumental benefits and are considered essential 

factors for success in the development of the contemporary career (DeFillippi & Arthur, 1994).  

 

Ferris et al (2005) found that, peer relationships enable both individuals to experience 

mutually supportive and symbiotic relationships. Further research indicates a relationship 

exists between networking and objective career success measures, such as salary growth and 

promotion (Sturges, Guest & Mackenzie 2000 and Nabi (2001), as well as subjective career 

success criteria (Bozionelos 2003, and Eby et al. (2003). 

 

2.6.4 Strategy capital 

At the core of the personal brand is the brand’s strategic direction (Porter, 1985) which 

influences how all the elements discussed previously are bonded together. Many individuals 

promote similar attributes such as education, skills and work experience. However, effective 

personal branding requires a unique selling proposition that is sustainable, believable, and 

relevant and that the competition struggles to copy or is able to copy but which they cannot 
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surpass or usurp (Balmer and Gray, 2003). This differentiation is usually achieved by 

unparalleled high work performance and devising new and creative way of fulfilling a role.  

 

2.6.4.1 Intrinsic job motivation 

Job related performance is an important factor with regard to promotion and is therefore 

instrumental in career success (Judge, Kammeyer-Mueller & Bretz, 2004). For the purposes of 

this study job related performance is operationalised using intrinsic job motivation. Lawler and 

Hall ‘s (1970) definition of  intrinsic motivation in terms of the extent to which an employee is 

motivated to perform because of subjective rewards or feelings they expect as  a result of 

performing well. 

 

2.6.4.2 Innovation 

Regarding strategy capital, having a distinct career strategy, grounded in innovation, has a 

positive influence on career success (van der Born 2009). Seibert, Kraimer and Crant (2001), 

based on a model of Crant (2000), found that a proactive personality is positively related to 

innovation, political knowledge and career initiative, which in turn is positively related to 

career progression and career satisfaction. 

 

2.6.5 Demographic factors 

It has been demonstrated that demographic characteristics explain a significant amount of 

variance of objective as well as of subjective career success (Judge, Cable, Boudreau & Bretz, 

1995; Nabi, 2001). 

 

2.6.5.1 Age 

Boudreau et al., (2001) state that career success is a process that unfolds over time which 

makes it dependent on career stage and the time interval studied. A conundrum exists, 

wherein on the one hand, age implies experience, but, it is also seen as a limiting factor for 

career opportunities (Carson, Carson & Bedeian, 1995). Erdogan, Kraimer & Liden, (2004) 

found age to be strongly correlated with objective as well as of subjective career success 
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variables such as managerial level and salary and career satisfaction. This makes it essential to 

control for age when looking at career success (Erdogan, Kraimer & Liden, 2004). 

 

2.6.5.2 Tenure 

Research suggests that job tenure and total time in the organisation are positively related to 

objective career attainments, such as number of promotions and salary but not to subjective 

career attainments (Judge et al., 2004). However some authors have found a negative 

relationship between both forms of tenure and job satisfaction such as Hoath, Schneider, & 

Starr, (1998) who found that position tenure explained a unique variance in job satisfaction, 

with low satisfaction being linked to increased length of time in the current role.The study of 

Judge et al. (1995) and the meta-analysis of the predictors of career success of Ng et al. (2005) 

within 140 studies from 1980 to 2003 present that job tenure, organisational tenure and work 

experience were positively related to compensation (Tu, Forret & Sullivan, 2006) 

 

2.7 Conceptual model of personal branding for career success  

 

The above literature review in this chapter has resulted in the development of a conceptual 

model for personal branding as it pertains to career success 
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Figure 2.1: Conceptual model of personal branding for career success 
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CHAPTER 3: RESEARCH HYPOTHESES 

 

The study aimed to clarify the career capital components that are pertinent to career success 

as it pertains to personal branding , as such the study set out to measure knowledge 

professionals attitudes  towards  how accumulate this carer capital in an effort to enhance 

their personal brands. An extensive literature review resulted in a theoretical model shown at 

the end of Chapter 2. This model suggests that personal branding efforts influence an 

individual’s career success. Followed are four major research hypotheses which will be 

empirically tested in this study. 

 

3.1 Hypotheses 1: The impact of personality capital on career success 

 

The broad personality traits namely; extraversion, agreeableness and openness to experience 

correlate differentially with job-performance in different occupations, while emotional stability 

and conscientiousness are the most important variables predicting performance across 

different occupations ( Barrick, Mount & Judge, 2001). It follows then that: 

H1a: Personality capital will be positively related to an individual’s career satisfaction.  

H1b: Personality capital will be positively related to an individual’s pay satisfaction.  

 

3.2 Hypotheses 2: The impact of human capital on career success 

 

Several authors (Bosma, van Praag, Thurik and de Wit, 2004; van der Sluis, 2007) have found 

empirical evidence for the relationship between human capital and performance.  Hatch and 

Dyer (2004) base the conclusion that competitive advantage is sustainably based on the social 

complex nature of human capital on prior studies by (Arthur, 1994; Huselid, 1995; Koch and 

McGrath, 1996) which have found that performance effects which are attributable to human 

capital . As such: 

H2a: Human capital will be positively related to an individual’s career satisfaction.  

H2b: Human capital will be positively related to an individual’s pay satisfaction.  
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3.3 Hypotheses 3: The impact of social capital on career success 

 

Theorists and practitioners alike explicitly emphasise the importance of social capital on a 

firm’s  performance hence the sizable and increasing body of research on the relationship 

between social capital and firm success (Hoang and Antoncic, 2003; Wit. 2004; Bosma et al., 

2004; Napier,2006; Chiesi, 2007).  The research speaks to the numerous reasons to expect a 

strong relationship between social capital and success. Networks are a form of social capital 

that provide early access to a broad base of information and also control the interpretation of 

aforementioned information. In this respect, social capital provides a base of referrals and 

facilitates in the identification of opportunities. It follows then that the active participation by 

an individual in a social network, either by creating intensifying existing relations, or actively 

looking for new contacts it either opens up options to new resources or it creates new insights 

for new ideas, either way it seems to benefit the performance of the individual.  

H3a: Individual’s with greater breadth of network will achieve positive career satisfaction.  

H3b: Individual’s with greater breadth of network will achieve positive pay satisfaction.  

 

3.4 Hypotheses 4: The impact of differentiation capital on career success 

 

The theories of Porter (1985) explore the possible combinations of organisational strategies 

that can improve firm competitiveness.  According to these theories only those strategies that 

are aimed at low cost, focus or differentiation will lead to success. As low cost strategies are 

not applicable to individuals, as it signals weaknesses and directly impacts the career success, 

the research formulates that focus and differentiation strategies will be positively related to 

individual career success. 

H4a: Differentiation capital will be positively related to an individual’s career satisfaction.  

H4b: Differentiation capital will be positively related to an individual’s pay satisfaction.  
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CHAPTER 4: RESEARCH METHODOLOGY 

 

(Van Maanen, Sorensen & Mitchell, (2007) states that theory and method are highly 

interrelated in practice and there is relevant interplay between theory and methods within 

research work as such this chapter contains a summary of the methodology that was applied 

during this research to test the hypotheses outlined in the previous chapter. The chapter also 

details the research design, data collection procedures, and the approach used to analyse and 

interpret the data for this study.  

 

To investigate the hypothesised relationship between personal branding and the model of 

determinants of subjective career success, the study followed the procedures recommended 

by Edmondson & McManus (2007), who offered a framework that relates the stage of prior 

theory to research questions, type of data collected and analysed, and theoretical 

contributions. 

 

The research was designed to examine the impact of several independent variables, such as, 

personal characteristics, formal education, learning and development experiences, social skills 

and differentiating factors on the dependent variable, which is perceived subjective career 

success. Perceived career success is measured by pay and career satisfaction. A review of the 

literature determined that research in this area is limited as it relates to factors influencing 

career success for knowledge professionals engaged personal branding. Mature theory was 

found with extensive research around varied disciplines, namely marketing and industrial 

psychology but the research was fragmented. A novel model of career success’s determinants 

as pertains to personal branding was fixed based on this theory. 

 

4.1 Research Design 

 

The research design for this study was categorised as quantitative and explorative in nature 

based on the methods employed for obtaining the considered data. Creswell (2003) states that 

for the purposes of a study three elements are considered in the framework to design the 

research: knowledge claims, strategy of inquiry and methods of data collections and analysis. 
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In this study, the post-positive knowledge statements are adopted.  In this way the study 

reflects a need to examine the determinants that influence career success in a manner that is 

also reductionist when testing selected variables that constitute the hypothesis based on 

measurement of the objective reality. Creswell, (2003), notes that the need for the post-

positivist assumption stems from the fact that there are some lawful, reasonably stable 

relationships among social phenomena which may be known imperfectly. This is was the 

reason exploratory research was deemed to be a useful preliminary step to ensuring that a 

rigorous and conclusive study was carried out. It was also an appropriate form of research to 

apply to gain an adequate understanding of the nature of the problem (Zikmund, 2003).   

 

 The strategy of inquiry selected was the quantitative approach, usually associated to the post-

positivist perspective and suggested when the study is oriented to test theory and 

understanding of the best predictors of outcomes (Creswell, 2003; Tashakkori & Teddlie, 

1998). A quantitative study was deemed to be appropriate as a numeric description of a 

sample of the population , and the data gathered through the collection process of asking 

people questions is used to make generalisations about the population (Creswell, 2003).  

 

Since these data was collected for studying the distribution of statistical population 

characteristics through sampling of population, the primary method of data collection was a 

questionnaire survey instrument with quantitative analysis measures of subjective career 

success and other established constructs applied with the intent of generalising from sample 

to a population that requires control of behavioural events and focuses on contemporary 

events (Yin, 2003). A survey research design is used in quantitative research to describe the 

attitudes, opinions, characteristics, and behaviours of the given population of professionals 

(Zikmund, 2003).  

 

Zikmund (2003), states that questionnaires as a method of survey provide information 

gathered from a representative sample of the target population. The key advantages of 

questionnaires are that they are quick, inexpensive, efficient and accurate means of assessing 

information about the population The self-assessment questionnaire was set out via an online 
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surveying tool, although email survey would have proven to be faster and more efficient, 

response rate could have possibly been affected by respondents concerns over anonymity 

(Zikmund, 2003) The electronic medium also offered the benefits of reaching a wider audience, 

predicated from the assumptions that target audience of knowledge professionals in corporate 

all had access to the internet and email (Saunders & Lewis, 2012). This not only provided the 

additional benefit of anonymity but had the additional benefit of ease of use and response. 

 

Surveys employ a strategy of inquiry and collect data on predetermined instruments that yield 

statistical data (Creswell, 2003) The data analysis method was standard correlation statistical 

analyses and structural equations modelling. Due to the motivating personal interest in 

examining and describing which predictor variables are most influential in predicting perceived 

career success, the design was deemed to be an appropriate method for this study. (Saunders 

& Lewis, 2012), comment that survey investigations are useful in identifying characteristics of 

groups and in measuring attitudes. In addition, survey research does not provide explanations 

but rather used to describe trends and patterns. This study was thus conducted to validate the 

assertions of self-marketing experts that in the current world of globally mobile careers, 

personal branding serves as a strategic tool for career success. The study thus attempted to 

establish how applicable the personal branding concept was to knowledge professionals, how 

it could be conceptualised and ultimately measured. This type of research methodology is 

recommended when the researcher is attempting to verify theories; relate variables in 

hypotheses and use standards of validity and reliability. 

 

The dimensions included in the conceptual framework of personal brands had to be 

operationally defined and then tested empirically in order to make the framework usable for 

marketing and human resource management. As such this study was undertaken to examine 

the predictive effects of personal branding factors on perceived career success. 

 

4.2 Unit of analysis 

 

The unit of analysis was the attitudes of individual knowledge professional towards crafting 

their personal brands. Knowledge professionals for the purpose of this study are defined in the 
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context of the term which was coined by Peter Drucker to refer to knowledge professionals as 

individuals who are relatively well educated and who create, modify, and/or synthesise 

knowledge as a fundamental part of their jobs (Drucker, 1999). 

 

4.3  The population 

 

The population was defined as knowledge professionals working for South African corporate 

institutions. The study included knowledge professionals with at least two years’ work 

experience so as to ensure some level of career traction had been established in the 

participants’ individual career trajectory. 

 

4.4 The sample 

 

The sample comprised of individuals from various South African corporate organisations. The 

individuals were selected to be participants in this study on the basis of accessibility. The 

sample includes sales and marketing personnel, all levels of managers, front, back and middle 

office representatives. Respondents were also reasonably diverse with respect to demographic 

factors such as age, gender and occupational tenure. 

 

The corporate institutions were medium to large in size, with head count numbers ranging 

from 400 to greater than 1000. This was to help somewhat mitigate against low response rate. 

The companies were also categorised as high performing and visible institutions in terms of 

revenue turnover and awareness in the minds of the public. This was used as a very loose 

proxy for quality of candidate pool, as it provided an indication that that employees had been 

through some formal recruiting process with an average to above average rigour in the 

selection process. 

 

 



38 

 

4.5  The sample size  

 

Tabachnick and Fidell, (2007) offer a general rule of thumb in order to check if the sample size 

meets the requirements of a study, taking into account the number of independent variables 

to be used,  is the highest of either N > 50 + 8 x “the number of variables” or N > 104 + “the 

number of variables”.  Stevens (1996: 72) recommends that ‘for social science research, about 

15 participants per predictor are needed for a reliable equation’. With eight independent 

variables, isolated for the research a minimum of approximately 120 respondents was required 

for the sample to be deemed sufficient.  

 

4.6  Sampling method 

 

The sampling method was judgemental combined with snowballing. Judgemental sampling is a 

non-probability sampling technique used by a researcher to select a sample based on certain 

appropriate characteristics for the sample members (Saunders & Lewis, 2012) Aiming to obtain 

150 responses, a sample was defined with 675 knowledge professionals receiving the survey 

instrument, the survey had an instruction to pass on the survey to their peers who met the 

criteria. From the total questionnaires sent out, 123 responses were received. 

 

4.6  Data collection 

 

Before conducting this study, ethical considerations were addressed to guarantee minimal risk 

of personal harm to the participants (Creswell, 2002). Thus, the Gordon Institute of Business 

Science, Ethical Clearance Committee provided outlined research guidelines that were duly 

followed. The guidelines were based on ethical principles such as respect for persons in terms 

of their consent, their right to privacy, and anonymity. 

 

Upon approval from the Committee, the data were collected using an electronic survey. 

Questionnaires with an informed consent letter describing the study and assuring 

confidentiality were distributed to all respondents. The goal of descriptive research was to test 
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the formulated hypotheses to describe and explain relationships between factors and the topic 

of interest (Creswell, 2003). The literature on the topic and research questions to be answered 

provided guidance in choosing the design for data collection. The explanatory design allowed 

for the collection of data that described the appropriateness and applicability of the four 

factors of personal branding and career theory.  

 

The data were collected through the use of an online questionnaire. The internet survey was 

constructed using the tool Survey Gizmo (http://www.surveygizmo.com/). One of the 

advantages of using such a tool was that it was possible to create random sequences of 

questions and answers minimising the chance of common variance. The internet survey was 

written entirely in English.  

 

4.7   Measuring instrument 

 

The data was collected through a survey designed specifically for this study, with scales used in 

previous studies. The new tool research was tested in order to assure its validity and reliability. 

 

4.7.2 The research instrument design 

The development of instruments for all dimensions in this study was carried out in three stages 

according the procedure shown by Cesswell (2002).As a first step in the design stage, scales for 

each variable in the questionnaire were developed based on a combination of previously 

validated and standardised scales designed by various authors isolated in the literature review 

chapter. A theoretical model of personal branding as it pertains to career success was created 

by extrapolating literature from various disciplines. The basic structure of the research model 

included the career competences of personality capital, social capital, human capital and 

differentiation capital. This was based on the findings in the literature that specific knowledge 

in the form of human capital, a large network as evidence of social capital, combined with 

certain desirable personality traits and a unique value proposition provide the keys to career 

success (Allen & Ortlepp, (2002), Chen, Greene, & Crick, (1998), (De Vos & Soens, (2008), Scott 

& Bruce, (1994), (Eby, Butts, & Lockwood, (2003)). The abstract research model was then 

converted into a tangible on-line survey using existing methods and tools.   
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The second stage entailed survey development through a pilot test using a small sample of the 

target population for assessing the validity and reliability of the translated survey. The on-line 

survey was pre-tested on five respondents in relation to how it works with each construct, 

timing and ease of use before the final on-line survey was sent to the study population. In the 

final stage survey evaluation was developed with the final version of the survey and it was 

applied to the final sample. The validity and reliability assessment measures were also queried. 

All the instruments were validated by the authors and each of the selected measurement 

scales were self-reported attitude scales. 

 

In order to be able to analyse the model in relation to gender, age and occupational tenure 

specific items for demographic questions were also incorporated. The survey was designed 

with special attention to the relevance to the hypotheses, the goals of the study and the 

construct of interest (Bailey, 1994; Schwartz, 1978). Table 4.1 shows the source of each scale. 

 

Table 4. 1: Survey sources 

VARIABLE SOURCE 

Personality capital Career Salience Scale (CSQ) Allen, S. A. & Ortlepp, K. 

(2002). 

Internal versus Chance Control 

Scale 

Chen et al. (1998)  

Human Capital Learning and development Scale Elby et al. (2003) 

Social Capital Networking Behaviours Scale Forret and Dougherty 2001 

Differentiation capital Intrinsic job motivation scale Warr, Cook and Wall 1979 

Innovative behaviour Measure Scott and Bruce (1994) 

Subjective career success Pay satisfaction scale Seashore, Lawlwer, Mirvis and 

Cammamnn 1982 

Career satisfaction scale Vos & Soens (2008) 
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4.7.3 Measures and conceptualisation of personal branding 

Theoretical constructs were operationalised by using validated scales that exhibited strong 

psychometric properties. All original measurement scales showed high reliability, with 

Cronbach's alpha coefficients for all constructs exceeding 0.77. 

 

4.7.2.1 Career Salience 

Career Salience in this study was defined as the relative prominence and personal significance 

of a career within the individual’s total life. The Career Salience Scale (CSQ), constructed by 

(Allen & Ortlepp (2002) was chosen for its fairly consistent internal reliability and brevity. This 

eleven item scale was appropriate in its simplicity compared to the relative importance of the 

variable under study. In the scale items 3, 5 and 6 were reversely coded in order to prevent 

acquiescence bias in which respondents would answer all questions in the same manner. By 

coding some of the items reversed the risk of this bias was minimised.  

 

The authors endorsed Amatea Cross, Clark, & Bobby (1986) suggestion of standards for 

ensuring maximum discriminatory ability for items on a 5-point response scale ranging from 

‘strongly disagree’ to ‘strongly agree’ with a midpoint of ‘neutral’. Sample questions included 

“The most important things I do in life involve my career.” For me having a career is more than 

just working “and “I am willing to make sacrifices in my personal life to succeed in my career“. 

The scale had a reported internal consistency of α =0.83  

 

4.7.2.2 Locus of control 

The locus of control is the way that the individual stands in regard to destiny, it relates to the 

extent to which individuals believe they can control events that affect them (Rotter, 1954). 

When an individual thinks that he or she is able to influence their own destiny, they have  an 

internal locus of control as opposed to if the individual thinks that the outcome of some 

actions are more determined by external events (often related to chance). 

In order to test the locus of control variable in this research, the Internal versus Chance 

Control scale proposed by Chen et al (1998) was used. Levenson (1973) developed a triple-

dimensional measurement of locus of control: internal control, control by powerful others, 

control by chance. For Chen et al’s study they focused on the internal control and the chance 
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control. Using principal component factor analysis with varimax rotation, they found two 

factors that confirmed Levenson’s original conception (Chen et al, 1998). As such five internal 

control items loaded on one factor (Cronbach alpha = 0.77) and five chance control items 

loaded on the other (Cronbach alpha = 0.73) were utilised in order to determine the locus of 

control and its corresponding influence. They proposed ten-item construct in which each 

separate item had to be measured on a 5 point scale, varying from strongly disagree to 

strongly agree. This research instrument has proven to be internally consistent with an alpha α 

=0.77. The top five items are all related to the internal locus of control, whereas the bottom 

five items are all related to an external locus of control. To minimize the risk of biases these 

questions have been placed in a random order. 

 

4.7.2.3 Learning and development 

Eby et al. (2003) assert that the development of skills is a construct which reflects this 

propensity to engage in skill-enhancing opportunities and immersion in professional activities 

as part of an individual’s career identity, that essentially reflects the ‘directional component of 

career motivation’. This is in line with Arthur et al. (1999)’s view that those high on career 

identity should spend time and energy developing skills and competencies which should 

increase their individual net worth both within and outside the organisation . 

 

Career or job-related skills were measured using the Skills Development scale developed by 

Eby et al. (2003). The five items extracted for the present study ( ‘I seek out opportunities for 

continuous learning in my career,’ ‘I have a diversified set of job related skills,’ ‘I remain 

current on the trends and development in my profession,’ ‘I seek out training and 

development opportunities,’ ‘I constantly update my job-related skills displayed an internal 

consistency measure of α =0.86. The items were measured using a five-point Likert-type scale 

ranging from 1=strongly disagree to 5=strongly agree.  

 

4.7.2.4 Breadth of Network 

Relationships are considered essential elements of success in the modern day career as such 

networking was deemed an imperative measure for the study. With less job security among 

today’s workers, individuals need to be well connected within their company as well as look 

outside the organisation for support and developmental assistance (Arthur & Rousseau, 1996). 
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Eby et al. (2003) contend that networking inside and outside the organisation can help 

individuals stay on top of new developments and approaches. The predictor assessing the 

extensiveness of networks within and outside the organisation is considered and extracted 

from Eby et al (2003). The study predicted that both internal and external networking activities 

are important since it provides non-redundant sources of support. The scale has an internal 

consistency alpha of α = 0.93  

 

Breadth of networks within the organisation (internal networks) were assessed using a three-

item Likert-type measure examples include, ‘Co-workers say that I know a lot of people within 

the organisation,’ ‘I am well connected within the organisation,’ ‘I have a lot of contacts within 

the organisation’. Breadth of networks outside the organisation was measured with a four-

item Likert-type measure (i.e., ‘I have extensive contacts within the industry in which I work,’ 

‘Co-workers say that I know a lot of people outside the organisation,’ ‘I regularly network with 

individuals outside of my organisation,’ ‘I do not have many professional contacts’. The last 

question was reverse scored and the measurement scale has a reported reliability of 

alpha=0.80 for external measures and alpha=0.93 for internal measures. 

 

4.7.2.5 Performance quality 

Performance quality is operationalised using a six item intrinsic job motivation scales adapted 

from Warr, Cook and Wall (1979) as articulated in (Cook, Hepworth, Wall, & Warr, 1981). The 

construct is defined as the degree to which a person wants to work well in his or her job in 

order to achieve intrinsic satisfaction. Responses were based upon a seven point dimension 

and summed up to yield a possible range of scores between 6 and 42. The coefficient alpha 

was reported as α = 0.82.  

 

4.7.2.6 Innovation 

Innovation is a process involving both the generation and implementation of ideas, as such; it 

requires a wide variety of specific behaviours on the part of individuals. While some people 

might be expected to exhibit all the behaviours involved in innovation, others may exhibit only 

one or a few types of behaviour. Innovation was measured using a five-point Likert-type 

Innovative behaviour Measure scale developed by Scott and Bruce (1994). The measure 

reported a coefficient alpha of α = 0.89. 
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4.7.2.7 Pay satisfaction 

Responses to the pay satisfaction scale developed by Seashore, Lawler, Mirvis & Cammamnnin  

1982 and cited in (Cook, Hepworth, Wall, & Warr, 1981), was based upon seven point 

dimensions and the mean value across the items constitutes the scale score. Means were not 

cited in the study but coefficient alpha is reported as 0.89 for a sample of N>400.  

 

4.7.2.8 Career Satisfaction 

The career satisfaction scale by  De Vos & Soens (2008) adapted from the career satisfaction 

scale developed by Martins, Eddleston, and Veiga (2002) was utilised for this measure. The 

career satisfaction scale has a coefficient alpha of 0 .87). Respondents indicated on a 5-point 

Likert scale responses from strongly agree to strongly disagree. The following control variables 

were utilised: 

 

4.7.2.9 Tenure 

Respondents indicated their number of years of full-time work experience. Job tenure is 

measured in years and months. 

 

4.7.2.10 Age 

Age was an independent variable in this study and used to gauge the influence of age on both 

objective as well as subjective career success measures. Although current research suggests 

that most age-related factors have a negative impact on work motivation, earlier research has 

also found a positive relation between age and work motivation, such as Kanfer and 

Ackermann (2004). 

 

4.8  Data Analysis 

 

The goal of the study was predicting the branded knowledge professionals perceived career 

success from a set of predictor variables. When a research question addresses prediction of an 

outcome based on a set of at least two or more quantitatively measured predictor variables, 

the multiple regression testing procedure can be used (Mertler & Vannatta, 2005). 
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The Statistical Package for the Social Sciences (SPSS) was used to enter data and obtain results. 

The descriptive statistics were used to describe and summarise the characteristics of the 

statistical sample. This was done so that an assessment of general trends and overall 

distribution of the data could be carried out. This set of procedures produced frequency 

distributions for the specified variables to include the means and standard deviations for 

interval data, and frequencies for nominal data. In addition the procedure also provided 

perceptive statistics such as Pearson correlation analysis and the Beta (ß) meaningful level test 

used in multiple regressions (Mertler & Vannatta, 2005).  

 

4.8.1 Descriptive Statistics  

The results were analysed and interpreted using the coefficient of determination, R square. R 

squared was reported to explain the proportion of variance in the dependent variable that 

could be explained by the independent variables (Mertler & Vannatta, 2005). The F test, p 

values, non-standardised regression coefficient (B), and standardized regression coefficient 

(beta or β) were also reported. 

 

4.8.2 Demographic data of sample 

Independent t–test, were conducted to determine statistical differences between genders, age 

and tenure of samples. In addition ANOVA test assessments to determine the statistical 

difference between various groups in different levels of the demographic variables were 

conducted. 

 

4.8.3 The Pearson Product Moment Correlation Coefficient 

Cohen and Swerdlik (2002) posit that the Pearson Product Moment Correlation Coefficient is a 

widely used statistic for obtaining an index of the relationships between two variables when 

the relationships between the variables is linear and when the two correlated variables are 

continuous. According to Cohen and Swerdlik (2002) the Pearson coefficient takes into account 

not only the construct’s position in the group but also the amount of deviation above or below 

the group mean. 
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To ascertain whether a statistically significant relationship exists between career satisfaction 

and the personal branding elements, the Pearson coefficient was used. Sekaran (2000) states 

that the Pearson’s Product Moment Correlation Coefficient provides an indication of the scope 

to which the variables being investigated are related to each other. It also provided an 

indication of directionality and strength of the relationship between the variables. 

 

4.8.4 Analysis of Variance (ANOVA) 

Murphy and Davidshofer (2001) contend that Analysis of Variance (ANOVA) provides statistical 

estimates of the variability in test scores associated with systematic differences in the ratings 

assigned and differences in the ratings obtained. They further state that ANOVA scores can be 

more accurately generalised over time, with the explanation that in ANOVA, the hypothesis is 

that the mean performance in the population is the same for all groups (equality of population 

means). This statistical method is used to establish whether statistically significant differences 

exist in perceptions of career success based on biographical variables 

 

4.8.5 Multiple Regression Analysis and Hypotheses Testing 

For testing the hypotheses of study, a multiple regression analysis was utilised. Multiple 

regression analysis takes into account the inter-correlations among all variables involved. This 

method also takes into account the correlations among the predictor scores (Cohen & 

Swerdlik, 2002). In multiple regression analysis more than one predictor is jointly regressed 

against the criterion variable. 

 

Multiple regressions were used to determine if the independent variables explain the variance 

in career success experienced by professionals. Specifically, Hierarchical Multiple Regression 

analysis methods were used, as opposed to Stepwise Multiple Regression techniques, because 

of the criticism levelled at the use of stepwise methods. Palliant (2011) explains that in 

hierarchical regression, sometimes referred to as sequential regression; the independent 

variables are entered into the equation in the order specified by the researcher based on 

theoretical grounds. Variables or sets of variables are entered in steps, with each independent 

variable being assessed in terms of what it adds to the prediction of the dependent variable 

after the previous variables have been controlled for. Once all sets of variables are entered, 
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the overall model is assessed in terms of its ability to predict the dependent measure. The 

relative contribution of each block of variables is also assessed. 

 

The resultant multiple R , revealed the correlation of independent with dependent variables 

after considering all internal correlation of the variables. The R Square gave an indication of 

approximately what percentage of career success variance could be explained by the collection 

of independent variables (Rubinfeld, 2009). The adjusted R square in the regression model can 

explain the changes of dependent variable. The beta value is a measure of how strongly each 

predictor variable influences the criterion variable (Rubinfeld, 2009). The beta is measured in 

units of standard deviation, therefore based on beta coefficient it was possible to establish 

which variable had the greatest effect on career success. The beta also facilitated the ranking 

of constructs according to most influential factors on career success since the significant levels 

of these variables were less (or greater) than 0.05, it was concluded that their influence on 

career success was (was not) supported and all hypotheses are accepted (rejected). 

 

An initial run of the regressions, yielded beta values that did not clouded the interpretation 

process. On further examination, it came to light that for this study because the measures 

utilised varied, z score where applied to standardise the measuring instrument, to facilitate 

comparisons of similar items (Conversation with Kerry Chipp, 02 November 2012) 

 

The hypotheses and associated statistical procedures follow: 

 

H1:  Personality capital will be positively related to perceived individual career success 

Ho1:  Personality capital will not be related to perceived individual career success 

 

H2:  Human capital will be positively related to perceived individual career success 

Ho2:  Human capital will not be related to perceived individual career success 

 

H3:  Social capital will be positively related to perceived individual career success 

Ho3:  Social capital will not be related to perceived individual career success 

 

H4:  Differentiation capital will be positively related to perceived individual career success 
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Ho4:  Differentiation capital will not be related to perceived individual career success 

 

To investigate the effects of the personal branding facets on overall perceived career success 

multiple regression analysis was used. Murphy and Davidshofer (2001) contend that multiple 

regression analysis is well suited for probing the combined or individual predictive nature of 

one or more predictor variables such as career salience on a dependent variable such as 

overall perceived career satisfaction in quantitative research. 

 

4.9  Limitations of the research  

 

The study had limitations that must be acknowledged. These limitations are outlined as follows 

• The study was confined to professionals employed by corporates and as such the 

external labour market was not considered. Essentially excluding entrepreneurs and 

self-employed individuals. 

• The research did not look at the cultural subtleties involved in the personal branding 

process, culture as a dimension was not measured 

• The measure employed in the research was subjective career success reflecting the 

individual’s own sense of his or her career and what it is becoming. It is then possible 

that the results were not entirely objective. 

• Issues of self-report may have obscured findings in the data. While self-ratings are the 

most commonly used form of assessment for many psychological constructs (Conway, 

2002), they may present a problem for the validity of the results. The exclusive 

reliance on self-report measures contains the possibility of percept-percept inflation 

(Bozionelos, 2004); even though empirical systematic investigations suggest that this 

danger to validity is overstated. 

• The results of this study may only be generalised to the population of South African 

corporate institutions in the service industry as such the results may not be 

generalised to other countries or product based industries 

• Limited to knowledge workers and not trades persons 

• Also, the response rate may have affected the validity of the findings. As the responses 

were anonymous, it cannot be determined if non-respondents were in any meaningful 

way different than respondents. 
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• A delimitation of this study was the use of quantitative methods only. Mixed methods 

would have allowed for a further in-depth understanding of the impact of personal 

branding as perceived by the participants engaging in the practice of personal 

branding endeavours. Through the use of further qualitative methods, more insight 

could have been provided as it relates to the several factor surrounding principals’ 

perceptions on career success and personal branding efforts. 
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CHAPTER 5: RESULTS 

 

The previous chapter explained the methodology and a specific research protocol employed in 

this study. The following chapter focuses on the results of the study by providing a description 

of the results of data analyses and hypotheses testing in narrative and tabulated manners. As a 

starting point, demographic information for the employee and supervisor respondents is 

reported such as gender, age, tenure, and marital status along with organizational proportions 

of participants. Descriptive statistics, such as means, standard deviations, followed by bivariate 

correlations are reported for all study variables. Lastly, the results of the tests of research 

hypotheses are provided. 

 

5.1 Respondents and Sample 

 

5.1.1 Profile of Respondents  

Surveys were collected from 168 knowledge professionals but 45 responses were excluded 

due to the fact that pertinent information was missing from the partially completed surveys. 

The final sample included in this study consisted of a total of 123 individuals from a total of 

500 sent out questionnaires (24.60% response rate) from various industries. 

Table 5.1 presents the demographic characteristics of the respondents. Around a half of the 

respondents were male (45.5%), whereas slightly more than half of the respondents were 

female (54.6%). 

Table 5.1: Gender Distribution 

 FREQUENCY PERCENT 

Female 67 54.6% 

Male 56 45.5% 

Total 123 100.0% 

 

Respondents were asked to indicate their age at their last birthday. Age yielded a mean of 

34.35years with a standard deviation of 7.146.  
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Figure 5.1: Age Distribution 

 

In this study, tenure which was a measured using actual periods yielded a mean of 11.84 years 

and a standard deviation of 8.064.  A quarter of the respondents have worked for 4-7 years. 

 

Figure 5.2: Tenure Distribution 

 

 

 



52 

 

5.2 Descriptive Statistics for Study Variables  

 

5.2.1 Means, Standard Deviations, and Ranges  

 

The mean score and standard deviations, ranges and internal reliability measures for the 

independent variables of interest, Career Salience, Internal Locus of Control, External Locus of 

Control, Learning and Development, Breadth of Network, Innovative Behaviour, Intrinsic Job 

Motivation are provided in Table 5.3.  

 

As summarised in Table 5.3, the mean scores for all dimensions are just above the midway 

mark. The three highest personal branding dimensions were Learning and development, 

Internal Locus of Control and Intrinsic job Motivation. Learning and development was the 

highest dimension, with a mean of 20.8 followed by internal locus of control with a mean of 

19.74 over total scores of 25 for both dimensions. Intrinsic job motivation displayed a mean of 

31.91 relative to the total score of 42. The variability of the sub-scales ranges between a 

standard deviation of 1.36 and standard deviation of 8.06, with tenure yielding the highest 

variability (SD = 8.06), and education yielding the lowest variability (SD = 1.36). 

 

 

Table 5.2 summarises the descriptive statistics and Cronbach’s alpha coefficients for the 

subscales of the measuring instruments. The self-assessment scales, presented acceptable 

internal reliability levels ranging between 0.72 and 0.87. While different levels of reliability are 

required, depending on the nature and purpose of the scale, Nunnally (1978) recommends a 

minimum level of .7. Cronbach alpha values are dependent on the number of items in the 

scale. The Cronbach’s alpha coefficients of the values are above the thresholds suggested by 

both Huyseman (1996) and (Nunnally, 1978); both regarded these thresholds as being 

acceptable for research purposes. The internal reliability consistency is high for both the 

Breadth of Network and Learning and Development dimensions, both yielding Cronbach’s 

alpha values of 0.87. 
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Table 5.2: Descriptive Statistics 

FACTOR MEAN STANDARD 

DEVIATION  

MAX 

SCORE 

RANGE MIN MAX  CRONBACH 

ALPHAS 

Career 

Salience  
38.61 6.96 

55 33 20 53 0.82 

Internal 

Locus of 

Control 

19.74 2.70 

25 14 11 25 0.73 

External 

Locus of 

Control 

10.72 3.37 

25 15 5 20 0.73 

Learning and 

Development 
20.80 3.16 

42 14 11 25 0.87 

Breadth of 

Network 
20.60 4.79 

35 23 7 30 0.87 

Innovative 

Behaviour 
20.07 4.35 

30 22 8 30 0.82 

Intrinsic Job 

Motivation 
31.91 2.73 

42 
15 

20 35 0.72 

Pay 

Satisfaction 
10.41 4.83 

21 
18 

2 14 0.79 

Career 

Satisfaction 
9.69 3.08 

15 12 3 15 0.82 

Education 3.73 1.36 6 5 1 6 N/A 

Age 34.35 7.15  33 24 57 N/A 

Tenure 11.84 8.06  39 1 40 N/A 

 

5.2.1.1 Descriptive statistics: Independent Variables 

 

5.2.1.1.1 Learning and Development 

The majority of the respondents indicated that they sought out opportunities for continuous 

learning in their careers 91% and the same applied for 89 % of the respondents who actively 

were in the practice of seeking out training and development opportunities. As such 88% of 

the respondents could lay claim to the fact that they not only had a diversified set of job 

related skills but also remained current on the trends and development in their professions at 

83.8%  

 

5.2.1.1.2 Internal and External Locus of Control 

In response to whether the respondents considered their career success to be driven by an 

internal locus of control as opposed to destiny and chance, 88.2% of the respondents believed 
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that they felt that when they got what wanted, it was usually as a result of the hard work and 

efforts they had applied to the endeavour. 11.3% of the respondents however believed that to 

a great extent their lives were controlled by accidental happenings and 10.5 % felt that 

whether or not they got to be leaders was dependant on whether they were lucky enough to 

be in the right place at the right time. The standard deviation for internal and external locus of 

control were 2.70 and 3.37 respectively 

 

5.2.1.1.3 Intrinsic job motivation 

The majority 96.0% of the participants indicated that they felt a personal sense of satisfaction 

when they performed their jobs well. Only 1.6% indicated that In terms of intrinsic job 

motivation they disagreed or where uncertain as to the level of satisfaction a job well done 

yielded for them. This was matched by the fact that approximately 96.2% of the respondents 

indicated that they took pride in doing their jobs as well as they could 

 

5.2.1.1.4 Career Salience  

Career salience displayed a mean score of 38.61 from a total scale total of 55. The variability of 

the sub-scale for career salience displayed the highest variability standard deviation for the 

independent variables of 6.96 

 

In terms of career salience, 40% of the sample indicated that they considered their career 

salience quotient to be very high, rating themselves at least above 42 out of the total score of 

55. A minority of 8% of the respondents indicated that career salience was not a primary driver 

in their lives, scoring below the mid-way point of the scale. 44.7 % of the participants agreed 

that the most important things they did in their lives involved their career while 14.6 % 

indicated that they strongly agreed with the statement. 64, 2 % indicated many of their life 

goals involved their careers. 

 

5.2.1.1.5 Breadth of Network 

In terms of their networking abilities the 56.1% indicated that they regularly networked with 

individuals outside of their organisation with only 44.7% indicating that they had extensive 

contacts within the industry in which they worked. 
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5.2.1.1.6 Innovative Behaviour 

In a bid to introduce innovative behaviour into their personal repertoire of skills 61% of the 

respondents indicated that to a great extent they sought out new technologies, processes, 

techniques, and product ideas and actively investigated and secured funds needed to 

implement new ideas. In line with this a similar percentage of 58% of the respondent indicated 

that they were more than able to generate creative ideas. 35.8% of the respondents believed 

themselves to be very innovative and 14.6% deemed themselves to be innovative to an 

exceptional degree  

 

5.2.1.2 Descriptive statistics: dependent variables 

5.2.1.2.1 Pay satisfaction 

As summarised in Table 5.3, the ranges of the participants mean scores for pay satisfaction 

were analysed. The mean score yielded for general job satisfaction was 10.41 out of a total 

score of 21. The variance of the sample, as indicated by the standard deviation, was 4.83. The 

respondents were asked whether considering their skills and the effort they put into their 

work, they were very satisfied with their remuneration, only 30.9% responded in the 

affirmative 

 

 

5.2.1.2.2 Career satisfaction  

The average score for career was 9.69 out of a total score of 15. The variability on the total 

scale was a standard deviation of 3. 08. 52% of the respondents were generally satisfied with 

their career status with 57% feeling that their current career progress was satisfactory. 

 

5.3 Correlational statistics  

 

Correlational analyses help to determine which variables must be controlled during hypothesis 

testing, as well as help identify issues with multicollinearity. In this section, the procedure for 

interpreting the Pearson product-moment correlation coefficient (r) is presented. For the 

purposes of this research the Pearson correlation is used to explore the strength of the 

relationship between two continuous variables. Pearson r is designed for interval level 



56 

 

(continuous) variables (Palliant, 2011). This was utilised in order to get an indication of the 

direction, whether it is positive or negative, and the strength of the relationship.  

 

Two types of correlations are provided in the correlation matrix. First, a simple bivariate 

correlation, between two variables, also known as zero order correlation is provided (Palliant, 

2011). Secondly partial correlations which will also allow for the exploration of the 

relationships between two variables while controlling for another variable will be presented.  

 

The correlation matrices for both the career satisfaction scale and the pay satisfaction scale 

are illustrated below in Tables 5.3 and have been provided in order to explore the 

interrelationships among some of the variables included in the theoretical model presented in 

Chapter 2 and the corresponding survey attached in Appendix 1. The survey was designed to 

explore the factors that affect respondents’ perceived career success. Thus in assessing the 

correlation between the respondents’ personal branding efforts and their level of perceived 

career success, this section offers a closer look at the dataset and gives a view of the general 

dynamics within the model. The detailed correlation analysis is provided in Appendix 2 

 

 

The table below provides the For the Pearson partial correlation coefficients between each 

pair of factors: 
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Table 5.3: Partial Correlations controlling for Age and Tenure  

  FE CS ILOC ELOC LD BON IB IJM PS CSA 

Formal education 

Pearson 

Correlation 
1          

Sig. (2-tailed)            

N 123          

Career Salience 

Pearson 

Correlation 
.190

*
 1         

Sig. (2-tailed) 0.035           

N 123 123         

Internal Locus of 

Control 

Pearson 

Correlation 
0.059 .207

*
 1        

Sig. (2-tailed) 0.515 0.022          

N 123 123 123        

External Locus of 

Control 

Pearson 

Correlation 

-

0.029 

-

0.155 

-

.275
**

 
1       

Sig. (2-tailed) 0.751 0.088 0.002         

N 123 123 123 123       

Learning & 

Development 

Pearson 

Correlation 
.189

*
 .380

**
 .460

**
 

-

.305
**

 
1      

Sig. (2-tailed) 0.036 0 0 0.001        

N 123 123 123 123 123      

Breadth of 

Network 

Pearson 

Correlation 
0.097 0.144 .302

**
 -.195

*
 .479

**
 1     

Sig. (2-tailed) 0.286 0.113 0.001 0.03 0       

N 123 123 123 123 123 123     

Innovative 

Behaviour 

Pearson 

Correlation 
0.02 .273

**
 .323

**
 

-

.266
**

 
.523

**
 .502

**
 1    

Sig. (2-tailed) 0.826 0.002 0 0.003 0 0      

N 123 123 123 123 123 123 123    

Intrinsic Job 

Motivation 

Pearson 

Correlation 

-

0.002 
.221

*
 0.055 -.181

*
 0.149 0.16 0.124 1   

Sig. (2-tailed) 0.982 0.014 0.547 0.045 0.099 0.077 0.173     

N 123 123 123 123 123 123 123 123   

Pay Satisfaction 

Pearson 

Correlation 
0.156 0.119 0.093 

-

0.146 
0.107 0.108 0.11 0.085 1 .508

**
 

Sig. (2-tailed) 0.085 0.191 0.305 0.106 0.237 0.234 0.227 0.35   0 
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N 123 123 123 123 123 123 123 123 123 123 

Career 

Satisfaction 

Pearson 

Correlation 
0.066 .190

*
 0.108 -.220

*
 0.122 .286

**
 0.148 0.142 .508

**
 1 

Sig. (2-tailed) 0.466 0.035 0.236 0.015 0.18 0.001 0.101 0.117 0   

N 123 123 123 123 123 123 123 123 123 123 

 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Key to table 5.3 

ABBREV FACTOR 

FE Formal Education Factor 

CS Career Salience Factor 

ILOC Internal Locus of Control Factor  

ELOC External Locus of Control Factor 

LD Learning and development Factor 

BON Breadth of Network Factor 

IB Innovative Behaviour Factor 

IJM Intrinsic Job Motivation Factor 

PS Pay Satisfaction Factor 

CSA Career Satisfaction Factor 
 

 

 

With regards to determining the direction of the relationships, most of the independent 

variables displayed a positive relationship with the dependent variables and with each other, 

except for intrinsic job Motivation which displayed a negative relationship with formal 

education .External locus of control displayed a negative correlation to all the other variables 

in the model. The highest correlations (were observed between pay satisfaction and education 

(r = 0.16), and between career salience and pay satisfaction (r = 0.57). 
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To determine the strength of the relationship, different authors suggest different 

interpretations; however, Cohen (1988:79–81) suggests the following guidelines: 

 

STRENGTH CORRELATION 

Small  r=.10 to .29 

Medium  r=.30 to .49 

 

Large  r=.50 to 1.0 

 

 

The results presented above, indicate that there were very weak significant positive 

correlations between the pay satisfaction and two factors, namely Internal Locus of Control 

and Intrinsic Job Motivation, where r=.09 for both. The remaining factors displayed small 

significant positive correlations with pay satisfaction. For the dependent variable career 

satisfaction there was a very weak significant positive correlation of r= .07 between the career 

satisfaction and formal education. The remaining factors, displayed small significant positive 

correlations with career satisfaction ranging from r= .14 to r =29 

 

With regards to correlations with other variables large the strongest significant correlations ,r 

≥ 0.50, large practical effect size were observed between pay satisfaction and career 

satisfaction with r = 0.51, Innovative behaviour with both  Learning & Development and 

Breadth of Network with r=.52 and r= .50 respectively. Learning and development had a 

medium correlation of r=0.48 with breadth of network. 

 

An examination of the demographic variables in the correlation matrix in Appendix 2 suggests 

that age was negatively related to both formal education (r = -.20, p < .05) and career salience 

(r = -.11). There was a small positive correlation of r= .14 with pay satisfaction and (r= 0.22, p < 

.05) with career satisfaction. Tenure was also positively related both pay and career 

satisfaction, displaying r=.13 and (r=.23, p < .05) respectively. However tenure was negatively 

correlated with  education (r=.27, p < .01). Age and tenure were strongly positively related 

reflecting (r=.93, p < .01)   
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5.4 Inferential statistics: multiple regression  

5.4.1 Career Satisfaction 

To explore the relationship between the various independent variables which serve predictors 

of subjective career success, multiple regression techniques are employed. These techniques 

are based on the above mentioned correlations and allow for a more sophisticated exploration 

of the interrelationships amongst the set of variables. 

 

Table 5:4 Career Satisfaction Model Summary
c   

 

Model R R 

Square 

Adjusted 

R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 
.226

a
 .051 .035 .98213749 .051 3.239 .226

a
 .051 .035 

2 
.445

b
 .198 .127 .93454427 .147 2.567 .445

b
 .198 .127 

 

b. Predictors: (Constant), Tenure, Age, ILOCFACTOR, IJMFACTOR, Education, IBFACTOR, ELOCFACTOR, CSFACTOR, 

BONFACTOR, LDFACTOR 

c. Dependent Variable: CSAFACTOR 

 

 

The model summary for career satisfaction table provided above illustrates the R Square value 

of the factors, which reveals how much of the variance in the dependent variable , career 

satisfaction, is explained by the model all the personal branding factors. The variables in Model 

1, which were the control variables of age and tenure, revealed that the overall model explains 

5.1 per cent of the variance. Model 2 variables (Career Salience, Internal & External Locus of 

Control, Learning & Development, Formal Education, Breadth of Network, Intrinsic job 

Motivation and Innovative Behaviour) were then included, as part of the hierarchical 

regression process, the model as a whole explained 19.8  per cent of the variance in career 

satisfaction , even when the effects of age and tenure have been controlled for. It is important 

to note that this second R square value includes all the variables including the controls. 

 

Tabachnick & Fidell (2007) state that the Adjusted R Square value in the output, presents the 

adjustment necessary to mitigate against the rather optimistic overestimation that is resultant 
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when a small sample is involved, that is to say, Adjusted R square statistic ‘corrects’ this value 

to provide a better estimate of the true population value (Palliant, 2011). Based on this figure 

the model as a whole explained 12.7 per cent of the variance in career satisfaction, even when 

the effects of age and tenure have been controlled for 

 

To assess the statistical significance of the result, the table labelled ANOVA below provides the 

result. 

 

TABLE 5.5 CAREER SATISFACTION ANOVA
a 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 
6.249 2 3.124 3.239 .043

b
 

Residual 
115.751 120 .965 

  

Total 
122.000 122 

   

2 

Regression 
24.182 10 2.418 2.769 .004

c
 

Residual 
97.818 112 .873 

  

Total 
122.000 122 

   

a. Dependent Variable: Zscore(CSAFACTOR) 

b. Predictors: (Constant), Zscore(Tenure), Zscore(Age) 

c. Predictors: (Constant), Zscore(Tenure), Zscore(Age), Zscore(ILOCFACTOR), Zscore(IJMFACTOR), Zscore(CSFACTOR), 

Zscore(BONFACTOR), Zscore(ELOCFACTOR), Zscore(IBFACTOR), Zscore(LDFACTOR) 

 

The Sig. F change value indicates for this line (.004), which is a statistically significant 

contribution. The ANOVA table indicates that the model as a whole is significant (F (10, 122) = 

2.77, p < .0005). This tests the null hypothesis that multiple R in the population equals 0. The 

model for career satisfaction is close to achieving statistical significance (Sig. = .000; which 

really means p<.0005). 

 

To assess which of the variables included in the model contributed to the prediction of the 

dependent variable, an analysis of the table below labelled coefficients was carried out. The 

column labelled Beta under standardised coefficients provides the comparison of the different 

variables. The standardised coefficient means that the values for each of the different 

variables have been converted to the same scale to allow for comparison (Palliant, 2011) .In 
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order to establish which variable made the strongest unique contribution to explaining the 

dependent variable of career satisfaction, when the variance explained by all other variables in 

the model is controlled for, an assessment of the standardised Beta column was carried out. A 

ranking of the largest to the smallest beta coefficient value ignoring any negative signs was 

carried out 

 

For each of these variables, a check of the value in the column marked Sig. was also carried 

out, to ascertain whether the variable was making a statistically significant unique contribution 

to the equation. The other potentially useful piece of information in the coefficients table was 

the Part correlation coefficients. These coefficients were referred to in the literature as semi-

partial correlation coefficients (Tabachnick & Fidell 2007:145). The square of this value, gives 

an indication of the contribution of a variable to the total R square, that is, how much of the 

total variance in the dependent variable is uniquely explained by that variable and how much R 

square would drop if it wasn’t included in the model. 
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Table 5.6 Coefficients
- 

Regression model summary with career satisfaction as dependent 

variable and personal branding dimensions as independent variables 

 

 
Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Correlations Collinearity 

Statistics 

 Zscores B Std. 

Error 

 

Beta 

Zero-

order 

Partial Part Toleran

ce 

VIF 

1 

Constant .000 .089 
 

.000 1.000 
     

Age .070 .234 .070 .300 .765 .218 .027 .027 .144 6.955 

Tenure .160 .234 .160 .681 .497 .225 .062 .061 .144 6.955 

2 Constant .000 .084 
 

.000 1.000 
     

 Tenure .312 .233 .312 1.339 .183 .225 .126 .113 .132 7.592 

 BON .254 .105 .254 2.427 .017 .286 .224 .205 .652 1.535 

 ELOC -.190 .093 -.190 -2.039 .044 -.220 -.189 -.173 .824 1.213 

 CS .187 .095 .187 1.959 .053 .190 .182 .166 .785 1.274 

 LD -.138 .117 -.138 -1.182 .240 .122 -.111 -.100 .527 1.899 

 Education .094 .091 .094 1.033 .304 .066 .097 .087 .861 1.161 

 Age -.069 .230 -.069 -.300 .765 .218 -.028 -.025 .136 7.359 

 IJM .035 .089 .035 .391 .697 .142 .037 .033 .908 1.102 

 IB -.008 .108 -.008 -.079 .937 .148 -.007 -.007 .614 1.628 

 ILOC -.002 .097 -.002 -.022 .983 .108 -.002 -.002 .754 1.327 

a. a. Dependent Variable: CSAFACTOR 

 
 

Scanning the Sig. column in Table 5.6, there are no variables that made a unique statistically 

significant contribution of less than .05.The variables however are ranked in order of 

importance according to their beta values, ignoring the negative sign. According to the ranking, 

the four most significance variables are: breadth of network (β = 0.25), career salience (β = 

0.19), external locus of control (β = -0.19) and learning & development (β = -0.14),   in terms of 

contributing significantly to the variance in career satisfaction.  
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5.4.2 Pay Satisfaction 

 

TABLE 5:7 MODEL SUMMARY
C  

FOR PAY SATISFACTION 

 

Model R R 

Square 

Adjusted 

R 

Square 

Std. 

Error of 

the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .135
a
 .018 .002 4.828 .018 1.121 2 120 .329 

2 .299
b
 .090 .008 4.813 .071 1.094 8 112 .373 

a. Predictors: (Constant), Tenure, Age 

b. Predictors: (Constant), Tenure, Age, ILOCFACTOR, IJMFACTOR, Education, IBFACTOR, ELOCFACTOR, CSFACTOR, 

BONFACTOR, LDFACTOR 

c. Dependent Variable: PSFACTOR 

 

The model summary for pay satisfaction table provided above illustrates an R Square value of 

the values. This tells you how much of the variance in the dependent variable, which is pay 

satisfaction, is explained by the model all the personal branding factors. The model as a whole 

explains 9.0 per cent of the variance in pay satisfaction, even when the effects of age and 

tenure have been controlled for. The Adjusted R Square value in the output and the 

significance levels suggest that none of the factors contribute to pay satisfaction (Tabachnick & 

Fidell 2007). To validate this conclusion around the statistical significance of the result, the 

table labelled ANOVA below is presented.  
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TABLE 5.8 PAY SATISFACTION ANOVA
a  

TABLE
 

 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 
2.238 2 1.119 1.121 .329

b
 

Residual 
119.762 120 .998 

  

Total 
122.000 122 

   

2 

Regression 
10.921 10 1.092 1.101 .368

c
 

Residual 
111.079 112 .992 

  

Total 
122.000 122 

   

a. Dependent Variable: PSFACTOR 

b. Predictors: (Constant), Tenure, Age 

c. Predictors: (Constant), Tenure, Age, ILOCFACTOR, IJMFACTOR, Education, IBFACTOR, ELOCFACTOR, CSFACTOR, 

BONFACTOR, LDFACTOR 
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Table 5.9 Coefficients
- 

Regression model summary with pay satisfaction as dependent 

variable and personal branding dimensions as independent variables 

Model 
Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 
Correlations Collinearity Statistics 

  
B Std. 

Error 

 

Beta 

Zero-

order 

Partial Part Tolerance VIF 

1 

Constant 
.000 .090 

 
.000 1.000 

     

Age 
.098 .239 .098 .411 .682 .135 .037 .037 .144 6.955 

Tenure 
.040 .239 .040 .166 .868 .130 .015 .015 .144 6.955 

2 Constant 
.000 .090 

 
.000 1.000 

     

 Age 
-.035 .245 -.035 -.144 .886 .135 -.014 -.013 .136 7.359 

 
Tenure 

.223 .248 .223 .897 .372 .130 .084 .081 .132 7.592 

 
Education 

.193 .097 .193 1.991 .049 .156 .185 .180 .861 1.161 

 
CSFACT

OR 

.074 .102 .074 .727 .469 .119 .068 .066 .785 1.274 

 
ILOCFAC

TOR 

.027 .104 .027 .263 .793 .093 .025 .024 .754 1.327 

 
ELOCFA

CTOR 

-.119 .099 -.119 
-

1.198 
.233 -.146 -.113 -.108 .824 1.213 

 
LDFACT

OR 

-.043 .124 -.043 -.347 .729 .107 -.033 -.031 .527 1.899 

 
BONFAC

TOR 

.013 .112 .013 .120 .904 .108 .011 .011 .652 1.535 

 
IBFACTO

R 

.061 .115 .061 .529 .598 .110 .050 .048 .614 1.628 

 
IJMFACT

OR 

.033 .095 .033 .345 .731 .085 .033 .031 .908 1.102 

a. Dependent Variable: PSFACTO 
 

 
 
 

5.5 Decisions regarding the research hypotheses 

 

Based on the preceding results, the following decisions regarding the hypotheses could be 

made. The p ≤ 0.05 (5% level) confidence level was utilised as a criterion for accepting the 
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hypotheses or rejecting the null hypotheses. The null hypotheses indicating no statistically 

significant relationship exists between individuals perceived career success and the various 

career capital competences. Factors that will not differ significantly in their levels of perceived 

career careers success are rejected in instances where the criterion cut-off (significant at the p 

≤ 0.05 confidence level) was not met and the alternative hypotheses are accepted where the 

cut-off has been met. As indicated in the Table 5.10 below, the null hypotheses of this study 

were rejected, as significant relationships between the variables and differences between 

groups were found in most instances 

 

Table 5.10 Overview of decisions regarding the first research hypotheses 

 

Hypotheses Decision 

 

Reasoning 

 

H1: A statistically significant 

relationship exists between 

personality capital and career 

success 

Rejected  No statistically significant 

relationships were yielded 

between personality capital 

variables with the dependent 

variables. This is with the 

exception of the relationship 

between career salience and 

external locus with perceived 

career satisfaction. 

 

 

 

a) H1a: Personality capital will be 

positively related to an 

individual’s career satisfaction.  

 

Partially accepted 

 

b) H1b: Personality capital will 

be positively related to an 

individual’s pay satisfaction.  

Rejected 

 

Ho1: No statistically significant 

relationships exist between 

personality capital and perceived 

individual career success.  

Accepted 

 

H2: A statistically significant 

relationship exists between 

human capital and career 

success 

Rejected  No statistically significant 

relationships were yielded 

between human capital 

variables and career satisfaction 

 

 

 

a) H2a: Human capital will be 

positively related to an 

individual’s career satisfaction.  

Rejected  

b) H2b: Human capital will be 

positively related to an 

individual’s pay satisfaction.  

Rejected 

 

Ho2: No statistically significant 

relationships exist between 

human capital and perceived 

individual career success.  

Accepted 
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Table 5.10 (Contd) Overview of decisions regarding the first research hypotheses 

 
Hypotheses Decision 

 

Reasoning 

 

H3: A statistically significant 

relationship exists between 

social capital and career success 

Accepted 

 

A statistically significant 

relationships was yielded 

between breadth of  network 

and career satisfaction 

 

 

 

a) H3a: Social capital will be 

positively related to an 

individual’s career satisfaction.  

Accepted 

 

b) H3b: Social capital will be 

positively related to an 

individual’s pay satisfaction.  

Rejected 

 

Ho3: No statistically significant 

relationships exist between 

social capital and perceived 

individual career success.  

Rejected 

 

H4: A statistically significant 

relationship exists between 

differentiation capital and career 

success 

Rejected 

 

 

No statistically significant 

relationships were yielded 

between differentiation capital 

variables and career satisfaction 

 

 

 

a) H4a: Differentiation capital 

will be positively related to an 

individual’s career satisfaction.  

Rejected 

 

b) H4b: Differentiation capital 

will be positively related to an 

individual’s pay satisfaction.  

Rejected 

 

Ho4: No statistically significant 

relationships exist between 

differentiation capital and 

perceived individual career 

success.  

Accepted 
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CHAPTER 6 DISCUSSION 

 

In this chapter an answer will be proposed to the central research question of this research; is 

personal branding a valid strategic tool for career success? The discussion in this chapter found 

its roots in the preceding three chapters by taking into account, the theoretical framework, the 

methodology chapter and the results of the survey.  

 

The overall goal of this study was to more comprehensively investigate what dimensions of 

personal branding predicts career success. Although various limitations in the study set out at 

the end of the methodology chapter prohibit definitive explanations, and relatively small effect 

sizes for all the variables circumscribe the implications of some of the results, this study did 

reveal several interesting insights into the predictors of subjective career success. The 

conceptual model of career success received mixed support from the results in that some of 

the variables contributed a unique amount of variance in predicting career satisfaction , but 

none of the variables contributed a significant amount of variance in predicting pay 

satisfaction As such several aspects of the findings deserve further discussion.  

 

6.1 Demographics 

 

Demographic characteristics explained a significant amount of variance in both dimensions of 

subjective success (particularly with respect to career satisfaction, where tenure explained 

more variance than any other set of predictors). This result is consistent with past research, 

which has reported a similar finding from (Hall, 1976, 2002), that career age as measured by 

career tenure is a more significant measure instead of chronological age or life stages; 

however tenure is closely correlated with age. 

 

This study attempted to extrapolate the empirical evidence in regard to industrial psychology 

onto the field of marketing, more specifically, as it relates to personal branding. The perceived 

career success of the individual has been subdivided into two different measurements, for 

one, career satisfaction, significant relationships were found. 
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6.2 Personal branding dimensions with pay satisfaction 

 

The positive impact of pay satisfaction on job satisfaction is evidenced by the high positive 

correlation of (r=+.51, p < .001), between the two variables. This is in line with the findings of 

sSweet Nelson & Moberg (2005) stated that the correlation between job satisfaction and 

income satisfaction is high They also found that, whereas unlike the findings of this study the 

found that career satisfaction is not correlated with years in practice. 

 

 Pay satisfaction was less explained by the results found in this research, however in a 

moderate way an tenure (β 0.223) education (β 0.193) and external locus of control (β -0.119) 

were found to have a rather significant influence on the respondent’s pay satisfaction. All 

three findings can be explained , the influence that tenure in regard to pay satisfaction can be 

explained by  the fact that the more experience as an individual amasses over time, the more 

they are likely to earn ,as such this would have a positive influence on earnings satisfaction.  

 

Perhaps the predominant “Generation X and Y” individuals sampled in the study who were 

higher on career salience but did not believe they had achieved greater career success as it 

specifically pertains to remuneration, could be explained by the fact that they hold very 

different expectations than individuals from other age cohorts. While additional research is 

required to determine whether there is any scientific merit to this explanation, it is consistent 

with writing on the changing expectations of younger workers (Hall & Moss, 1998). 

 

The same logic follows for education levels. The role education was one of the two factors that 

displayed a high beta and a significant relationship with perceived financial success. The level 

of education made a material difference in pay satisfaction. Individuals who possessed higher 

degrees positively predicted with pay satisfaction. This was an expected outcome a higher 

degree may put an individual in a different labour market that of highly skilled workers.  Schulz 

(1961), called education an investment and proposed the consequences as a form of capital: 

human capital. According to Schulz this capital could not be bought or sold by an individual, 

however it enhanced the generic value to the economy as a productive service from the 

individual. Robinson and Sexton (1994) have found empirical evidence that higher levels of 
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education increase the chances of success as measured by earnings.  This is reinforced by the 

fact that since few individuals have advanced/ doctorate degrees (only 1 in the sample under 

research), it is a scarce resource that apparently yields significant dividends 

 

6.3 Personal branding dimensions with career satisfaction 

 

Personality and human capital variables explained a significant amount of variance in career 

satisfaction. Individuals who developed their human capital, and who displayed a high level of 

career salience, were substantially more likely to achieve career satisfaction. The overall 

importance of human capital and motivational variables, and the noteworthy effects of the 

specific variables within these categories of variables, suggests how aspiring individuals may be 

more extrinsically successful in their careers. 

 

6.3.1 Personality capital relationship to perceived individual career success 

Career salience displayed a standardised coefficient beta (β 0.187). This is line with Day and 

Allen’s (2004) study where they found career motivation to be positively related to salary, 

subjective reports of career success and performance. Eby, Butts & Lockwood, (2003) also 

found career insight, as part of career motivation, to be of predictive value for perceived 

career success.  The explanation for this result is aptly described by (Vroom 1964, in Wayne, 

Liden, Kraimer & Graf, 1999) who introduced the expectancy valence theory of motivation. The 

theory suggests that people are motivated to invest effort if there is an expectation that the 

applied effort will lead to the attainment of intrinsic and extrinsic rewards. This applied effort 

has in the past often been measured as career salience (Boudreau, Boswell & Judge, 2001).  

 

Over the years, many studies (Arthur et al., 2005; Ng, Eby, Seibert et al. (1999), Sorensen, & 

Feldman, 2005) have examined both career self-management behaviours and more cognitive 

indicators of career self-management such as career competencies as antecedents that 

facilitate career success. The evidence shows shown that individuals who reflect more actively 

about their career goals and who have a stronger insight in what they want to attain during 

their career, report a higher level of career success.  
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In light of the previously discussed new career realities that manifest in frequent changes in 

the world of work, individuals are now required to reinvent their careers from time to time, a 

pursuit that according to (Hall, 1996) requires high levels of self-awareness and personal 

responsibility. Hall refers to these higher order skills and knowledge that are related to the 

management of self and career as career meta-competencies which include self-knowledge, 

adaptability, tolerance for ambiguity and uncertainty. It is assumed that self-managing 

individuals more actively strive to obtain their desired career goals which in turn should make 

them feel more successful in their career, validating the hypothesis that investment in 

personality capital increases the likelihood of career success (De Vos and Soens 2008).  

 

In a moderate way an external locus of control (-β 0.19) was found to have a rather significant, 

albeit negative influence on career satisfaction. The relationship can be explained, because an 

individual’s who possess an external locus of control thereby believe that they are not in 

control of their own destiny. With this belief in mind, individuals will not always contribute to 

their success as the feeling is that ultimate success is something that is out of their control. The 

outcome is that if the individual achieves a career that is deemed as unsuccessful, then there is 

no accountability on the individual’s side for the outcome as exogenous factors are responsible 

for the outcome. 

 

The specific findings associated with ‘knowing why’ demonstrate that not all individuals may 

fare equally well in the boundary less career. Consistent with Eby et al., (2003), individuals 

have career insight, are more likely to thrive in an unstable and ever-changing work 

environments and that individuals high on internal locus of control tend to report greater 

career satisfaction (Seibert et al., 1999). The simple explanation could be that those individuals 

who are high on career insight engage in more career exploration, or perhaps do so more 

efficiently. 

 

 

 This research failed to find significant effects between internal locus of control and perceived 

career success. However, the lack of a significant relationship being found is contrary to 
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research findings such as (Seibert, Crant, & Kramer, 2001). One explanation is that the sample 

used in the current study is different from those used in previous research. Specifically, the 

subjects in the present study tended to be younger (and more homogeneous in age) than 

those included in previous research such as (Judge, Higgins, Thoresen, & Barrick, 1999; Seibert 

et al., 2001). 

 

6.3.2 Human capital relationship to perceived individual career success 

(Jones and Whitmore 1995, in (Day & Allen, 2004), showed the positive relationship between 

career motivation and participation in learning and developmental activities. The findings of 

this study validate this summation. Career salience is positively and medium correlated to 

intrinsic job motivation (r=+.38, p < .001). Predictably the learning and development factor 

showed medium to positive correlation with internal locus of control and medium negative 

correlations with external locus of control, as it follows that individuals who believe they drive 

their own destinies would take full control of any initiatives that would enhance their skills set, 

propelling them closer to success. The learning and development factor showed a small 

positive correlations of (r=+.12, p < .001) with career success, which is in line with the findings 

in Day & Allen, (2004). 

 

Interestingly, learning and development had a negative influence (β -0.138) on career 

satisfaction. This is contrary to what was expected as the literature shows that individuals with 

a protean career attitude experience greater responsibility for their career choices and 

opportunities (Hall, 1976, 2002), as such the protean career is characterised by continuous 

learning that spans organisational boundaries. It also is at odds with Bird, Hugh and Arthur 

(1996) who carried on the theme of continuous learning, defining careers as repositories of 

knowledge, specifically as the accumulation of information and knowledge embodied in skills, 

expertise and relationship networks acquired through an evolving sequence of work 

experiences over time. Bird et al (1996) emphasised the point that it is the information and 

knowledge that is accumulated in the course of an individual’s work life experiences that 

constitute a career thus the nature and quality of a career is defined by the knowledge gained, 

which can be removed, rearranged and replaced.  
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Hall (2202) asserts that career competences enable individuals to not only learn how to learn 

but because they can only be acquired through interaction with other people, they enable 

individuals to perfect their interpersonal skills. In building the foundation for this theory, Hall 

stresses that social interaction enables the process of valuing differences which is important 

for the development of a range of personal abilities such as self-discovery, effective 

communication and building interdependent relationships.  

 

The discussion above leads to the conclusion that knowing how is also related to career 

success.as measured by career satisfaction. The idea that building and diversifying one’s skill 

set and engaging in continuous learning is essential in today’s economy has been extensively 

discussed in the literature (Arthur et al., 1999; Arthur & Rousseau, 1996a; Bird, 1994; Eby et al, 

2003). The findings in this research confirm the importance of these activities by linking skill 

building to perceived career satisfaction. It might be suggested that perhaps those with 

extensive skill sets and a propensity to seek out new learning experiences report more 

satisfaction in their career because they feel well rounded and have a strong professional 

identity (Eby et al, 2003). This would reinforce the importance of developing an integrated self-

identity that is not tied to any one organisation and instead is linked to one’s profession (Eby 

et al, 2003). 

 

6.3.3 Social capital relationship to perceived individual career success 

Bird et al. (1996) also emphasise that an integral part of the career development process is the 

formation of networks, since the practice provides opportunities for interpersonal discourse 

which is key to gaining knowledge. In this study the career satisfaction outcome can be 

moderately explained by breadth of network that an individual is in possession of (β 0.254). 

Based on the thinking outlined in protean career theories, network participation is thus seen 

as aiding in the lifelong series of short learning stages, with the aim of achieving employability 

in the light of fading job security. 

 

Knowing whom competencies, are also deemed to be important predictors of career success. 

Previous research has demonstrated that having extensive networks within and beyond the 

organisation is associated with perceptions of external marketability and vice versa (Eby et al, 

2003). That is to say external networks are associated with perceptions about internal 
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marketability. These findings extend into this current research by linking networking to 

perceived career success. It is also, with findings being consistent with the idea that 

networking is very important in today’s marketplace and suggests that there is merit to the 

idea that individuals should consider investing their time in networking both inside and outside 

their organization. 

 

6.3.4 Differentiation capital relationship to perceived individual career success 

A consequence of the added effort alluded to in the expectancy valence theory is that it also 

leads to good performance; however contrary to expectation the  correlation between career 

salience and intrinsic job motivation in this study was very weak. Furthermore the intrinsic job 

motivation factor did not make a noteworthy contribution to either career satisfaction or pay 

satisfaction. 

 

 

6.4 Personal branding model reworked 

 

Personal branding, as the literature suggests, typically begins with establishing an inventory of 

core competencies, expertise, demonstrated abilities, and existing level of recognition, 

informed by market research or feedback (Awan, Ebad, & Baig, 2011). It is the ability of 

individuals to market them-selves like a product which has clear cut differential advantage 

over competing products which in this instance is other individuals. It’s about managing your 

marketing mix over time and changing according to customer requirements and needs. As 

regards the human capital elements, education level proved to be the clear cut differential 

advantage over competing products, with individual’s experiencing greater feelings of success, 

the higher their education levels. This could be explained by the probable ability to charge 

premium prices and having positive customer based brand equity. 

 

As elaborated in the literature on personality capital elements, both people brand identity and 

people brand reputations are influenced by the human component of the individual person. 

The relationship between the individual’s self-definition, the meaning of its role in society as 

embodied in personal identity and its behaviour in society is reciprocal (Awan, Ebad, & Baig, 

2011). A personal brand identity, which is attached to the human identity, is more powerful, 
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credible and sustainable. Similarly, a personal brand identity includes a core that is constant. 

As for product brands, people brand identity includes different dimensions. The strength of a 

person brand as a product stems from the cultural meaning which the person transfers upon 

consumers, who use it to build their own self. Further, the analyses predicting perceived 

career success, knowing why, in the form of career salience emerged as one of the most 

important predictors. Thus, a willingness to identify opportunities and set realistic goals 

appears particularly likely to pay career dividends. 

 

People brands need high target audiences’ awareness as well as the loyalty and support of 

these audiences in order to be successful. In terms of perceived quality, positive perceptions 

and associations are based on a person’s behaviour, physical appearance, attitudes and 

beliefs, and demographic profile (Park, B., 1986 in Bendisch, Larsen and Trueman, 2007). The 

social capital elements rise to prominence, particularly when referring to people with power 

and prestige are a natural focus of social interest because their actions and personal qualities 

often have more consequences for more people than those with less standing perceptions, 

intentionally or unintentionally. (Bromley, 1993 in (Bendisch, Larsen and Trueman, 2007)). The 

knowing who competence as articulated by breadth of network, emerged as the most 

important predictor of perceived career success. Thus, an ability to cultivate networks will 

have a positive impact on career success 

 

From the above discussion one can infer three positioning elements are required in the 

personal branding process that is. Having unique educational skills, attributes like career 

insights and rapport building. So if the working definition of personal branding in the simple 

words of (Awan, Ebad, & Baig, 2011, p34) is “a process in which people make efforts to 

position and market themselves as a successful and unique brand for their personal and 

professional image/impression, career growth and development”. The authors further defined 

personal branding as the creation of an asset that pertains to a particular person or individual; 

this includes but is not limited to the body, clothing, appearance and knowledge contained 

within, leading to an indelible impression that is uniquely distinguishable (Awan, Ebad, & Baig, 

2011). As such the conceptual model defined in Chapter 2, is reworked, factoring in the 

outcome of the study, to construct a theoretical framework for personal branding 
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The findings in this research are similar to those of Eby et al., (2003). Their findings illustrated 

that all three competences knowing why, knowing whom, and knowing how are all important 

in predicting perceived career success. In this study these manifested as career salience, 

breadth of network and formal education respectively. As with Eby et al, all three classes of 

predictors were found to have some practical value given their unique contribution to 

prediction and indicate the relative importance of these three sets of predictors in 

understanding the three criterion variables. 
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CHAPTER 7 CONCLUSSION 

 

7.1 Insights from the reworked model  

 

This research was aimed at providing more insight in regard to the importance of personal 

branding dimensions of human capita; social capital, differentiation capital and individual 

personal characteristics in regard to the individual’s career success. In this study, two 

variables were used to measure career success, pay and career satisfaction.  

 

 Education was found to have the most influence on pay satisfaction and breadth of network 

on career satisfaction. This relationship was as expected since in the rapid changing world of 

work, one can rely on network participation which was found to have a positive influence on 

the level of career satisfaction of the individual in a positive way. The participation in the 

network, achieved through breadth of network results in individuals achieving a fairly well 

known position in the marketplace which in turn results in potential business offers from being 

better known amongst their peers and colleagues. Van der Born (2009) notes that the network 

participation can also increase the learning curve by helping out well known contacts with 

issues, this could benefit the overall skills level of knowledge professionals, which leads to 

higher career satisfaction.  

 

When looking at the dependent variable of pay satisfaction it is disappointing to note that save 

for education, there were no other significant relationships found at the p= 0,05 level of 

reliability. There were two different characteristics that found to have had a significant 

influence on career satisfaction, namely a positive relationship with breadth of network and a 

negative relationship with external locus of control. Career salience had a semi significant 

relationship with career satisfaction. These were anticipated; however it unfortunate that 

none of the other variables were found to have a significant influence on career satisfaction. 
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7.2 Recommendations for knowledge professionals 

 

Shepherd (2005) notes that in the marketing field, the divide between the marketing of an 

individual and the retailing of a product or service can be distorted, yet in reality for many 

professionals, there is no clear dividing line between marketing their professional services and 

marketing themselves. What most marketing texts are n consensus over though is the   

emphasis on the importance of the individual’s personality in personal selling.  

 

While it is normal for individuals to develop multiple roles, personas and self-images in their 

personal, social and working lives (Shepherd, 2005) , the importance of developing a coherent 

brand identity, grounded in self-awareness  that stems from deep career insights is essential.  

To avoid brand dilution and conflict, Individuals should abstain from constructing several brand 

identities to suit different audiences for them-selves as they run the risk of having undermining 

their personal branding in the marketplace.  

 

Even if individuals are able to construct a personal brand, that identifies and highlights their 

distinctive value offering, they may find it increasingly difficult to live this unique brand 

(Shepherd, 2005). This is because a personal brand inevitably focuses on selected personal 

abilities and attributes, and excludes others, which may lead to tensions emerging as they 

attempt to live up to a constrained version of themselves. However individuals possessing a 

low external locus of control, can easily counteract the adverse effects of this, as their life 

direction is individuals are more accountable for their actions 

 

As McNally and Speak (2000) explained the continued maintenance of a personal brand is a 

constantly evolving process, necessitated by the fact that people’s values change as they get 

older and their experiences expand over time. As such, consistently evaluating and one’s 

personal brand values and how choices either run parallel or contrary to those values are an 

on-going process. Knowledge professionals should thus be wary of taking on roles that are not 

aligned with their expressed values which can lead to questions of authenticity or a loss of 

trust between individuals and the brand. As Zarkada (2011) notes once an individual becomes 
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confident in his or her values, personal brand maintenance should become more of a natural 

process. 

 

7.3 Recommendations for future research 

 

The findings in this research reinforce the idea that networking is very important in today’s 

marketplace and suggest that individuals may want to invest more time in networking both 

socially and professionally. Future research could extend the findings of this research by linking 

networking perceptions of both internal and external marketability, as an additional measure 

of career success.  

 

Furthermore the results for pay satisfaction in this research yielded no conclusive insights. 

Perhaps a study using remuneration as an objective measure as opposed to a subjective 

measure would provide more revealing insights. 

 

Another interesting area for future research would be determining how personality traits 

relate to one’s marketability. For instance, do individuals who are high on proactive 

personality or openness to experience network more effectively or intensively? Likewise, it 

would be worthwhile to explore whether those high on career insight engage in more career 

exploration, or perhaps do so more efficiently than those who are not 

 

7.4 Conclusions 

 

The concept of personal branding is closely aligned to general human interaction, focusing on 

the building and maintenance of relationships and the importance of understanding one’s 

personal values. As such many personal brand proponents directly apply commodity-branding 

concepts to individuals, focusing on perceptual image and identity. While these elements can 

help expand and reinforce the presentation of a personal brand, they cannot stand on their 

own. In order for a personal brand to succeed, it must be closely in-tune with the essential 

values of the individual; if the person’s choices and actions coincide with these values, they will 



81 

 

add authenticity and authority to the brand, strengthening it and the relationships with which 

it is associated. 

 

Personal branding has been positioned as a process to which the input is a person’s identity, 

the method is communication via their personal network and the outcome is achieving career 

objectives and defined success. In a recessionary world economy, where cost-cutting and 

downsizing are high on the corporate survival agenda and a job market for professionals that is 

expected to be increasingly competitive as job openings decrease, it is indeed a good 

marketing move by knowledge professionals seeking to market themselves to attempt to 

expand the target market for their skills and talents by appealing to a wider audience. The 

deconstruction of the personal branding literature has demonstrated that there is a market 

need for personal branding that is linked to the prevalence of identity crises and job insecurity.  

 

It is thus the social role of the personal brand strategist to identify the target audience’s needs 

and develop ways to fulfil them to the satisfaction of the parties to the exchange relationship. 

What is being termed commodification by the personal branding literature, is hope: the hope 

of standing out in the crowded global labour market, the hope of receiving acknowledgement, 

and feeling unique and worthy of attention. Most of all though, it is the hope of finding one’ 

true self in a space where meaning and traditional values have been eroded by conspicuous 

consumption as a panacea to obscurity and loneliness. 
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APPENDICES 

APPENDIX 1: PERSONAL BRANDING SELF-ASSESSMENT QUESTIONNAIRE 

INFORMED CONSENT 

I am an MBA student at the Gordon Institute of Business Science (GIBS). As partial requirement 

to complete the degree I am doing research on personal branding for careers success. 

 

Please kindly complete this web based questionnaire that should take no more than 15 

minutes of your time. Your participation is voluntary and you can withdraw at any time 

without penalty. All responses will be dealt with confidentially. By completing the anonymous 

questionnaire you indicate that you voluntarily participate in this research. 

 

Should you have any questions or concerns, you may contact the researcher or their 

supervisor. Contact details are provided below. 

 

Researcher  

Name:  Aggie Hatendi 

Email:  aggiehatendi@yahoo.com  

Phone: 079 470 6347 

 

Research Supervisor 

Name:  Professor. Steve Bluen 

Email: bluens@gibs.co.za 

Phone:  082 924 2003 
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SECTION 1: BACKGROUND INFORMATION 

There are no wrong or right answers in any of the questions provided. Please kindly provide 

your opinion 

1. Indicate your age at your last birthday:  

Years: 
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3. Indicate your total work experience:  

Years: Months: 

  

4. Indicate your level of education 

FORMAL EDUCATION 

S
e

co
n

d
a

ry
  

E
d

u
ca

ti
o

n
 

D
ip

lo
m

a
 

U
n

d
e

rg
ra

d
u

a
te

 D
e

g
re

e
 

P
o

st
g

ra
d

u
a

te
 

H
o

n
o

u
rs

 

D
e

g
re

e
 

M
a

st
e

r’
s 

D
e

g
re

e
/ 

 

P
ro

fe
ss

io
n

a
l 

A
cc

re
d

it
a

ti
o

n
 

D
o

ct
o

ra
te

 D
e

g
re

e
 

1 Indicate your highest educational level achieved 1 2 3 4 5 6 
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CAREER SALIENCE  

Questions pertaining to your attitude towards your career 

S
tr

o
n

g
ly

 

d
is

a
g

re
e

 

D
is

a
g

re
e

 

N
e

u
tr

a
l 

A
g

re
e

 

S
tr

o
n

g
ly

 

a
g

re
e

 

The most important things I do in life involve my career. 1 2 3 4 5 

My friends and family know that my career is very important in 

my life. 

1 2 3 4 5 

I don’t really have any specific feelings about the importance of 

my career in my life.  

1 2 3 4 5 

For me having a career is more than just working 1 2 3 4 5 

I used to care quite a lot about my career, but now other things 

are more important to me.  

1 2 3 4 5 

I want to work, but I don’t want a demanding career.  1 2 3 4 5 

I am willing to make sacrifices in my personal life to succeed in 

my career. 

1 2 3 4 5 

Choosing a career was one of the most important decisions I ever 

made. 

1 2 3 4 5 

My family and my career are both significant parts of my life, but 

my career tends to be more important. 

1 2 3 4 5 

I am willing to make sacrifices in my family life to succeed in my 

career. 

1 2 3 4 5 

Many of my life goals involve my career. 1 2 3 4 5 
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LOCUS OF CONTROL 

Questions pertaining to the extent to which you 

believe you can control internal and external events 

affecting you 

S
tr

o
n

g
ly

 d
is

a
g

re
e

 

D
is

a
g

re
e

 

N
e

u
tr

a
l 

A
g

re
e

 

S
tr

o
n

g
ly

 a
g

re
e

 

1 I am usually able to protect my personal 

interests 

1 2 3 4 5 

2 My life is determined by my own actions 1 2 3 4 5 

3 I can pretty much determine what will 

happen in my life 

1 2 3 4 5 

4 When I make plans I am almost certain to 

make them work 

1 2 3 4 5 

5 When I get what I want, it’s usually 

because I worked hard for it 

1 2 3 4 5 

6 To great extent my life is controlled by 

accidental happenings 

1 2 3 4 5 

7 Often there is no chance of protecting 

my personal interests from bad things 

happening 

1 2 3 4 5 

8 When I get what I want it’s usually 

because I’m lucky 

1 2 3 4 5 

9 It’s not always wise for me to plan too far 

ahead because many things turn out to 

be a matter of good or bad fortune 

1 2 3 4 5 

10 Whether or not I get to be leader 

depends on whether I’m lucky enough to 

be in the right place at the right time.  

1 2 3 4 5 
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LEARNING AND DEVELOPMENT 

Questions pertaining to development of skills and 

continuous learning 

S
tr

o
n

g
ly

 

d
is

a
g

re
e

 

D
is

a
g

re
e

 

N
e

u
tr

a
l 

A
g

re
e

 

S
tr

o
n

g
ly

 a
g

re
e

 

1 I seek out opportunities for continuous 

learning in my career  

1 2 3 4 5 

2 I have a diversified set of job related skills  1 2 3 4 5 

3 I remain current on the trends and 

development in my profession 

1 2 3 4 5 

4 I seek out training and development 

opportunities 

1 2 3 4 5 

5 I constantly update my job-related skills 1 2 3 4 5 

 

BREADTH OF NETWORK 

Questions relating to internal and external networks 

S
tr

o
n

g
ly

 

d
is

a
g

re
e

 

D
is

a
g

re
e

 

N
e

u
tr

a
l 

A
g

re
e

 

S
tr

o
n

g
ly

 

a
g

re
e

 

Co-workers say I know a lot of people within the 

organisation. 

1 2 3 4 5 

I am well connected within the organisation. 1 2 3 4 5 

I have a lot of contacts within the organisation. 1 2 3 4 5 

I have extensive contacts within the industry in 

which I work. 

1 2 3 4 5 

Co-workers say I know a lot of people outside the 

organisation. 

1 2 3 4 5 

I regularly network with individuals outside of my 

organisation. 

1 2 3 4 5 

I do not have many professional contacts 1 2 3 4 5 
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INNOVATIVE BEHAVIOUR  

 

Questions to measure your creativity levels 

N
o

t 
a

t 
a

ll
 

S
li

g
h

tl
y

 

M
o

d
e

ra
te

ly
 

V
e

ry
 

T
o

 a
n

 e
x

ce
p

ti
o

n
a

l 

d
e

g
re

e
 

To what extent do you search out new technologies, 

processes, techniques, and/or product ideas?  

1 2 3 4 5 

To what extent do you generate creative ideas?  1 2 3 4 5 

To what extent do you promote and champions 

ideas to others.  

1 2 3 4 5 

 To what extent do you investigate and secure funds 

needed to implement new ideas.  

1 2 3 4 5 

To what extent do you develop adequate plans and 

schedules for the implementation of new ideas? 

1 2 3 4 5 

To what extent do you consider yourself to be 

innovative 

1 2 3 4 5 
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INTRINSIC JOB MOTIVATION  

 

Questions to gauge your 

performance quality 

S
tr

o
n

g
ly

 d
is

a
g

re
e

 

D
is

a
g

re
e

 

S
li

g
h

tl
y

 d
is

a
g

re
e

 

N
e

it
h

e
r 

a
g

re
e

 
n

o
r 

d
is

a
g

re
e

 

S
li

g
h

tl
y

 a
g

re
e

 

A
g

re
e

 

S
tr

o
n

g
ly

 a
g

re
e

 

I feel a personal sense of 

satisfaction when I do my job 

well 

1 2 3 4 5 6 7 

My opinion of myself goes down 

when I do my job badly 

1 2 3 4 5 6 7 

I take pride in doing my job as 

well as I can 

1 2 3 4 5 6 7 

I feel unhappy when my work is 

not up to my usual standard 

1 2 3 4 5 6 7 

I like to look back on the day’s 

work with a sense of a job well 

done 

1 2 3 4 5 6 7 

I try to think of ways of doing my 

job effectively 

1 2 3 4 5 6 7 
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PAY SATISFACTION 

 

 Questions to ascertain how 

satisfied you are with your 

remuneration 

S
tr

o
n

g
ly

 d
is

a
g

re
e

 

D
is

a
g

re
e

 

S
li

g
h

tl
y

 d
is

a
g

re
e

 

N
e

it
h

e
r 

a
g

re
e

 
n

o
r 

d
is

a
g

re
e

 

S
li

g
h

tl
y

 a
g

re
e

 

A
g

re
e

 

S
tr

o
n

g
ly

 a
g

re
e

 

1 I am very happy with the 

amount of money I make 

1 2 3 4 5 6 7 

2 Considering my skills and the 

effort I put into my work, I am 

very satisfied with my pay 

1 2 3 4 5 6 7 

3 How satisfied are you with the 

amount of pay you get? 

1 2 3 4 5 6 7 

 

 

 

 

 

 

CAREER SATISFACTION 

Questions relating to how you perceive you career 

success 

S
tr

o
n

g
ly

 

d
is

a
g

re
e

 

D
is

a
g

re
e

 

N
e

u
tr

a
l 

A
g

re
e

 

S
tr

o
n

g
ly

 a
g

re
e

 

1 In general I felt satisfied with my career status 1 2 3 4 5 

2 In general I am satisfied with my current job, 1 2 3 4 5 

3 In general I feel my current progress was 

satisfactory 

1 2 3 4 5 
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APPENDIX 2: CORRELATIONS AND REGRESSIONS 

Regression 

 

Correlations 

 Zscore(CSAFACTO

R) 

Zscore(Age) Zscore(Tenure) 

Pearson Correlation 

Zscore(CSAFACTOR) 1.000 .218 .225 

Zscore(Age) .218 1.000 .925 

Zscore(Tenure) .225 .925 1.000 

Zscore(Education) .066 -.203 -.261 

Zscore(CSFACTOR) .190 -.106 -.130 

Zscore(ILOCFACTOR) .108 .034 .009 

Zscore(ELOCFACTOR) -.220 -.050 .031 

Zscore(LDFACTOR) .122 .019 -.024 

Zscore(BONFACTOR) .286 .110 .101 

Zscore(IBFACTOR) .148 .015 -.015 

Zscore(IJMFACTOR) .142 .071 .057 

Sig. (1-tailed) 

Zscore(CSAFACTOR) . .008 .006 

Zscore(Age) .008 . .000 

Zscore(Tenure) .006 .000 . 

Zscore(Education) .233 .012 .002 

Zscore(CSFACTOR) .018 .122 .075 

Zscore(ILOCFACTOR) .118 .356 .459 

Zscore(ELOCFACTOR) .007 .292 .367 

Zscore(LDFACTOR) .090 .417 .396 
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Zscore(BONFACTOR) .001 .112 .133 

Zscore(IBFACTOR) .051 .436 .435 

Zscore(IJMFACTOR) .059 .217 .266 

N 

Zscore(CSAFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 

Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 

Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(Education) Zscore(CSFACTOR) Zscore(ILOCFACTOR

) 

Pearson Correlation 

Zscore(CSAFACTOR) .066 .190 .108 

Zscore(Age) -.203 -.106 .034 

Zscore(Tenure) -.261 -.130 .009 

Zscore(Education) 1.000 .190 .059 

Zscore(CSFACTOR) .190 1.000 .207 

Zscore(ILOCFACTOR) .059 .207 1.000 

Zscore(ELOCFACTOR) -.029 -.155 -.275 



102 

 

Zscore(LDFACTOR) .189 .380 .460 

Zscore(BONFACTOR) .097 .144 .302 

Zscore(IBFACTOR) .020 .273 .323 

Zscore(IJMFACTOR) -.002 .221 .055 

Sig. (1-tailed) 

Zscore(CSAFACTOR) .233 .018 .118 

Zscore(Age) .012 .122 .356 

Zscore(Tenure) .002 .075 .459 

Zscore(Education) . .018 .257 

Zscore(CSFACTOR) .018 . .011 

Zscore(ILOCFACTOR) .257 .011 . 

Zscore(ELOCFACTOR) .375 .044 .001 

Zscore(LDFACTOR) .018 .000 .000 

Zscore(BONFACTOR) .143 .056 .000 

Zscore(IBFACTOR) .413 .001 .000 

Zscore(IJMFACTOR) .491 .007 .273 

N 

Zscore(CSAFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 

Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 
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Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(ELOCFACTO

R) 

Zscore(LDFACTOR) Zscore(BONFACTOR

) 

Pearson Correlation 

Zscore(CSAFACTOR) -.220 .122 .286 

Zscore(Age) -.050 .019 .110 

Zscore(Tenure) .031 -.024 .101 

Zscore(Education) -.029 .189 .097 

Zscore(CSFACTOR) -.155 .380 .144 

Zscore(ILOCFACTOR) -.275 .460 .302 

Zscore(ELOCFACTOR) 1.000 -.305 -.195 

Zscore(LDFACTOR) -.305 1.000 .479 

Zscore(BONFACTOR) -.195 .479 1.000 

Zscore(IBFACTOR) -.266 .523 .502 

Zscore(IJMFACTOR) -.181 .149 .160 

Sig. (1-tailed) 

Zscore(CSAFACTOR) .007 .090 .001 

Zscore(Age) .292 .417 .112 

Zscore(Tenure) .367 .396 .133 

Zscore(Education) .375 .018 .143 

Zscore(CSFACTOR) .044 .000 .056 

Zscore(ILOCFACTOR) .001 .000 .000 

Zscore(ELOCFACTOR) . .000 .015 

Zscore(LDFACTOR) .000 . .000 

Zscore(BONFACTOR) .015 .000 . 

Zscore(IBFACTOR) .001 .000 .000 
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Zscore(IJMFACTOR) .022 .049 .039 

N 

Zscore(CSAFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 

Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 

Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(IBFACTOR) Zscore(IJMFACTOR) 

Pearson Correlation 

Zscore(CSAFACTOR) .148 .142 

Zscore(Age) .015 .071 

Zscore(Tenure) -.015 .057 

Zscore(Education) .020 -.002 

Zscore(CSFACTOR) .273 .221 

Zscore(ILOCFACTOR) .323 .055 

Zscore(ELOCFACTOR) -.266 -.181 

Zscore(LDFACTOR) .523 .149 

Zscore(BONFACTOR) .502 .160 

Zscore(IBFACTOR) 1.000 .124 
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Zscore(IJMFACTOR) .124 1.000 

Sig. (1-tailed) 

Zscore(CSAFACTOR) .051 .059 

Zscore(Age) .436 .217 

Zscore(Tenure) .435 .266 

Zscore(Education) .413 .491 

Zscore(CSFACTOR) .001 .007 

Zscore(ILOCFACTOR) .000 .273 

Zscore(ELOCFACTOR) .001 .022 

Zscore(LDFACTOR) .000 .049 

Zscore(BONFACTOR) .000 .039 

Zscore(IBFACTOR) . .086 

Zscore(IJMFACTOR) .086 . 

N 

Zscore(CSAFACTOR) 123 123 

Zscore(Age) 123 123 

Zscore(Tenure) 123 123 

Zscore(Education) 123 123 

Zscore(CSFACTOR) 123 123 

Zscore(ILOCFACTOR) 123 123 

Zscore(ELOCFACTOR) 123 123 

Zscore(LDFACTOR) 123 123 

Zscore(BONFACTOR) 123 123 

Zscore(IBFACTOR) 123 123 

Zscore(IJMFACTOR) 123 123 
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a. Dependent Variable: Zscore(CSAFACTOR) 

b. All requested variables entered. 

 

 

Model Summary
c
 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

Change Statistics 

R Square Change F Change 

1 .226
a
 .051 .035 .98213749 .051 3.239 

2 .445
b
 .198 .127 .93454427 .147 2.567 

 

Model Summary
c
 

Model Change Statistics 

df1 df2 Sig. F Change 

1 2
a
 120 .043 

2 8
b
 112 .013 

 

a. Predictors: (Constant), Zscore(Tenure), Zscore(Age) 

b. Predictors: (Constant), Zscore(Tenure), Zscore(Age), Zscore(ILOCFACTOR), Zscore(IJMFACTOR), Zscore(Education), Zscore(IBFACTOR), 

Zscore(ELOCFACTOR), Zscore(CSFACTOR), Zscore(BONFACTOR), Zscore(LDFACTOR) 

c. Dependent Variable: Zscore(CSAFACTOR) 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 6.249 2 3.124 3.239 .043
b
 

Residual 115.751 120 .965 
  

Total 122.000 122 
   

2 

Regression 24.182 10 2.418 2.769 .004
c
 

Residual 97.818 112 .873 
  

Total 122.000 122 
   

 

a. Dependent Variable: Zscore(CSAFACTOR) 

b. Predictors: (Constant), Zscore(Tenure), Zscore(Age) 

c. Predictors: (Constant), Zscore(Tenure), Zscore(Age), Zscore(ILOCFACTOR), Zscore(IJMFACTOR), Zscore(Education), 

Zscore(IBFACTOR), Zscore(ELOCFACTOR), Zscore(CSFACTOR), Zscore(BONFACTOR), Zscore(LDFACTOR) 

 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .000 .089 
 

.000 1.000 

Zscore(Age) .070 .234 .070 .300 .765 

Zscore(Tenure) .160 .234 .160 .681 .497 

2 

(Constant) .000 .084 
 

.000 1.000 

Zscore(Age) -.069 .230 -.069 -.300 .765 

Zscore(Tenure) .312 .233 .312 1.339 .183 

Zscore(Education) .094 .091 .094 1.033 .304 
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Zscore(CSFACTOR) .187 .095 .187 1.959 .053 

Zscore(ILOCFACTOR) -.002 .097 -.002 -.022 .983 

Zscore(ELOCFACTOR) -.190 .093 -.190 -2.039 .044 

Zscore(LDFACTOR) -.138 .117 -.138 -1.182 .240 

Zscore(BONFACTOR) .254 .105 .254 2.427 .017 

Zscore(IBFACTOR) -.008 .108 -.008 -.079 .937 

Zscore(IJMFACTOR) .035 .089 .035 .391 .697 

 

Coefficients
a
 

Model Correlations Collinearity Statistics 

Zero-order Partial Part Tolerance VIF 

1 

(Constant) 
     

Zscore(Age) .218 .027 .027 .144 6.955 

Zscore(Tenure) .225 .062 .061 .144 6.955 

2 

(Constant) 
     

Zscore(Age) .218 -.028 -.025 .136 7.359 

Zscore(Tenure) .225 .126 .113 .132 7.592 

Zscore(Education) .066 .097 .087 .861 1.161 

Zscore(CSFACTOR) .190 .182 .166 .785 1.274 

Zscore(ILOCFACTOR) .108 -.002 -.002 .754 1.327 

Zscore(ELOCFACTOR) -.220 -.189 -.173 .824 1.213 

Zscore(LDFACTOR) .122 -.111 -.100 .527 1.899 

Zscore(BONFACTOR) .286 .224 .205 .652 1.535 

Zscore(IBFACTOR) .148 -.007 -.007 .614 1.628 

Zscore(IJMFACTOR) .142 .037 .033 .908 1.102 
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a. Dependent Variable: Zscore(CSAFACTOR) 

 

Charts 
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Regression 
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Notes 

Output Created 28-OCT-2012 11:00:51 

Comments 
 

Input 

Data 

F:\AUTHENTIC PERSONAL 

BRANDING FOR CAREER 

SUCCESS\Crunch 

Time\SPSS\Crunch Time 

Template.sav 

Active Dataset DataSet1 

Filter <none> 

Weight <none> 

Split File <none> 

N of Rows in Working Data File 123 

Missing Value Handling 

Definition of Missing 
User-defined missing values are 

treated as missing. 

Cases Used 

Correlation coefficients for each pair 

of variables are based on all the 

cases with valid data for that pair. 

Regression statistics are based on 

these correlations. 

 

Notes 
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Syntax 

REGRESSION 

  /DESCRIPTIVES MEAN STDDEV 

CORR SIG N 

  /MISSING PAIRWISE 

  /STATISTICS COEFF OUTS R 

ANOVA COLLIN TOL CHANGE ZPP 

  /CRITERIA=PIN(.05) POUT(.10) 

  /NOORIGIN 

  /DEPENDENT ZPSFACTOR 

  /METHOD=ENTER ZAge ZTenure 

  /METHOD=ENTER ZEducation 

ZCSFACTOR ZILOCFACTOR 

ZELOCFACTOR ZLDFACTOR 

ZBONFACTOR ZIBFACTOR 

ZIJMFACTOR 

  /SCATTERPLOT=(*ZRESID 

,*ZPRED) 

  /RESIDUALS 

NORMPROB(ZRESID) 

  /SAVE MAHAL COOK. 

Resources 

Processor Time 00:00:02.92 

Elapsed Time 00:00:05.97 

Memory Required 6724 bytes 

Additional Memory Required for 

Residual Plots 
496 bytes 

Variables Created or Modified 

MAH_6 Mahalanobis Distance 

COO_6 Cook's Distance 
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[DataSet1] F:\AUTHENTIC PERSONAL BRANDING FOR CAREER SUCCESS\Crunch 

Time\SPSS\Crunch Time Template.sav 

 

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Zscore(PSFACTOR) 0E-7 1.00000000 123 

Zscore(Age) 0E-7 1.00000000 123 

Zscore(Tenure) 0E-7 1.00000000 123 

Zscore(Education) 0E-7 1.00000000 123 

Zscore(CSFACTOR) 0E-7 1.00000000 123 

Zscore(ILOCFACTOR) 0E-7 1.00000000 123 

Zscore(ELOCFACTOR) 0E-7 1.00000000 123 

Zscore(LDFACTOR) 0E-7 1.00000000 123 

Zscore(BONFACTOR) 0E-7 1.00000000 123 

Zscore(IBFACTOR) 0E-7 1.00000000 123 

Zscore(IJMFACTOR) 0E-7 1.00000000 123 

 

 

Correlations 

 Zscore(PSFACTOR) Zscore(Age) Zscore(Tenure) 

Pearson Correlation 

Zscore(PSFACTOR) 1.000 .135 .130 

Zscore(Age) .135 1.000 .925 

Zscore(Tenure) .130 .925 1.000 

Zscore(Education) .156 -.203 -.261 
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Zscore(CSFACTOR) .119 -.106 -.130 

Zscore(ILOCFACTOR) .093 .034 .009 

Zscore(ELOCFACTOR) -.146 -.050 .031 

Zscore(LDFACTOR) .107 .019 -.024 

Zscore(BONFACTOR) .108 .110 .101 

Zscore(IBFACTOR) .110 .015 -.015 

Zscore(IJMFACTOR) .085 .071 .057 

Sig. (1-tailed) 

Zscore(PSFACTOR) . .069 .076 

Zscore(Age) .069 . .000 

Zscore(Tenure) .076 .000 . 

Zscore(Education) .042 .012 .002 

Zscore(CSFACTOR) .095 .122 .075 

Zscore(ILOCFACTOR) .152 .356 .459 

Zscore(ELOCFACTOR) .053 .292 .367 

Zscore(LDFACTOR) .118 .417 .396 

Zscore(BONFACTOR) .117 .112 .133 

Zscore(IBFACTOR) .113 .436 .435 

Zscore(IJMFACTOR) .175 .217 .266 

N 

Zscore(PSFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 
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Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 

Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(Education) Zscore(CSFACTOR) Zscore(ILOCFACTOR

) 

Pearson Correlation 

Zscore(PSFACTOR) .156 .119 .093 

Zscore(Age) -.203 -.106 .034 

Zscore(Tenure) -.261 -.130 .009 

Zscore(Education) 1.000 .190 .059 

Zscore(CSFACTOR) .190 1.000 .207 

Zscore(ILOCFACTOR) .059 .207 1.000 

Zscore(ELOCFACTOR) -.029 -.155 -.275 

Zscore(LDFACTOR) .189 .380 .460 

Zscore(BONFACTOR) .097 .144 .302 

Zscore(IBFACTOR) .020 .273 .323 

Zscore(IJMFACTOR) -.002 .221 .055 

Sig. (1-tailed) 

Zscore(PSFACTOR) .042 .095 .152 

Zscore(Age) .012 .122 .356 

Zscore(Tenure) .002 .075 .459 

Zscore(Education) . .018 .257 

Zscore(CSFACTOR) .018 . .011 

Zscore(ILOCFACTOR) .257 .011 . 

Zscore(ELOCFACTOR) .375 .044 .001 
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Zscore(LDFACTOR) .018 .000 .000 

Zscore(BONFACTOR) .143 .056 .000 

Zscore(IBFACTOR) .413 .001 .000 

Zscore(IJMFACTOR) .491 .007 .273 

N 

Zscore(PSFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 

Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 

Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(ELOCFACTO

R) 

Zscore(LDFACTOR) Zscore(BONFACTOR

) 

Pearson Correlation 

Zscore(PSFACTOR) -.146 .107 .108 

Zscore(Age) -.050 .019 .110 

Zscore(Tenure) .031 -.024 .101 

Zscore(Education) -.029 .189 .097 

Zscore(CSFACTOR) -.155 .380 .144 

Zscore(ILOCFACTOR) -.275 .460 .302 

Zscore(ELOCFACTOR) 1.000 -.305 -.195 
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Zscore(LDFACTOR) -.305 1.000 .479 

Zscore(BONFACTOR) -.195 .479 1.000 

Zscore(IBFACTOR) -.266 .523 .502 

Zscore(IJMFACTOR) -.181 .149 .160 

Sig. (1-tailed) 

Zscore(PSFACTOR) .053 .118 .117 

Zscore(Age) .292 .417 .112 

Zscore(Tenure) .367 .396 .133 

Zscore(Education) .375 .018 .143 

Zscore(CSFACTOR) .044 .000 .056 

Zscore(ILOCFACTOR) .001 .000 .000 

Zscore(ELOCFACTOR) . .000 .015 

Zscore(LDFACTOR) .000 . .000 

Zscore(BONFACTOR) .015 .000 . 

Zscore(IBFACTOR) .001 .000 .000 

Zscore(IJMFACTOR) .022 .049 .039 

N 

Zscore(PSFACTOR) 123 123 123 

Zscore(Age) 123 123 123 

Zscore(Tenure) 123 123 123 

Zscore(Education) 123 123 123 

Zscore(CSFACTOR) 123 123 123 

Zscore(ILOCFACTOR) 123 123 123 

Zscore(ELOCFACTOR) 123 123 123 

Zscore(LDFACTOR) 123 123 123 

Zscore(BONFACTOR) 123 123 123 

Zscore(IBFACTOR) 123 123 123 
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Zscore(IJMFACTOR) 123 123 123 

 

Correlations 

 Zscore(IBFACTOR) Zscore(IJMFACTOR) 

Pearson Correlation 

Zscore(PSFACTOR) .110 .085 

Zscore(Age) .015 .071 

Zscore(Tenure) -.015 .057 

Zscore(Education) .020 -.002 

Zscore(CSFACTOR) .273 .221 

Zscore(ILOCFACTOR) .323 .055 

Zscore(ELOCFACTOR) -.266 -.181 

Zscore(LDFACTOR) .523 .149 

Zscore(BONFACTOR) .502 .160 

Zscore(IBFACTOR) 1.000 .124 

Zscore(IJMFACTOR) .124 1.000 

Sig. (1-tailed) 

Zscore(PSFACTOR) .113 .175 

Zscore(Age) .436 .217 

Zscore(Tenure) .435 .266 

Zscore(Education) .413 .491 

Zscore(CSFACTOR) .001 .007 

Zscore(ILOCFACTOR) .000 .273 

Zscore(ELOCFACTOR) .001 .022 

Zscore(LDFACTOR) .000 .049 

Zscore(BONFACTOR) .000 .039 

Zscore(IBFACTOR) . .086 

Zscore(IJMFACTOR) .086 . 
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N 

Zscore(PSFACTOR) 123 123 

Zscore(Age) 123 123 

Zscore(Tenure) 123 123 

Zscore(Education) 123 123 

Zscore(CSFACTOR) 123 123 

Zscore(ILOCFACTOR) 123 123 

Zscore(ELOCFACTOR) 123 123 

Zscore(LDFACTOR) 123 123 

Zscore(BONFACTOR) 123 123 

Zscore(IBFACTOR) 123 123 

Zscore(IJMFACTOR) 123 123 

 

 

Variables Entered/Removed
a
 

Model Variables Entered Variables Removed Method 

1 
Zscore(Tenure), 

Zscore(Age)
b
 

. Enter 

2 

Zscore(ILOCFACTO

R), 

Zscore(IJMFACTOR)

, Zscore(Education), 

Zscore(IBFACTOR), 

Zscore(ELOCFACTO

R), 

Zscore(CSFACTOR), 

Zscore(BONFACTO

R), 

Zscore(LDFACTOR)
b
 

. Enter 
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a. Dependent Variable: Zscore(PSFACTOR) 

b. All requested variables entered. 

 

 

Model Summary
c
 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

Change Statistics 

R Square Change F Change 

1 .135
a
 .018 .002 .99900795 .018 1.121 

2 .299
b
 .090 .008 .99588210 .071 1.094 

 

Model Summary
c
 

Model Change Statistics 

df1 df2 Sig. F Change 

1 2
a
 120 .329 

2 8
b
 112 .373 

 

a. Predictors: (Constant), Zscore(Tenure), Zscore(Age) 

b. Predictors: (Constant), Zscore(Tenure), Zscore(Age), Zscore(ILOCFACTOR), Zscore(IJMFACTOR), Zscore(Education), Zscore(IBFACTOR), 

Zscore(ELOCFACTOR), Zscore(CSFACTOR), Zscore(BONFACTOR), Zscore(LDFACTOR) 

c. Dependent Variable: Zscore(PSFACTOR) 

 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 2.238 2 1.119 1.121 .329
b
 

Residual 119.762 120 .998 
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Total 122.000 122 
   

2 

Regression 10.921 10 1.092 1.101 .368
c
 

Residual 111.079 112 .992 
  

Total 122.000 122 
   

 

a. Dependent Variable: Zscore(PSFACTOR) 

b. Predictors: (Constant), Zscore(Tenure), Zscore(Age) 

c. Predictors: (Constant), Zscore(Tenure), Zscore(Age), Zscore(ILOCFACTOR), Zscore(IJMFACTOR), Zscore(Education), 

Zscore(IBFACTOR), Zscore(ELOCFACTOR), Zscore(CSFACTOR), Zscore(BONFACTOR), Zscore(LDFACTOR) 

 

 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .000 .090 
 

.000 1.000 

Zscore(Age) .098 .239 .098 .411 .682 

Zscore(Tenure) .040 .239 .040 .166 .868 

2 

(Constant) .000 .090 
 

.000 1.000 

Zscore(Age) -.035 .245 -.035 -.144 .886 

Zscore(Tenure) .223 .248 .223 .897 .372 

Zscore(Education) .193 .097 .193 1.991 .049 

Zscore(CSFACTOR) .074 .102 .074 .727 .469 

Zscore(ILOCFACTOR) .027 .104 .027 .263 .793 

Zscore(ELOCFACTOR) -.119 .099 -.119 -1.198 .233 

Zscore(LDFACTOR) -.043 .124 -.043 -.347 .729 



122 

 

Zscore(BONFACTOR) .013 .112 .013 .120 .904 

Zscore(IBFACTOR) .061 .115 .061 .529 .598 

Zscore(IJMFACTOR) .033 .095 .033 .345 .731 

 

Coefficients
a
 

Model Correlations Collinearity Statistics 

Zero-order Partial Part Tolerance VIF 

1 

(Constant) 
     

Zscore(Age) .135 .037 .037 .144 6.955 

Zscore(Tenure) .130 .015 .015 .144 6.955 

2 

(Constant) 
     

Zscore(Age) .135 -.014 -.013 .136 7.359 

Zscore(Tenure) .130 .084 .081 .132 7.592 

Zscore(Education) .156 .185 .180 .861 1.161 

Zscore(CSFACTOR) .119 .068 .066 .785 1.274 

Zscore(ILOCFACTOR) .093 .025 .024 .754 1.327 

Zscore(ELOCFACTOR) -.146 -.113 -.108 .824 1.213 

Zscore(LDFACTOR) .107 -.033 -.031 .527 1.899 

Zscore(BONFACTOR) .108 .011 .011 .652 1.535 

Zscore(IBFACTOR) .110 .050 .048 .614 1.628 

Zscore(IJMFACTOR) .085 .033 .031 .908 1.102 

 

a. Dependent Variable: Zscore(PSFACTOR) 
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Excluded Variables
a
 

Model Beta In t Sig. Partial Correlation Collinearity 

Statistics 

Tolerance 

1 

Zscore(Education) .202
b
 2.177 .031 .196 .922 

Zscore(CSFACTOR) .137
b
 1.508 .134 .137 .982 

Zscore(ILOCFACTOR) .090
b
 .993 .323 .091 .996 

Zscore(ELOCFACTOR) -.149
b
 -1.625 .107 -.147 .956 

Zscore(LDFACTOR) .108
b
 1.187 .237 .108 .988 

Zscore(BONFACTOR) .094
b
 1.039 .301 .095 .988 

Zscore(IBFACTOR) .110
b
 1.210 .229 .110 .994 

Zscore(IJMFACTOR) .076
b
 .839 .403 .077 .994 

 

Excluded Variables
a
 

Model Collinearity Statistics 

VIF Minimum Tolerance 

1 

Zscore(Education) 1.084
b
 .138 

Zscore(CSFACTOR) 1.019
b
 .143 

Zscore(ILOCFACTOR) 1.004
b
 .143 

Zscore(ELOCFACTOR) 1.046
b
 .138 

Zscore(LDFACTOR) 1.013
b
 .142 

Zscore(BONFACTOR) 1.012
b
 .144 

Zscore(IBFACTOR) 1.006
b
 .143 

Zscore(IJMFACTOR) 1.006
b
 .143 

 

a. Dependent Variable: Zscore(PSFACTOR) 
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b. Predictors in the Model: (Constant), Zscore(Tenure), Zscore(Age) 

 

 

Collinearity Diagnostics
a
 

Model Dimension Eigenvalue Condition Index Variance Proportions 

(Constant) Zscore(Age) Zscore(Tenure) 

1 

1 1.925 1.000 .00 .04 .04 

2 1.000 1.388 1.00 .00 .00 

3 .075 5.077 .00 .96 .96 

2 

1 2.763 1.000 .00 .00 .00 

2 2.084 1.151 .00 .03 .03 

3 1.037 1.633 .00 .00 .00 

4 1.000 1.662 1.00 .00 .00 

5 .943 1.712 .00 .01 .01 

6 .837 1.817 .00 .00 .00 

7 .768 1.896 .00 .00 .00 

8 .652 2.059 .00 .00 .00 

9 .441 2.503 .00 .00 .00 

10 .406 2.607 .00 .00 .00 

11 .069 6.322 .00 .96 .96 

 

Collinearity Diagnostics
a
 

Model Dimension Variance Proportions 

Zscore(Education) Zscore(CSFACTOR) Zscore(ILOCFACTOR) Zscore(ELOCFACTOR) 

1 1 
    



125 

 

2 
    

3 
    

2 

1 .01 .03 .04 .03 

2 .04 .01 .00 .00 

3 .00 .12 .05 .02 

4 .00 .00 .00 .00 

5 .50 .06 .01 .19 

6 .11 .00 .13 .36 

7 .20 .42 .08 .12 

8 .00 .12 .54 .20 

9 .07 .17 .00 .03 

10 .05 .07 .15 .00 

11 .03 .00 .00 .04 

 

Collinearity Diagnostics
a
 

Model Dimension Variance Proportions 

Zscore(LDFACTOR) Zscore(BONFACTOR) Zscore(IBFACTOR) Zscore(IJMFACTOR) 

1 

1 
    

2 
    

3 
    

2 

1 .05 .04 .04 .01 

2 .00 .00 .00 .00 

3 .01 .03 .02 .56 

4 .00 .00 .00 .00 

5 .01 .00 .01 .01 
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6 .00 .13 .10 .06 

7 .01 .12 .00 .07 

8 .00 .00 .09 .23 

9 .02 .63 .53 .06 

10 .91 .03 .20 .00 

11 .00 .00 .00 .00 

 

a. Dependent Variable: Zscore(PSFACTOR) 

 

 

Residuals Statistics
a
 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value -.7111697 .8971506 0E-7 .29918620 123 

Std. Predicted Value -2.377 2.999 .000 1.000 123 

Standard Error of Predicted Value .172 .542 .290 .067 123 

Adjusted Predicted Value -.6565629 .8165157 .0025665 .30773154 123 

Residual -1.87696350 1.97666144 0E-8 .95419475 123 

Std. Residual -1.885 1.985 .000 .958 123 

Stud. Residual -1.978 2.028 -.001 1.001 123 

Deleted Residual -2.10273218 2.07453394 -.00256651 1.04182775 123 

Stud. Deleted Residual -2.004 2.057 -.001 1.007 123 

Mahal. Distance 2.634 35.170 9.919 5.214 123 

Cook's Distance .000 .071 .008 .011 123 

Centered Leverage Value .022 .288 .081 .043 123 

 

a. Dependent Variable: Zscore(PSFACTOR) 
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Charts 
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