
Index

• A •
accomplishments

educational, 76–77
signature, 79
statement, 79

ACE method (access, clarify, evaluate), 
93–94

achievement, 39, 86
achievers, 69
activators, 69
adaptability, 69
Addictomatic, 196
aligning

with corporate branding, 297–299
message with brand promise, 137
style, 222
with target audience, 98–101
with team, 304
time, 323
workspace, 248

alliances, 113
analytical, 69
appearance. See also image; visual 

appearance
importance of, 213–214
in reinventing yourself, 255
in standing out, 300
visual identity, 233–250

Apple, 36
archetypes, 128
Ariel (The Little Mermaid), 35
arrangers, 69
articles

benefi ts, 156
generation of, 157
questions in preparing, 156
writing, 156–157

assessments
self, 87
360°, 79–82

attributes
in branded documents, 144
branding to look like you, 221–222
emotional, 75
rational, 75

authentic you
as freeing, 15
getting to know, 13–14
needs, 14
others’ ideas/expectations and, 13
self-acceptance, 14
Steve Jobs’s commencement 

speech and, 49
authenticity

in all you do, 315
expertise and, 207–208
practicing, 298
in standing out, 300
workplace, 298

AWeber, 191

• B •
bad behavior, 312–313
behavioral economics, 31
being, sense of, 67
beliefs, 69
Belle (Beauty and the Beast), 35
benefi ts

core, 102
highlighting to target market, 100

biography, branded. See also documents, 
branded

case study example, 150–151
creating, 147–151
defi ned, 147
information included in, 150
international, 268–269
power of, 150
uses, 147, 150
video, 192–193

29_9781118117927-bindex.indd   32529_9781118117927-bindex.indd   325 4/27/12   9:01 PM4/27/12   9:01 PM

CO
PYRIG

HTED
 M

ATERIA
L

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



326 Personal Branding For Dummies 

black, 240
blogs. See also online communication

comments, responding to, 172
content, repurposing, 172–173
decision to start, 167
design, 170
identity, 202
introductory post, 171
merits of, 168
in online ecosystem, 169
passions in, 172
platform, 170
post schedule, 172
site tips, 170–171
starting, 170–171
topic, 170
URL, 170
vanity name, 168
voice, 171
websites versus, 166
wisdom, sharing, 171–172
WordPress, 168

blue, 239
body language. See also image

facial expressions, 223–224
handshake, 224
movement, 225
posture, 224

bosses
building strong relationship with, 296–297
identifying, 294
priorities, understanding, 296
results, showing, 297
setting brand to, 295–297

brain
in creating/using stories, 129–130
left, 129
right, 129

brand ambassadors, 284
brand demonstration

authenticity, 315
communication consistency, 316
community involvement, 318
daily, 319
Facebook, 317
known for something, 316
LinkedIn, 317
marketing, 318
online signature look, 316–317
Twitter, 317

brand likeability, 300
brand profi le

characteristics, gathering, 116
compiling, 115–117
crafting, 115–126
defi ned, 11, 17
elements of, 18
table, creating, 117
table, illustrated, 118
as validating, 18

brand promise
aligning message with, 137
developing, 117–119
in getting resume read, 146
identifying, 117–119
moving to personal brand statement, 

119–121
branded documents case study. See also 

documents, branded
biography, 150–151
cover letter, 153, 154
defi ned, 145
resume, 147, 148–149

branded materials, appearance of, 12
branding. See also personal branding

initiation into, 27
investment in, 28–29
power of, 27–39
purpose of, 28–31

brands. See also personal brands
colors, 32
connections, 34–37
defi ned, 27
fonts, 32
logos, 32
memorable, 31
personality of, 29
slogans, 32–33
songs and sounds, 33–34
successful, 31
taglines, 32–33

breakdown mistakes
bad behavior, 312–313
focus, loss of, 314
inauthenticity, 314
inconsistency, 311–312
lying, 314
politics, ignoring, 313
speaking before thinking, 312
staleness, 311
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327327 Index

unprofessional online image, 313
unresponsiveness, 313

brochures, 243
brown, 239
business cards. See also identity system

answers provided by, 241
at conferences, 279–280
creating, 241–242
design elements, 242
in different cultures, 267
evaluation questions, 242
marketing, 318
personal notes on, 280

business tools, 249–250

• C •
career

defi ned, 24
needs, 59
path, target audience interaction and, 12
strategy, exercising, 293

Carter, Jimmy, 47–48
case studies. See success case studies
casual Fridays, 219
cheerleaders, fi nding, 16
Cinderella, 35
clients

development, 254
ideal, imagining, 90–91
mission statements and, 95

clothes
casual, 219
cheerful characteristic, 221
choosing based on personal brand 

characteristics, 221
color, 215
conservative characteristic, 221
creative characteristic, 221
helpful characteristic, 221
for men, 216–217
modest characteristic, 221
organized characteristic, 221
psychological fi t, 215
refi ned or sophisticated 

characteristic, 221
situational fi t, 215
for women, 217–219

college students, 251–252

colors
choosing, that suit you, 239
clothes, 215
corporate brand, 32
in corporate world, 238
electronic newsletter, 191
importance of, 237
meanings of, 239–240
palette, choosing, 237–240
personal logo, 235
using, 240

comfort zone
moving out tips, 275
quiz, 273–274
stepping out of, 273–275

command, 69
commencement speech (Steve Jobs), 49
commodities, 109
communication

brand, 19–22
competitor, 18
consistency, 316
online, 11
plans, creating, 11
plans, sample, 202–203
with social media, 21–22
strength, 69
tools, 11
with video, 22
written, 20
young professionals, 253

communication tools
articles, 156–157
blog, 167–173
body language, 223–225
branded biography, 147–151
branded resume, 146–147, 148–149
electronic newsletter, 190–192
Facebook, 181–185
Google+, 185–186
letters of introduction (cover letter), 

152–153, 154
LinkedIn, 173–180
online, 163–196
podcasting, 193
portfolio, 153–156
presentations, 157–158
public speaking, 157–158
television, 158–161
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communication tools (continued)

traditional, branding, 143–161
Twitter, 186–189
videos, 192–193
voice, 225–227
website, 165–167
writing and computer classes, 155

communications strategy
area of expertise, 199
blog identity, 202
clarify, 204–205
communications wheel in, 198–201
consistency, 205
constancy, 205–206
laying groundwork for, 198–201
planning, 197–210
setting, 201–204
speaking, 202
three Cs, 204–206
word-of-mouth support, 204
writing, 202
yourself as expert, 206–209

communications wheel
creating, 198
defi ned, 198
illustrated, 199
slices, fi lling in, 200–201

community involvement, 318
community volunteers, 261–263
comparison, to competition, 111
competencies, 295
competition

communication, 18
comparison to, 111
differences with, 108–109
differentiation from, 30
distinguishing yourself from, 309
evaluation, 322
identifying, 18
knowing, 11
missed opportunities, 107
overcoming fears of, 112
potential, fi nding, 107–108
strength, 69

computer classes, 155
conferences. See also networking

attending, 98
business cards, giving out, 279–280
circuit, hitting, 278–280

conversations at, 280
entire, staying for, 278–280
sessions, participating in, 278–280

confi dence
gaining, 307–308
in what you know, 261

Confi dence Emitter, 324
consistency

communications, 316
neglecting, 311–312
as strength, 69

Constant Contact, 191
contacts

connecting, 275
nurturing, 275–276

contenders
defi ned, 110
for target market, 110–114

context, 69
control, as personal branding benefi t, 39
conventions, this book, 2
conversations, networking

starting, 277–278
working brand into, 280

core competency, 295
corporate branding. See also personal 

branding
auditory elements, 33–34
collaborate, 29
cultivate, 30
differentiate, 29, 30
emotional connection to customers, 31
innovate, 29
investment in, 28–29
language elements, 32–33
personal branding alignment with, 

297–299
personal branding mirror, 48–51
reputation, 30
validate, 30
visual elements, 31–32

corporate culture, 92–93
cover letters. See also documents, branded

case study example, 154
defi ned, 152
fundamentals, 152–153
writing, 152–153

Cowell, Simon, 44
credentials/certifi cations, 77
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329329 Index

credibility
building, 296, 308
positioning statements, 102

customers
emotional connection to, 31
future, targeting, 94–95

• D •
deliberative, 70
demographics, 99
design briefs

with professional designer, 234, 235
sample, 234
stock photography, 235
writing, 233–235

developers, 70
differentiation

from competitors, 30
in image, 29
personal brand, 107–110
as personal branding benefi t, 39

discipline, 70
Disney princesses

Ariel (The Little Mermaid), 35
Belle (Beauty and the Beast), 35
Cinderella, 35
Mulan, 36
Pocahontas, 36
Snow White, 35

documents, branded
attributes in, 144
biography, 147–151
creating, 143–156
Daniel Perlino case study, 145–156
letter of introduction (cover letter), 

152–153, 154
managing, 20
portfolio, 153–156
resume, 146–147
talent showcase, 144
target audience, 144
tips, 144

dressing. See also image
casual Fridays, 219
for men, 216–217
the part, 214
for women, 217–219

• E •
education

academic, 76
accomplishments, 76–77
in building brand profi le, 116
credentials/certifi cations, 77
professional development, 77

elevator pitch, 134, 280
e-mail signature, 245
emotional appeal, 38, 99–100
emotional attributes, 75, 110
emotional bonds, 100–101
empathy, 70, 300
employee mindset, 288
employers

corporate culture, 92–93
employee value and, 96
geography, 92
observational questions about, 96
personality, 92–93
potential, focus on, 91–93
product, 92
values, 92–93

energy, focusing, 310
entrepreneurs, 259–260
essence, 264
executives, 257, 258–259
expendable workers, 290
experience, creating, 210
expertise

authenticity and, 207–208
being known as, 206–209
claim suggestions, 206
middle years, 254
niche and, 207
personal press release and, 208–209
young professionals, 253

• F •
Facebook. See also online communication

About Me section, 184
big-picture strategy, 182
in brand demonstration, 317–318
in building reputation, 181–185
business with, 181
in connecting with colleagues, 114
name recognition, 182
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330 Personal Branding For Dummies 

Facebook (continued)

name use, 245
networking with, 282
notifi cations, 182
personal brand on, 184
personal brand story, sharing one post 

at a time, 185
privacy settings, 183
profi le, populating, 183–185
public profi le photo, 183
tagging, 182
username, 183
using, 22
warning label, 191

facial expressions, 223–224
failure, on-the-job, 300–301
fears, overcoming, 112
fi nances, for taking brand to market, 

124–125
focus

losing, 314
as strength, 70

Follower Wonk, 188
fonts

categories, 237
in corporate branding, 32
creating, 236–237
for personal brand, 236–237
responses to, 236
selection tips, 236–237

freak factor, 72–73, 116
futuristic, 70

• G •
global personal brand

age awareness, 266
appearance of, 267–268
assertiveness, 266
biography, 268–269
perceptions of gender, 266
questions, 263
relocation abroad, 265
style assimilation across cultures, 265–266
time and organization, 266
tradition versus change, 266

goal setting
action, 86
big picture, 84

in brand enhancement, 83–86
clarity, 83
knowledge, skills, and competencies for 

achievement, 86
obstacles identifi cation, 85–86
for personal branding reality, 82–83
prioritization, 84
reasons for, 83
SMART format, 84–85
steps, 84–86
support team, 86

goals
attainable, 85
in building brand profi le, 116
measurable, 85
new, setting, 323
realistic, 85
scheduling, 125–126
specifi c, 84–85
successes, 86
timely, 85
12-month, organizing, 86
typing, 85
young professionals, 253

gold, 240
Google Alert, 196
Google+. See also online communication

defi ned, 185
features, 185–186
Profi le, 185

gossip, 133
gray, 240
green, 239
grooming. See also image

for men, 220
as nonverbal communication, 23
tips, 219–220
for women, 220

growing things, 299
guru factor, 136

• H •
handshake, 224
harmony, 70
headline, LinkedIn, 176
heart, following, 15
hidden job market, 204
high-profi le projects, 323
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331331 Index

Hollywood gig model
defi ned, 289–290
functioning of, 290, 291
project work, 290–291
workplace functioning, 290

• I •
icons, this book, 6
ideal situation, 299
ideas, networking for, 277
ideation, 70
identity

defi ned, 17
online, 244–247
shaping, 14
visual, 233–250
in writing, 20

identity system. See also visual appearance
brochures, 243
building, 241–244
business cards, 241–242
postcards, 243
PowerPoint slides, 244
stationary, 242

image
as always on display, 223–227
appearance, 22, 213–214
body language, 223–225
clothes, 215–219
defi ned, 29
dressing, 23
fashioning, 12
grooming, 23, 219–220
headshots, 227–228
to match personal brand, 213–231
online, unprofessional, 313
phone manners, 23
photos, 227–228
polishing, 22–23
quiz, 228–231
style, 220, 222
universal effects of, 215
voice, 225–227
young professionals, 253

images, visual appearance, 240–241
inauthenticity, 314
includers, 70

individualization, 70
industry newsletters, 114
industry-specifi c websites, 114
inner voice, 15
input, 70
insights, from friends and family, 81
intellection, 70
interests

in building brand profi le, 116
choices based on, 62–63
collage exercise, 65
defi ned, 62
general, 65
inventory, 63–65
passions exercise, 64
specifi c, 65

international bio, 268–269
Internet tracking tools, 196
intrinsic values, 60
investing

in relationships, 100–101
in yourself, 16, 87

Ireland, Kathy, 43–44

• J •
jingles, 34
job title, choosing, 294
jobs. See also workplace

defi ned, 24
failure, 300–301
feedback, 82
redesigning, 301–302
schedule adjustments, 302
telecommuting, 302

Jobs, Steve, 49–50
Johnson, Magic, 52
Just Unfollow tool (Twitter), 189

• K •
knowing your brand, 10–11
knowing yourself

authentic you, 13–14
identity shaping, 14
life circumstances, 15
others’ ideas/expectations and, 13
questions in, 12–13
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knowing yourself (continued)

self-acceptance, 14
your call and, 15–17
your needs and, 14

knowledge
confi dence in, 261
defi ned, 68
in goal achievement, 86

• L •
Lady Gaga, 46, 73
LaRussa, Tony, 44
lazy, letting yourself be, 310
learners, 70
left brain functions, 129
letter of introduction. See cover letters
life circumstances, 15
lifelong learning, 291
LinkedIn. See also online communication

business conversations, 173
for competitor research, 108
establishing network on, 281
fi rst impressions, 174
groups, 114, 281
headline, 176
importing e-mail connections to, 281
leveraging, 317
links, 177
name use, 245
networking with, 281
photo, 175
profi le case study, 180
as profi le hub, 165
profi le illustration, 175
profi le information, 176
profi le worksheet, 178–179
questions, 114
recommendations, gathering, 177
resume-style interface, 176
snapshot, 174
specialties, stating, 178
summary section, 178
using, 21

logos
corporate, 32
personal, 235

loyalties
adjusting, 291–292
brand, 292
career, 292

lying, 314

• M •
MailChimp, 191
marketing materials/business cards, 318
Maslow’s Hierarchy of Needs, 58–59
maximizers, 70
media

applying visual identity with, 244–247
music in, 247

meeting savvy, 283
men, career dressing

accessories, 217
energetic, fun, friendly, approachable, 

outgoing, 222
serious, authoritative, distant, and 

demanding, 222
shirt, 216
shoes, 216
socks, 217
suit jacket, 216
tie, 216–217
trousers, 216

mentors
defi ned, 285
network expansion with, 285–286

message
alignment with brand promise, 137
clarity, 204–205
communication planning, 197–210
consistency, 205
constancy, 205–206
delivering, 200–201
discovering, 199
online, 163–164

Microsoft Offi ce, 191
middle years, 253–254
Middleton, Kate, 47
mission statements

defi ned, 65
elements of, 66–67
writing, 66–67
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333333 Index

missions
in building brand profi le, 116
defi ned, 65
defi ning, 65–66
identifying, 15
living, 15–16
vision, 68

movement, body language, 225
Mulan, 36
music, in media, 247

• N •
needs

in building brand profi le, 116
knowing, 58
Maslow’s Hierarchy, 58–59
physiological, 58, 59
safety, 58, 59
workplace, 59

negotiation
information when entering, 303
success steps, 303
in workplace, 302–303

networking
comfort zone, getting out of, 273–275
conference circuit, 278–280
connecting with, 23
contacts, nurturing, 275–276
conversations, networking, 277–278
conversations, starting, 277–278
defi ning, 271–277
expanding with mentor, 285–286
Facebook, 282
groups, choosing, 276
for ideas, 277
identifying who you know, 272–273
importance of, 12
LinkedIn, 281
nurturing, 324
online manners, 280–281
peer groups, 276
professional groups, 276
prospect groups, 276
referrals, 284–285
relationships, 23
shared interest groups, 272
social media in, 280–282

Twitter, 282
with workplace, 282–283
young professionals, 253

new employment
alignment with team, 304
problem-solving, 304
success, 303–304

newsletters, electronic. See also online 
communication

colors, adjusting, 191
font, 191
look and feel, 191–192
masthead, 191
proofreading, 192
publishing, 190–192
reviewing, 192
tool, selecting, 190–191
value determination, 190

niche
to fi nd uniqueness, 207
fi nding, 104–105
knowing, 103
marketing products to, 30
owning, 18, 105–107
personal brand versus, 106
yourself as expert, 107

notifi cations, Facebook, 182

• O •
Obama, Barack, 48
occupations, 24
O’Neal, Shaquille, 45
online

for competitor research, 108
professional groups, 113–114
reputation, measuring, 193–194
signature look, 316–317
target research, 97

online communication
approach to, 281
blog, 167–173
caution, 196
electronic newsletter, 190–192
Facebook, 181–185
Google+, 185–186
LinkedIn, 173–180
manners, 280–281
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online communication (continued)

message, 21
message determination, 163–164
podcasting, 193
profi le hub, 164–165
proofreading, 281
regretful identity, combating, 194–196
reputation, measuring, 193–194
tracking tools, 196
Twitter, 186–189
videos, 192–193
visual identity, 244–247
website, 165–167

Online ID Calculator, 194
online identity

addresses, 244–245
applying visual identity with, 244–247
e-mail signature, 245
music and, 247
social media sites, 246
vanity name, 244–245
video library, 246–247
website, 245–246

orange, 239
organization, this book, 3–5
outplacement, 290
owning your niche, 105–107

• P •
PAR/CAR (Problem-Action-Result and 

Challenge-Action-Result), 78
partnering, 293
passions

in blogs, 172
in building brand profi le, 116
collage exercise, 65
exercise, 64

Paterno, Joe, 52
peer networking groups, 276
People Similar To You (Twitter), 188
perfect world, 67
personal boundaries, 113
personal brand statement

central themes, 119
defi ned, 119
drafting, 120–121
importance of, 19

questions in preparing, 119–120
“wow” words, 120

personal branding
as active role in life direction, 39
beginning of, 10
benefi ts, 39, 307–310
corporate branding mirror, 48–51
defi ned, 2, 10
discovering, 10–12
emotional appeal, 38
executive, 257, 258–259
existence of, 10
as fi lter, 10
mindset, 25
as self-empowerment, 298
sensorial attributes, 38
stereotype, overcoming, 262
as strategic process, 39
strategy. see strategy
success case studies, 41–53
on television, 158–161
workspace, 247–250

personal branding mindset
boss identifi cation, 294
career strategy, 293
competency-basis, 295
employee mindset versus, 288–289
Hollywood gig model, 289–291
on the job, 288–295
job title, 294
lifelong learning, 291
loyalties, 291–292

personal brands
aligning with company brand, 297–299
breakdown mistakes, 311
business plan components and, 260
communicating, 11, 19–22
communications planning, 197–210
confi dence in, 38
defending, 112–113
differentiating, 107–110
ecosystem, 12, 22–25
enhancing with goal setting, 83–86
entertaining, 46–47
essence, 264
evolution of, 48
on Facebook, 184
famous, taking a dive, 51–53
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as fragile, 311
global, 263–269
gossip and, 133
image matching to, 213–231
knowing, 10–11
media and business, 42–44
niche versus, 106
profi le. see brand profi le
promise, 117–119, 137
public fi gures, 47–48
as reputation, 51
resilience, 113
selling to boss and coworkers, 295–297
sports fi gures, 44–45
strong, 309
talking about, 123
from target audience point of view, 124
testing out, 123
use strategy, 18
weaving into conversation, 123

personal commercial. See also stories
best stuff, 136
common mistakes, 134–135
crafting, 134–138
defi ned, 134
fi rst impression, 136
guru factor, 136
honing, 137–138
inappropriate information, 135
introducing yourself and, 135
message alignment with brand 

promise, 137
practicing, 138–139

personal logo, 235
personality

in building brand profi le, 116
characteristics, 74–75
emotional attributes, 75
employers, 92–93
rational attributes, 75
showing, 74–75
in workplace, 75

phone manners, 23
photos

on-camera tips, 227–228
headshots, 227–228
LinkedIn, 175

physiological needs, 58, 59

pink, 240
podcasting, 193
points of difference, 101
politics, offi ce

ignoring, 313
playing, 283

portfolios. See also documents, branded
compiling, 153–155
defi ned, 153
elements, 155

positioning statements
in building brand profi le, 116
credibility, 102
defi ned, 101
developing, 101–102
frame of reference, 101
points of difference, 101

positivity, 70
postcards, 243
posture, 224
PowerPoint slides, 244
presence, as personal branding benefi t, 39
presentations, 157–158
press releases

defi ned, 208
formatting steps, 208–209
preparing, 208–209
writing tips, 209

Problem-Action-Result and Challenge-
Action-Result (PAR/CAR), 78

problem-solving, 296, 304
professional associations, 114
professional boundaries, 113
professional development, 77
professional groups

networking, 276
online, 113–114

professionals
service, 257–258
young, 252–253

Profi le (Google+), 185
profi le hubs

defi ned, 21, 164
elements, 165
LinkedIn, 165
as online ecosystem, 169
profi le content, 165

profi les. See brand profi le
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profi les (Facebook)
linking to, 183
populating, 183–185

profi les (LinkedIn)
case study example, 180
illustrated, 175
information included in, 176
worksheet, 178–179

promise of value, 117–119
prospects networking group, 276
prosperity, as personal branding 

benefi t, 39
psychographics, 99
psychological fi t, 215
public speaking

mastering, 157–158
in moving out of comfort zone, 275
tips, 157–158

purple, 239

• Q •
quiz, image

answers, 230–231
questions, 228–230
scoring, 231

• R •
rational appeal, 99–100
rational attributes, 75, 110
reader assumptions, this book, 3
realistic goals, 85
reciprocal action, 285
red eye removal from, 239
redesigning job, 301–302
referrals

amassing, 284–285
with brand ambassadors, 284
reciprocal action and, 285

reinventing yourself, 256
relationships

investing in, 100–101
with work, 24

relators, 71
relevant, staying, 322
relocation abroad, 265

reputation
building with Facebook, 181–185
corporate branding, 30
elements, 181
management, 195
measuring, 193–194
personal brand as, 30

responsibility, 71
restorative, 71
resume, branded

case study example, 147, 148–149
creating, 146–147
function of, 146
length, 147
unique promise of value, 146

right brain functions, 129
Ripkin, Cal, 45

• S •
sabotage, 112
safety needs, 58, 59
same/difference exercise, 109
scheduling successes, 125–126
second career branding

change preparation tips, 255
communication of value, 256
likelihood, 254
negative assumptions and, 255

self-acceptance, 14
self-actualization, 59
self-analysis, 81
self-assessment, 87
self-assurance, 71
self-esteem, 39, 59
self-understanding, 39
sensorial attributes, 38
service professionals, 257–258
signifi cance, 71
silver, 240
skills, 68
slides, PowerPoint, 244
slideshare presentations, 194
slogans, 32–33
SMART goals (specifi c, measurable, 

attainable, realistic, timely), 84–85
snapshot, LinkedIn, 174
Snow White, 35
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social media
background checks, 195
in building network, 280–282
examples, 21–22
online identity, 246
in reinventing yourself, 255
sites, updating, 276
using, 21–22

songs and sounds, 33–34
special populations

college students, 251–252
community volunteers, 261–263
entrepreneurs, 259–260
executives, 257
global brand, 263–269
middle years, 253–254
second career, 254–256
service professionals, 257–258
women, 260
young professionals, 252–253

specialty, showcasing, 308
specifi c, measurable, attainable, relevant, 

timely (SMART goals), 84–85
Spontaneous Smiley, 50
standing out, 300–301
Starbucks, 37
stationary, 242
stereotypes, overcoming, 262
Stern, Howard, 42–43
Stewart, Martha, 53
stories

in advertising/media, 130
as appealing, 11
archetypes, 128
as brain organization mechanism, 

129–130
crossing all cultures, 128–129
defi ned, 19
gossip and, 133
images that tell, 240–241
infl uencing listeners, 132
as life expression, 20
likability of, 127–130
as memorable, 134
as personal, 20, 130
personal commercial, 134–139
plot, fi nding, 131–132
sharing on Facebook, 185
suggestions, 131–132

telling, 19–20, 130–134
trust through, 132
in the workplace, 133
writing, 127

strategic, 71
strategy

communications, 197–210
fi nancial, 124–125
gearing up for, 124–126
implementation, 321
success scheduling, 125–126

Streep, Meryl, 46–47
strengths

analyzing, 72
in building brand profi le, 116
defi ned, 68
list of, 69–71
movement, 69–71
studying, 69–71

Strengths, Weaknesses, Opportunities, 
Threats (SWOT) analysis, 72

style
aligning with work goals, 222
assimilation across cultures, 265–266
for body type, 220

success case studies. See also personal 
branding

Carter, Jimmy, 47–48
corporate brand/personal brand mirror, 

48–51
Cowell, Simon, 44
entertainers, 46–47
Ireland, Kathy, 43–44
Jobs, Steve, 49–50
Kaiser, Ruth, 50
Lady Gaga, 46, 73
LaRussa, Tony, 44
media and business, 42–44
Middleton, Kate, 47
Obama, Barack, 48
O’Neal, Shaquille, 45
public fi gures, 47–48
Ripkin, Cal, 45
sports fi gures, 44–45
Stern, Howard, 42–43
Streep, Meryl, 46–47
taking a dive, 51–53
Winfrey, Oprah, 42
Zuckerberg, Mark, 51
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support
fi nding, 16
getting, 310
team, 86
word-of-mouth, 204

sweet spot. See also niche
defi ned, 17
identifying, 104–105

SWOT (Strengths, Weaknesses, 
Opportunities, Threats) analysis, 72

• T •
tagging, 182
taglines

corporate, 32–33
defi ned, 121
development guidelines, 122
examples, 33, 122
in job title, 294
as personal brand summation, 121–122

talent
defi ned, 68
showcasing in branded documents, 144
weaknesses and, 72

Target, 37
target audience

ACE method (access, clarify, evaluate), 
93–94

aligning with, 98–101
branded documents, 144
in communication management, 20
connecting to Mac, 309
contenders for, 110–114
creating experience for, 210
defi ned, 17, 18, 89
demographics, 99
emotional appeal, 99–100
future customers, 94–95
ideal client/workplace, 90–91
interaction, career path and, 12
makeup, 18
personal brand use and, 90
point of view, 124
positioning statement, 101–102
potential employers, 91–93
problems, understanding, 20
psychographics, 99
rational appeal, 99–100

spotting, 11, 17–18, 89–102
your benefi ts, highlighting, 100

target research
conferences and trade shows, 98
information as power and, 96
need for, 95
online, 97
at source (if possible), 97–98

technology, keeping up with, 323–324
television. See also communication tools

after show, 160–161
appearance, 160
as branding experience, 158
day of interview, 160
debut perspective, 159
debut preparation, 159
personal branding on, 158–161

360° assessments
in building brand profi le, 116
defi ned, 79
feedback on the job, 82
information, 79–80
insights from friends and family, 81
self-analysis, 81
self-view versus other-view, 82
360Reach, 80

time, aligning, 323
Toastmasters International, 157–158
trade shows, attending, 98
Trader Joe’s, 36–37
trust

outrageous ideas, 16
in reinventing yourself, 256
through stories, 132

Tweepz, 188
Twellow, 187
Twitter. See also online communication

blog post sharing on, 187
in brand demonstration, 317
in connecting with colleagues, 114
defi ned, 186
following back followers, 188
Just Unfollow tool, 189
lists, creating, 188–189
name use, 245
networking with, 187–188, 282
People Similar To You, 188
reach, extending, 187–188
TweetBeeps, 186
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tweeting on, 186–189
using, 22

Twitter Grader, 187–188

• U •
unresponsiveness, 313

• V •
value

producing, 322
unique promise of, 117–119

values
in building brand profi le, 116
defi ned, 60
defi ning, 60–62
employers, 92–93
ideal situation, 299
intrinsic, 60
list of, 60–62

vanity name, 244–245
videos

bios, 192–193
communication via, 22
library, building, 246–247
posting, 192–193
slideshare presentation, 194

visibility, as personal branding benefi t, 39
visions

in building brand profi le, 116
elements, 67
example, 67
mission statement expansion to, 68
outline questions, 67–68
statements, 68

visual appearance. See also appearance
applying online and with media, 244–247
color palette, 237–240
design brief, 233–235
fonts, 236–237
identity system, 241–244
images, replacing, 240–241
personal logo, 235
workspace, 247–250

vocations, 24
voice. See also image

enunciation, 226
pace, 226

pitch, 225
telephone tips, 226–227
volume, 226

volunteering, 318

• W •
weaknesses

analyzing, 72
freak factor and, 72–73
remembering, 71–72
talent and, 72

websites. See also online communication
blogs versus, 166
content, 167
do-it-yourself, 166
online identity, 245–246
professional groups, 166
securing name for, 244–245
setting up, 165–167

WeFollow, 187
Weiner, Anthony, 52
white, 240
Winfrey, Oprah, 42
women, career dressing

accessories, 219
blouse, 217
calm, quiet, gentle, and supportive, 222
dress, 218
energetic, fun, friendly, approachable, 

outgoing, 222
hosiery, 218–219
jacket, 217
jewelry, 219
serious, authoritative, distant, and 

demanding, 222
shoes, 218
skirt, 218
slacks, 218

women strengths, highlighting, 260–261
woo, 71
word-of-mouth support, 204
WordPress, 168
work experience, 77–78
workforce feedback, 82
workplace. See also jobs

authenticity, 298
credibility, building, 296
expendable worker, 290
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workplace (continued)

fi rst 90 days success, 303–304
Hollywood gig model, 289–291
ideal, imagining, 90–91
meeting savvy, 283
needs, 59
negotiating in, 302–303
networking with, 282–283
not belonging, 91
performance, 12
personal branding mindset, 25, 288–295
personality in, 75
politics, 283
project-oriented, 290
standing out in, 300–301
stay/go decision, 301–303
stories in, 133

workspace
aligning with brand, 248
business tools, 249–250
personalizing, 248–249

writing
articles, 156–157
classes, 155

cover letter, 152–153
design brief, 233–235
identity in, 20
mission statement, 66–67
press releases, 209
story, 127

• Y •
Yahoo! groups, 114
yellow triangles, 239
young professionals, 252–253
your “why,” 15–16
yourself

distinguishing from competition, 309
investing in, 16, 87
knowing, 12–17
marketing, embracing, 37–39
permission to be, 307
reinventing, 256
staying true to, 104
studying, 9
360° view of, 79–82

29_9781118117927-bindex.indd   34029_9781118117927-bindex.indd   340 4/27/12   9:01 PM4/27/12   9:01 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om


