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1. Teopus



AKTyaJIbHOCTb NpoeKTa

B anoxy unppoBmn3laumm 1 rnodanm3daumm nndHbin bpeHa,
CTAHOBUTCH KJIKOYEBLIM A4 BblOAENEHUA NHOMBUAYYMA

B COLIAa/IbHOW U NpodeccrnoHanbHON cepax.

KHUra noMoXxeT yntaTesito n3y4mnTb TEOPUIO cend-0peHanHra,
N3Y4UTb NPUMeEpPBbI, CNIAaHNPOBATb KOHLUEMLMIO IMYHOIO
OpeHpa, 1 y3HaTtb, KaKk ero MOXXHO BU3yaJIn3npoBaTh.



Lenb NpoekTa 3aJadu npoekTa

[ToMO4Yb KaXXgoMy HANTU CBOE (1) M3Y4UTb OCHOBbI IMYHOIO BpeHaa: OCHOBHbIE
YHUKaNbHOE MECTO B MHOI000- NOHATUSA, TBOPYECKMNE METOObI U CTPpaTErnu,
Pa3HOM MUpPE amn3anHa. KOTOPbIE MOIYyT MOMOYb YNTATENAM BblPa3nTb

M chopMmMpoBaTb CBOW JINYHbIN BpeHa;

(2) NpoaHann3npoBaTb NPUMEPLI JINYHbIX OPEH-
00B N3BECTHbIX AN3aNHEPOB;

(3) pas3padoTaTb ynpaxXHEHUS ANAs8 TOro, YToObl
ynTaTenn MOrnv Ha4yaTb NPoLUEecc onpeaene-
HUA 1 NpeacTaBNEeHNS NTMYHOro OpeHaa

(4) pa3pabdboTaTb NneyaTtHoe n3gaHne



CocTtaB npoekTa

KHura 130 x 190
[TnakaT A3 (MHCTPYKLMA)
bnokHot 130 x 190




LleneBaga ayauntopus

ON3anHepPbl, KOTOPbIM HEOOXOAMMO BbISIBUTb CBOW YHUKAJIbHbINA CTUJ1b
n onpenenintb CBOE MeCTo Ha KOHKYPEHTHOM pPbiHKE An3anHa.

ON3aNHEpPDbI, KOTOPbIE XOTAT BbINTU U3 TPAANLMOHHBLIX Pabo4mnx
MOAesien, co30aTb CBOWM JINYHbIN BpeHd 1 CTaTb (ppunaHcepamm.

(1) CtyneHTbI-An3amHepb.bl (2) Self-employed (camo3aHATbIE)



TemaTnyeckmne AHanorm KHUIM: NHTEPBbLIO C AN3anHepamMun
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I used to be a design student Many Letters. All interviews of Type Journal Hello | am Erik
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1. Personal Branding: Interdisciplinary Systematic Review and Research Agenda.
Sergey Gorbatov, Svetlana N. Khapova and Evgenia l. Lysova

2. Old Practice, but Young Research Field: a Systematic Bibliographic Review
of Personal Branding. StefanScheidt, CarstenGelhard and JorgHenseler
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LlnTaTbl

Personal branding is a strategic process of creating, positioning, and
maintaining a positive impression of oneself, based in a unique combination

of individual characteristics, which signal a certain promise to the target
audience through a differentiated narrative and imagery.

JINYHbIN OPpEHAVHI — 3TO CTPpaTern4ecknim NPoLecc co3gaHns, NO3NLMOHN-
DOBaHUA U NOAAOEPXAHUSA MOJIOXNTENBbHOIO BNevyatieHns o cede, OCHOBAHHbIN
Ha YHUKabHOM KOMOMHaUUN MHOUBUAYaASIbHbIX XapakKTePUCTUK, KOTOPbIE CUT -
HaNM3npyoT 00 onpeneneHHoM odbelaHnn LLenesom aygntopum 4yepes gndoe-

PEHLIMPOBAHHbLIN pacckas3 1 UMUOX.



Conep>xaHne KHUMm

1. AKTyanibHOCTb NEePCOHaNIbHOro bpeHanHra

2. OCHOBHbIE MOHATUA N ONPEeneNneHns

3. [Npouecc bpeHauHra (atanbl, BU3yanm3dnpoBaHHbIE B GOPME CXEMbI)
4. ATpnbyTbl OpeHOa

9. AHaNM3 NM4YHOCTEN ON3aNHEPOB N X NOPTPOINO



KnioyeBble NOHATU cend-O0peHanHra

1. Human branding 1. bpeHauHr yenoBeka

2. Impression management 2. YnpaBsieHne Brie4yat/ieHNSMu
3. Self promotion 3. CamoripoaBuvxeHune

4. lmage 4. Imuax

9. Reputation 5. Penyrauwus

6. Fame 6. /I3BecTHOCTb

/. Employee Branding /. bpeHaAVHr cCOTPYAHWNKOB



Llenn cend-6peHanHra

1. Raising self awareness

2. Needs analysis and positioning

3. Constructing brand architecture

4. Self-reflection and feedback seeking

1. [loBbILLIEHVE CAMOCO3HAaHUS

2. AHann3 rnoTpebHocTen v rno3nLmMoHUPoOBaHNE
3. Co3naHmne apxnutekTypbl bpeHaa

4. Camopepriekcus v nonck obpartHov cBs3u



[MTpouecc cend-6peHanHra

Self-Reflection

Tcons «MKOHBI»

and Feedback-seeking +
Sensemaking

JHAMEHWUTOCTH

Hewponubepanuam
npeanpPUHUMaATENBCTBO
CoUuWanbHele Mella
NHAMHOCTb
KYyNLTYpHAA aeMorpadua

the self

camopesiekcus
M I_IOMCK Oépa THOﬁ CBH3M + cultural demigraphy

nOCTpOeHVle CMbICﬂa f"i-:rt:'-iiele;rities Huupn-auar-:rewmcm

Social media CoumanbHeie Menwa
whr wlr
Personal Brands JInyHele bpeHaw




[MTpouecc cend-6peHanHra

Personal branding model
Nepapxus indHOro bpeHavHra

trends drivers
cconomic individual
docietal role/industry

technological
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positioning and needs analysis
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Co3naHMe CHMbiCNa

personal Brand
brand Core
extended Identity
brand Value Proposition

self-awareness

aoutcomes

individual

intrinsic

extrinsic
organizational

NUYdHBIA Dpena
aapo BpeHna
PACWMPEHHAA MOSHTHUYHOCTH
NnpeanoseHme ueHHocTw Openpa

E

CAMOCOIHAHKWE

MC X 00k

WHOMBWAYANbHbIE
BHY TRPEHHHE
RHEIIHWE
OpPraHu3auMoHHbIE




Bonpochbl anga aHanmn3a JIM4HOro opeHaa

) MepBOe BreyatrsieHne (KJa4YeBbIe CNOoBa)
) pa®oThl (BU3YyasibHbI CTU/b, XapaKTEPHbIE NMPUEMbI)

) MeToAbl Pa0OThI (aBTOPCKMA NOAX0A, K MPOEKTUPOBAHUIO)
4) nopTtdonmo (Kkak paboTbl NpeacTaBneHbl Ha canTe)
)

)
)



JINYHOCTM

Teresa Rullerova Innes Cox Daniel van der Velden Irma Boom

and Vinka Kruk

Ludovic Balland Karel Martens
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npoaHann3npoBaTb
an3anHepbl INYHOro bpeHpa

Innes Cox
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IBM Plex Sans Book
IBM Plex Serif Regular
IBM Plex Mono Regular

LiBeT

#ifcbde



O06noXxka

Front

o

def — I - ne
des—-1-8n
cen ¢

bpeHpuHre
B AM3anHe

i F-hﬁ%h. ‘;*'“
X

o L3biyuM

def =I-ne
des—1-gn

H2O0aHWEe
o cend-bpeHanHre

B OWZaMHeE

Jho Labiuu
CankT-MNeTepbypr, 2024

Back



Tutyn n copepxaHume

-]
o cend-GpeHguHre

N U3abium
CaMkT-TeTepbypr, 2024




BepcTka




AHann3s ceb9a

cenyac + Kem 4 Xo4dy cTaTb

of apTOope JIo Lasiunun celyac

(nnmnan RIOLLA .nnannr) [: OTKDLITAR nnaﬂu.ﬁn:)

SHTYIHAZM

{_ OBHraeTCH KOrga rogop HT)

( MOpPanLHOCT b‘)

( ODHHUMAOWAR OWMHAMKKA }

(POKYC HA MENOBEYHOCTH

TS E DA B 2 KD WHA KMBOK

BoOXHOBEHHE

YACTOTA W ACHOCT I:_:]

( IMOUMOHANEHAR BLIPA3UTENS Hl:'L','l'h:} ( nigep ccT pac‘ram}

( ybemaeHHoCTL )

( HHHUWATHBHOCT L ) (TF.ICI:'}'-IF!E KHA MBICIHTEN h)

(TE'I'I.I'II:-IE' HACHWEHHBIE LB E'Ta}

( HaACTaBHWH C COYYBLTRHE H:)

ob apTOope Jo Lapum KeM A XoMY CTaTh

( yBepeHHbiR B cebe :) (I‘IDHHDHHHEHHHH}

':: DEATENBHERA j ( roBopHTE Bonkle B NO3IWTHBHOM TOHE )

(_ OBWMraeTCA Korga I'DF!QFI-HT) {: NPOHALATENBH LA )

OpraHM30BaHHBIA CNpaBennMebii

EBOCOKHOEEH e

HHMCTOTA W ACHOCTE

{: OpPWEHTHROBAHHEIA Ha peleHus )

(_- CHMOTRETE Ha ARYTHE, KOTOS NOBOR L j

(- He HOATeCA Tp':,l'ﬂHD'ETEﬁ ) (_- He OBWraeTCA, KOra roBOpuT -_)

(_-Cﬂ-l.'f PELOTOY BTECE DONbWE HA CBOeM Ca FIRL['E')




Cxema

trends drivers
Bconomic individual
docietal role/industry
technological
PIOCESS

positioning and needs analysis

L

sensemaking

perceived
identity

N

personal Brand
brand Core
extended Identity
brand Value Proposition

- _—

i

self-awareness

outcomes

individual

intrinsic

extrinsic
organizational

TPEHab OBHKYHWHE CHIB
FHOHOMUYBCKHE HHOMBWAYANbHLIE
ofnecTRaHHEE ponsfoTpacns

TeXHOAOFrHYeCKHE

npouecc

NMNOFHUHOHHPOBEHHME W aHAnNWa HﬂTpEﬁHGETEﬁ

CO30caHHE CMBIC N

EEnagMoe BOCNPpHHAMAEMAA

HOAEHTHYHOCT b

nuyHbid Gpeng,
anpo Gpedpa
PACLMPEHHAS WACHTHYHOCTE
npegnoMesne UeHHoCTH Gpedpa

Icans

cultural meaning
and values

Superstar

Celebrities

neoliberalism
entrepreneurship
gocial media
the self
cultural demigraphy

e MK O HE

KYAbTYRPHOE IHAYECHHE
M UEHHOCTH

Cynepzaaiagm

\

Micro-Celebrities

1

AHAMEHUTOCTH

HenponnbepannamM
NpeanpPUHHMATENECTED
CouManepHble MelWa
NHYHOCTE

KYNeTYPHAA neMorpagus

o

CAMOCO3IHAHKE

HWE XD

HHAWBMAYANbHHE
EII‘j’TpI’."IIIII‘IE‘
BHaIllHW&
Opradd3IalmOHHbIE

Social media
Persona

L
1 Brands

MUKEpO=3HAMBHWTOCTH

1

/
/

CouvanesHee Megwa

NuyHue Bpexaw

"




Hn3anHepsl

1. bio
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OnucaHune n aHann3bl AN3aNHEpPOB

Ines Cox is a graphic designer from Belgium, known for her research
and innovative use of digital work platforms. Over the past two
years, Ines has dedicated herself to documenting her digital creative
process, particularly emphasizing how the features of the screen
interface shape and impact her design work. Her research and
practice have shown that application formats are not just containers
tor visual content hut are active participants in the creative process.
Influenced by social media, Ines argues that designers’ work has
transcended traditional visual aesthetics creation and has become
a response to and utilization of platform formats. She explores,
investigates, and ultimately uses them as part of her creative
EXpression.

MHec Koxe — BpigamwMAcH rpadvyecknii guaanHep na Bensrinn,
MIRECTHRIF CROMM HECA&NORAHKEM W MHHORALMOHHBIM HECAOARIORA-
HHeM undpoebx pabounx nnathopM. B nocneaHde nea rona MHec
noceATMNna cebs AOKYMERTHPOBAHKMKD CROSMD NpouecCa IJ,HEIJFII:IEEI g
Teop4YecTea, ocobeHHO AKUEHTHDYA BHHMaHHWe Ha TOM, KaK ocobeH
HOCTH MHTEMPERCE IKpada (POpPMUPYHIT M BNHUAKT Ha 88 QUIafHep-
CHHE A BriThi, Ea WECAENOBAHWA M ADAKTAKA AOKARANM, YTO MHTE -
thercol NPUNOMEHHA — HE NPOCTO KOHTEWHEDLI ANA BU3YyaNLHOro
COOBPHAHMA, HD M aKTHEHBIE YHaLTHHEN TEOQRPYECKOTD NPOUBCCA.
MHeo yTREp#AALT, 4To paboTa AMIARHENOR RbILLINA 334 PAMKW TRA-
AWUMOHHOrO CO30AHKWA BU3YANLHOH 3CTETUKM M CTana pednekcHen
MCNONB3I0BaHKMA L poBeix nnatdopm. OHa naywaeT, nccnegyeTt

1M HCNONL3YET X KaK YacTL CBOEro TEOPYECKOrD BhlpaMeHHA.
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Irma Boom, born in 1980 in the Metherlands, is a globally rec-

ognized graphic designer known for her innovative approach-
&5 in book design. Having created over 300 books, her works
are distinguished hy unique typagraphic features and the
use of special finishing techniques, such as embossing and
die-cutting. Hoom's philosophy emphasizes the importance
of sensory perception and aims to inspire discovery and
interaction through design. Throughout her career, she has
received numengus awards, and her works are included in the
permanent collection of the Museum of Modern Art (MoMA)
in Mew York, Her work process is charactenzed by persis-
tence and a deep exploration of concepts, aimed at elevating
book design to a new level of art.

WprMa ByM, poauewanca 8 1960 rogy 8 HHOSpAaHAAX, ABNA-
ETCA APHAHAHHLIM MHPOBLIM FpafHYECKHM OH3ANHEDOM,
HMIABCTHLIM CAOMMK HORATARCKUMIA NOAXOAAMK A AKMIARHE
kHur. Coanan Gonee 300 kuur, 88 pABATL ATAMYAKITER YHI-
KANBMAIMK THAOMPAHUHECKUMA OCOBEHHOCTAMIA U KCAOAKIO-
BaHMEM CASLMANBHBIE OTASAOUHBIX TEXHOAON MM, TAKMX Kak
TUCHEHWE 1 Brpybra. Munocodia Dym nogueprMBasT Bamn-
HOCTE CEHCORHOMND BOCTIDHUATHA M CTREMNEHME BOOXHOBNATE
HA OTEDBITHA 1M B3aMMOQeRACTEME Yepes OnIanH, 3a CBOK
HApBEPY OHA NONYYANA MHOMECTEO Harpag, a ed paboTm
BHYEHE B NOCTORHHYK KOANEKUMI0 My3eR COBpEMEHHOD
ucryccTea (MoMA) B Hew-Mopre. Mpouece eé paboTel xapak-
TEPHU3IYETCA YNOPCTEOM M rMyGOKMM MCCNEADBAHKEM KOHUEN-
LUHH, HANPABAGHHLIM HA NOAHATHE AM3AWHA KHAM HA HOBLIK
¥POBEHb MCKYCCTBA.
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https:fblog.shillingtoneducation.com/ines-cox/ Thinking about DOUBT-2 flags




HTEPBbIO U NMaBHbIE UUTaTbl AN3aNHEpPOB

The most exciting projects are the ones that challenge traditional
design norms and allow me to explore new visual languages.

1486 2019

CaMble 2aXBATHIBAKILHE [TPOEKTE] — 3TO Te, KOTOPLIe OpocawnT
BEIZOE TRAAHIIHOHHEM HODMAaM AH3aHHA W MO3BOIAIOT MHE
HCCIIeJIOBATE HOBBIE BHAVAIbBHBIE HALIKH.

A book is basically turning the pages, so you have
o malke a model. And that's how [ make a book.

Knaura no CYTH IPefiicTa BRINHET cobiok
MepeiHCThBaHHE CTHA HHIL [TOaTOMY HY ESHO
COAJATHR MAKET. HoT xkak 7 JNEeTa Ky EHHTY.

Each book is an object in its own right, a unique
entity.

Kaxcpnas kHMra caMma 1o cebe apisiercd ofbeKToM,

YHHKAJIBHOM CYLLHOCT B,

09.06.201%

I make books that are readable and tactile, so the
reader has a real experience.

o COR LA R KHHTH, KOTOP R e JIeT KO HHTARYTCH H
NPHATHE Ha 0LV, YTOAK HHTATETh TR LI
HA [‘.T['J‘.'r[l'lllﬂﬁ ONMKT

Christian Lund, Eyeon Design, interview

Creslive Heview, milervmesy




MHTepBbIO U rMaBHbIe LnUTaTbl AN3aNHEPOB

I like to make things clear but not too clear.

Mue HPpAaBHTCH 0CJ14TE BEULH NOHATHBMH,
HO HEe CITHITEOM OYeBHOHBIMM.

You always have to be careful with too muech elarity,
sometimes it is good to keep things a little ambiguous.

Beerga Hy:#HO ObITh OCTOPOMHBIM
¢ YpesMepHol ACHOCTBE), HHOTIA X0POIIo
OCTABHTD YTO-TO HEMHOTO JBYCMBICTIEHHBIM.

| always try to translate ideas into a visual form,
while keeping the essential message intact
H BCCROA CTARAHCE [ICREBCCTH FACH
B BHAYAJNBHYH) tt]!]']M}', COX e HHH
[IPH 3TOM OCHOBHOE NOCITAHHE,

21.82.2624

My main focus is on how we can communicate For me, typography is not just about letters but

ideas effectively through design. about creating meaning.
Mou rmasHas el HH]:-EI.'I'H [?I[[]'I'_'Elﬁ Ht.tl'liIE'HTHHHE] ;[.J]H MEHH 1'H]1E]I'|]~El{t}H K JU0 HE TOJIRECG [T
NnepeldaBalb HAeH C ITOMOLLLER Y III'I,H:!q"ll-_'ll [l E],.rll:l!hl, HO W TP CORIHHE CMBICIIA.

It's Mice That, interview 200

10.04.2014




HTEPBbIO U NMaBHbIE UUTaTbl AN3aNHEpPOB

The idea of playfulness is erucial for our studio,
because that's what we want to encourage in
people: to be open-minded and open to creativity.

Hnes HIPHBOCTH HMEeeT pelllamimes aHa'YeHHe
AJIA HALIEH CTYIHH, MOTOMY "ITO 3TO TO, ITO MEI
KOTHM TTOOLIPATE Y J Iﬂ,'].t‘.i‘ﬂ OLITE OTEPBRITRIMH H
BOCIHIPHHMYHEBIMH K TBROPDYACETREY.

05.11.2021

We love to explore how design can challenge or
change the way people think.

Mbl JHOOHM HeCNELOBATh, KAK JHIAHH MOMXKeT
OPOCHTE BBIZOBE HJIH H2MeHHTE cr1ocob

MBILLJICITHEL JI [[},.']'t‘.'l-".l a

Cur practice aims to challenge and critique the
established norms of design.

Hawm IO XM HAaTlPaBJieH He 10, TR ﬁI]i]{.‘H'['h
BLIZ0D H MOABCDTHYTE KPHTHKE YCTAHOMICHITEIC
HOPMEI fH3AHHA.

10072015

We are interested in how design can adapt to
the shifting paradigms of digital and political
landscapes.

Hae HHTEPECYET, Kl ,.'],HHEI]-"-I H MOMHIET
AJATITHPOBATLCA K MCHAIIHMCH MapajHrMaM
UHGpoBoro H NONMHTHYCCKOTD Jallad Ton,
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Ines Cou is & graphic designer who effectively combines traditional graphic
glements with digital intertaces. Her interviews showcase a forward-thinking
parspectiag, which is clgary reflecied in ber innovateg siyle. Cox advwocates
lor the integraticn ol new echnobages in graphis design io seamlascly conneci
digital and phrysical expaniances, Thes apprassh mirmdrs P dynames, adag e
personality that emibraces new challenges and explores design possibilites.
Her portfolio showcases a harmonious blend of digial and traditional media,
emphaszing functional, visually appealing, and strale@c interaciive clements
Lo prasenis hersell in a confemporang, approachable manner, embodying
10 essance of modern graphe: design. Her comaction in the transiprmative
posear o technology dirves hed 1o push Bourdanes in the Sald, advecating o
progressive and imlegrased design solulions

Hmdt KoRe — 1S On iR QREaRHE], R0T00RE [0 COusT 81
TPALMAL D ol TGS ANSMENTE C UADD0RE = ARTERDEAoE i

EE HeTEDOLM OTDANADT NPOrpercy DMl BINmAL, YTO ADHD BHEHD 0 of
HHHOBILAOHHDM CTHNG, HHOC HOND BRCTyNRET 33 HETENPaLIH My 0Dk
TEXHONOTNAA B TRADHUSCHAR SARA R, Y100 K DEDmORHG CORILAHATH b HGNR0R A
A A il A G, 3707 NAX0E of AT B AR HE D, ASANT RSN D
TV The, BT CEUH CTEMATOR & HOBRIH B BORAK B ALCREINET BORHGHBGETN
AMkiAnd B AGOTDHaNAS AEM0EtTRADPET FADHOH mesiE COuETaHE
UASEOREE A TRLALES0 HH b MR, TR DA s A AN RO T,
AN b TR TN b M T b T LT SR i T T B

wEseE T, Hoke NnpegctasnaeT cofa B Conpemse i, SOCTymHON Masspe,
BOMAMUAR Cy T COBDEHEE oD T PADr-eC000 0 Gaaar-a, E& yhesgomde

B TEAHC DI BrMUSOHHDR CHAR TEIRIAGTHA HobKSEET 08 MDEGEKBBATE
fBAHHUE B 3T 0EASETM, But TyHan 33 APSFDECCHEHDE W HHTEMDIDOBAHHEM
[T HEDOR S DR A,

Irmia Boom is celebrated for her innowative approach o book design, which
reftpcts her deep intellectual engagemant and metculous parsonaliny.

Im inbendsws, she aricilates a philosophy hat views Books not mevely as
eodilamirs of slcdmation Bl as meliculously cralted, semony expedenies,
This ghilcscohy athoed hér persond] Iraits—inndvatre, rellective, And precide.
Soom's design style is marked by her bold curiosity and the push against
traditional book design boundaries thicugh innceative use of matenals and
tormals, Her notable projacts, ke the SHY Think Book, showcase meramalist
et complex designs hat challenge comventicnal Layouls and engage

fEdders on mMullipht 4eniary lerel, Her perdons] dtyle, simple ye1 aodoertve,
S the peecitnn dnd patises the applies 1o her GEigred, making her

a detinclrae voioe in 1he design world. Irma Boom advocales for a more
thoughtful engagement with the tactibe and visual aspects of book design,
corsistently influencing the field with her unigue blend of persanal authentacity
and professional mnoation

l"l‘:l".\_l E'f"-' PRI TS CECH M MHHECOH G AU R M O X i e B ;."’Itl’ljf_l“.'t'-"‘ -3
EHW, KOTOPER OTASAET &8 fivoa s MHTEANSETylAcHYES BOARESEHHIL T

W Ry Iy neaso fe. B CROWE MHTERER0 Osd A e headcathn, Oormacsa
MOOT O M= HTH ACCRETRABARITCR 8 NPOCTO KAK BMECTANRSA ArbopHaLnm,
@& R TULATE M0 NpOgy =i Concopiitdi onu T, 313 uaocotsa
MPPEENHEISTOR © @9 N N R G0 TR =l R DD T,
PRONEHCIEEA | To4ROCTRE, CTiANs LaEana By DTNH-ETCA M Nnis

AR TCTRCS ) CT PR HASHME NESMEANETE MPARHUE THA0RRCHHDD
O O SRR R ST M R AL H N RENGNERORARAYE R TEAANDE

A GopsiTon. Bo i ecs mpoca e, Takee Kad 54V Think Book
SRECHCTREDYIOT MIHMEMANMCTHSHEN, 190 CNOMHEA DARaAH, ROTODEA
'."l[k'b-l’.'ll"l ARACH TRRLALWDHH s MAKRTaM H RCRNTHIET S HTATERS o
HBCKORH S CRACOpH yRoRsEe, B8 hiyspe Crwne, ECren W B i =
B HANCDHC TRA, STRNHT TOMRGETE B CTIC T, © KOTOHN OHA
PaBOTAHET ML CEOHMA NESEETAME, WG EALET S JIMETHRM PG00 B M
Apcradnd. Bys Beec TynaET B Gones =@ sos o7 ESIWEHAE K TIETANBHBIHE B
EHTYANGHR BENERTAR K A0 D FHRARA, FEATHEHAD DCASHBAS BNHARAE
HA 3Ty CpeEy BNArogaps yiedduans oMy COUSTANMHI NHUS0E Y TENTHSI0CTH

A NPOSECCEOHAN HWE HHHDBILHA,

Karel Martens
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#Personal Branding #Personal ldentity #Human Brand #Precariat #Nomads
#lmpression management #Self-promotion #lmage #Reputation #Fame #Employee Branding
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