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CATALOG Major marketing theories and the emergence of branding as the

DESCRIPTION: mechanism for professionals to establish their personal brand. Processes

and practices involved in developing and implementing a personal
branding strategy using traditional and digital media.

RATIONALE: The new reality of the graduate job market is characterized by increased
competition. The enterprise culture logic postulates that professionals are
now viewed as entrepreneurs, who are expected to market their
professional self, thus creating and communicating services that create
value for the employers and other stakeholders.

Personal branding is the process by which professionals distinguish
themselves from the competition and create unique, strong and relevant
associations. Unlike product and corporate branding, where the identity is
constructed, in human branding the identity exists, therefore; knowledge
of the self, at the individual and collective level and within the surrounding
context is required from a cross-disciplinary standpoint.

Knowledge of marketing and personal branding principles, concepts,
processes and practices as well as different tools and platforms is vital to
those aiming for a successful professional career and personal wellbeing.
This course helps prepare the student effectively to create and manage
their personal brand as professionals.

LEARNING OUTCOMES: On successful completion of the module, the student should be able to:

1. Critically evaluate different elements of personal branding (brand
identity, brand image, authenticity)

2. Demonstrate understanding of the key features of, and trends in
personal branding, including digitalization and application by
professionals across new media.

3. Apply theoretical concepts to develop and promote the personal
brand of professionals.

METHOD OF TEACHING AND In congruence with the teaching and learning strategy of the college, the
LEARNING: following tools are used:

e Class lectures and seminar-style class discussion of key terms and
concepts with appropriate examples.

e Analysis and discussion of cases and assignments on personal
branding issues.

e Video presentations, pair and group activities

e Office hours: students are encouraged to make full use of the office
hours of their instructor, where they can ask questions, see their exam
paper, and/or go over lecture material.

e Use of a Blackboard site, where instructors post lecture notes,
assignments instructions, timely announcements, as well as
additional resources.

e Guest lectures

ASSESSMENT: Summative:
1-hour Written . o
Examination Essay-type questions 30%
Project . . o
2.250-2,750 words Individual Project 60%




Formative:

Portfolio Self-reflective 10%
exercises

The formative course work aims to prepare students for the second
summative assessment and tests Learning outcomes 3.

The written examination tests Learning Outcomes 1 and 2 with
emphasis placed on 1

The project tests Learning Outcomes 2 and 3.
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INDICATIVE MATERIAL:
(e.g. audiovisual, digital material,
elc.)

N/A

COMMUNICATION
REQUIREMENTS:

Written and verbal communication skills academic / professional English.

SOFTWARE
REQUIREMENTS:

Word, PowerPoint, Excel, Internet, BlackBoard

WWW RESOURCES:

www.personalbrandingblog.com

www.thepersonalbrandingblog.com

http://danschawbel.com

www.businessinsider.com/author/personal-branding-blog

www.forbes.com
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The enterprise culture: The professional as an entrepreneur

The commodification of the self: From product brands to human
brands

Identity construction and personal branding

Fundamentals of personal branding

Personal brand communication

Personal branding in the web 2.0 era

Celebrity culture: The celebrification of professionals

Ethical issues in personal branding




