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 Change maker: Building a Personal Brand for Sustainable Employment Module

Key Learning Points:

Introduction
To remain afloat, non-profit organizations (NPOs) must find new sources of funding, (Mitchell and Clark,2019). Many organizations face challenges in finding and maintaining volunteers to help them accomplish their goals. (Mitchell and Clark,2019). More over a quarter of the population in the United Kingdom participates in volunteer work at least once a month, while another quarter does so unofficially. More than 160,000 non-profit organizations make up the volunteer sector, which brings in £17.1 billion annually to the national economy (NCVO, 2019). Many non-profit organizations, both those that have similar aims or functions as well as those that do not, compete for these resources. The NPO's ability to attract the resources they need is based on their ability to learn how to appeal to potential new volunteers, frequently with minimal marketing communication and research effort. The problem is that this isn't the case.

The field of donor choice research remains in its infancy (Konrath & Handy, 2018; Rempel & Burris, 2015). Rather than relying on motivational literature, research on volunteer choice has focused on the reasons why people volunteer and the benefits they receive as a result (Dury et al., 2015). (Stukas et al., 2016). Volunteering for a non-profit organization (NPO) isn't simply a matter of picking a brand that you like; it's also a matter of finding a cause that resonates with you, finding a function that fits your needs, and finding a time and location that works for you. (Henke & Fontenot, 2009) (Brodie et al., 2011). However, it has been found that brand is a powerful motivator for people to volunteer their time for charitable causes (Michaelidou et al., 2015; Michel & Rieunier, 2012). As yet, the role of brand in the selection of non-profit organizations (NPOs) by volunteers is unknown.(Mitchell and Clark,2019)

The World Health Organization proclaimed COVID-19 a global epidemic on March 11th, 2020, putting significant strain on social care and health systems around the world. Health and care systems were unable to keep up with the fast spreading virus because of an absence of a viable treatment. (McFadden et al,2021)

However, as research on the mental health and well-being of healthcare workers began to emerge, it became clear that the detrimental influence of COVID-19 was felt at the individual level. Fear, concern, and anxiety can accompany providing care and treatment during a pandemic, (McFadden et al, 2021). Anger and irritation may accompany it because of the frequently changing workplaces and their environment. These poor quality standards and the usual inexperience of several health care systems (for example, absence of PPEs (personal protective equipment). Workers may be concerned about bringing the virus home with them from the office, (McFadden et al, 2021). These employees may find themselves in new roles they are unprepared for, their work volume rise, or they may be concerned for their firm’s assistance if they get unwell, (McFadden et al,2021).
At COVID-19, new research has demonstrated the harmful effects of working in health care and social care on the main front. 
Non-pandemic times can be stressful for healthcare workers, who are at greater risk of burnout, stress, and substandard levels of well-being. Increased demands on healthcare workers and other dwindling assets in the medical management system of the UK are largely to blame . The General Medical Council (GMC) classified the status of the NHS in the United Kingdom as "unsustainable" in 2018 . According to a 2018 NHS Staff Survey, 43.5 percent of midwives and the nurses in the UK are recorded to be ill due to work load and work stress. As opposed to the usual working class, nurses and midwives in the UK report higher intensity of mental health issues and burn out, such as depression and anxiety, than in several other countries.
Even social workers in the United Kingdom reported high intensity of work stress before the onset of coronavirus pandemic. Low income, zero hour contracts and a lack of balance between work and personal life are among the most common concerns for social care professionals in the UK, according to a recent study. There is a possibility that the additional demands of COVID-19 will strain health and social care workers, resulting in higher levels of stress and, ultimately, lower quality of health, (McFadden et al,2021).
Individuals' responses to burgeoning work obligations and demanding conditions vary widely. The result of a person's interaction with their surrounding environment determines stress. Stress can be caused by a person's inability to survive along with a situation's perceived demands if these expectations are viewed as high and the individual's quality to manage is deemed to be lower. An individual's ability to cope with stressful events or situations depends on their ability to identify and evaluate their own coping options and strategies, (McFadden et al,2021
(McFadden et al,2021)

Branding in Non-Profit Organization

The company's mission, beliefs, and unique activities are encapsulated in the brand's internal identity. To paraphrase Amnesty International's co-founder Pip Emery, "If you don't know where you're going and why you're significant, your brand doesn't exist." In the minds of its many stakeholders, not only its contributors and supporters, but also those it aims to influence, aid, or reach, the brand represents the organization's image.

When a nonprofit's principles and mission connect with its internal identity and external image, the organization's brand is most powerful. "Brand is an amazing bridge between program planning and external communications," says Will Novy-Hildesley, a brand consultant. Indeed, the driver for rebranding efforts in charity organizations is frequently a misalignment between internal identity and external image.

Self-Branding

The 20th century saw a rise in self-promotion and the blurring of the lines between self and market (Featherstone 1991; Illouz 2007; Pooley 2010; Khamis, Ang, and Welling 2017). Because of the rise of digital platforms reliant on "user produced content," as well as a growing precarity of job, personal branding has become an increasingly common practice among professionals and creatives (e.g., Baym 2015; Duffy 2015, 2017; Gandini 2016; Gill 2010; Marwick 2014; Neff 2012; Whitmer 2019). Traditionally speaking, branding refers to the process of tying cultural meanings to products and services, therefore generating a personal connection between individuals and consumer goods (Arvidsson 2006; Banet-Weiser 2012). Self-branding encourages people to take an entrepreneurial approach to themselves, advertising themselves constantly as a means of distinguishing themselves in a crowded labor market. By utilizing cultural meanings and images acquired from popular culture industries, one can develop a meta-narrative and an image of oneself that is distinct from that of others. This process is known as self-branding. In the end, the purpose of branding yourself is to create cultural value and, in some cases, financial gain. 

Authenticity in a person's self-brand is required to successfully develop these relationships, not because of any desire for self-promotion but because of the simple joy in self-expression and relationship-building (Banet-Weiser 2012; Duffy 2017; Marwick 2014; McRae 2017; Serazio 2017). In present branding studies, a lot of focus has been dedicated to the importance of authentic self-branding discourse (see: Arvidsson 2006; Banet-Weiser 2012; Marwick 2014).
As a result of this "flat and sceptical" approach, online authenticity research tries to disprove its credibility by revealing the amount of labour that goes into its performance (Salisbury and Pooley 2017:2). According to Taylor (1992), authenticity as a core to be excavated has been around for a relatively short time, and the meanings attached to it are heavily influenced by the social context in which it is born (Taylor 1992). (Salisbury and Pooley, 2017) Banet-Weiser (2012) also asserts that branding in contemporary Western culture is no longer just about making money, but about self-care, self-discovery, and self-actualization (see also Lair, Sullivan, and Cheney 2005; Marwick 2014; Wee and Brooks 2010). This is due to the increasing overlap between the commercial world and people's emotional lives, as evidenced by the increasing use of branding for these purposes (see: Illouz 2007). Pooley's (2010) "calculated authenticity" concept might be summarised as follows: "It is in your best interest to be honest to yourself." If you're being honest with yourself, you'll have an advantage in the long run (p. 71).
Employability in today’s world 

Employability is characterized as a vital individual resource that may be strengthened to help people deal with a constantly changing labor market, one that is marked by uncertainty and insecurity, (Rakowska, et al,2020). Personal resources, employability orientation, occupational knowledge, optimization of opportunities, sustainability of employment, qualifications, and future-oriented viewpoints meta-competences all contribute to employability, (Rakowska, et al,2020).
"Competences can be seen as wide-ranging combinations of know-how — composites of knowledge, skills, and attitudes acquired by an individual." This is relevant to higher education institutions (HEIs) who can create it in order to prepare young people for success in the new labour market. "Competencies" are a way to show how well someone is able to accomplish specific types of work, (Rakowska, et al,2020).It's no longer enough for higher education institutions to just provide students with useful information, skills and attitudes; we must also have dialogues about the impact of digitalization on the labour market . Young people, especially in industrialised countries with well-educated populations, have difficulty finding work because of skills gaps
These nations aren't even close to being prepared. Some governments, like 

The most significant influences on our lives, as identified by the studies, include technical advancement, societal change, globalisation, and the blurring of lines between different parts of our life. Even more prominently is emphasis on environmental, social and political issues while  emphasises the disparities between economic development. Also cited as being essential for Europe's labour market are the rising participation of women, non-EU immigration, population shifts inside the EU, and a widening gap in the EU labor market, (Rakowska, et al,2020).

There are a number of employability competency inventories to choose from,
Making sense out of the world. Knowledge of the deeper meaning or relevance of what is being presented; this action permits the world's continual complexity to be transformed into understandable scenarios, The ability to interact with people on different levels, Ability to establish and maintain close and direct relationships with people, as well as to detect and elicit desirable reactions and exchanges. Ability to read others' body language, speech, and register quickly and accurately.
The ability to come up with creative solutions and answers that aren't based on rules or patterns. Possessing the flexibility to respond to new or unexpected situations.
 An understanding of cultural differences. The ability to function effectively in a variety of cultural contexts. The ability to pick up on and respond to different cultural situations, as well as the ability to change one's linguistic style, are all important life skills.
 The ability to interpret and make sense of large volumes of data in the form of abstract notions and models.

PART 2:

The field of clinical psychology attracts my interest as it will help me to work closely with people in need. Working with children who are struggling with their childhood traumas, married couples struggling with their married life challenges, women in abusive relationships, and families that generally need counselling in different aspects of their life. For this profession a certain skills are required. The top three priorities for this are communication skills, teamwork, and reliability. Communication is the key in this profession as sometimes not only verbal communication is needed, non-verbal communication also prove helpful in order to understand the real problems of clients. Teamwork is required because while in field a clinical psychologist is no alone, he/she has to work in collaboration with other people involved in a case at hand such as attorneys, school staff, relatives, colleagues, close relations, etc. in order to solve the problem at hand more efficiently. Reliability is another skill which is needed because there should be a trust between clinical psychologist and his/her clients. This relation of trust is a key in this field. There is also a need to make a good schedule and follow it religiously because dealing with multiple clients is sometimes tricky and needed to be attended efficiently. Moreover, responding to the calls and emails of clients on time is also necessary to not make them left out.

Personal Development Plan (PDP) Example

	

	
SKILL
	
CURRENT
ABILITY
	
TARGET
ABILITY
	
DEVELOPMENT
OPPORTUNITY
	
CRITERIA TO JUDGE SUCCESS
	
TIME FRAME
	
EVIDENCE

	


1st
PRIORITY



	



Communication 
	Basic communication skills.

Converse in English frequently.

Good at verbal communication.
	Convey ideas and thoughts clearly.

Listening to the ideas and instructions of co-workers.
	Communication on social forums.

Joining different social clubs.

	Giving the opportunity to speak at public forums and presenting in meetings, will judge the success in the set goal.



	
Two to three months at maximum to get a proper training.
	Improvement in verbal and nonverbal communication skills will be an evidence in itself.

	


2nd PRIORITY 

	



Teamwork
	Work harmoniously with other team workers.

Collaborate with other team mates on projects.
	Become a great team player.

Being comfortable while working with team mates.
	Volunteer to help co-workers on their projects.

Join a local organization to work with others.
	Giving team-works more often and track the progress.

Work with a team of diverse cultural background.
	Two to three months to build aptitude of working with diversity in team-work. 
	Level of tolerance and comfort of working with a diverse team will be a evidence.

	


3rd 
PRIORITY 

	



Reliability
	A reliable employee and co-worker.

Have trust between employer and employee.
	Complete task on time.

Delivery of quality work.

Respond to inquiries immediately.
	Meeting the expected level of work.

Creating and maintaining work schedule.

Acknowledging mistakes and amending them.
	Giving a project with limited time span.

Setting a target to respond to the maximum emails and inquiries of customers.
	Two to three months to get more punctual and enthusiastic about work.
	Completing task on time with efficiency and trust building between employer, employee, as well as team.
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