
197

1-2-3 Success!. See Personal branding
process (1-2-3 Success!)

360°Reach assessment, 52, 54, 136, 173,
178–179, 186

password/complimentary subscription,
52

Accenture, 119
Ad Agency Roundtable, 110
Adobe, 161
Advertising Age, 106
Advertising Week, 110
Africa, Reach Certified Personal Brand

Strategists in, 195–196
Amazon.com, 25, 27, 110, 138
American Express, 25, 181
American Marketing Association newsletter,

110
Appearance/wardrobe/style, 29, 146,

149–151
Appel, Kris, 40–41
Apple, 28
Apprentice, The, 13–14, 181
Armstrong, Lance, 191
Arnold, Matthew, 92
Asian Pacific, Reach Certified Personal

Brand Strategists in, 195
Attributes. See Brand attributes
Avon, 181

Bahamas, Reach Certified Personal Brand
Strategists in, 195

Band Aid, 182
Barnesandnoble.com, 138

Batson, Kim, 92
Bear, Jacci Howard, 160
Berra, Yogi, 38
Bewitched, 13
Bezos, Jeff, 27
Bios, 82–87
Blanchard, Ken, 175
Blog(s), 128–132

defined, 129
hosts, 130
introduction/overview, 95, 128–129
newsreader/online syndicated content,

132
personal/private blog (www.vox.com),

131
posting comments on other people’s,

111, 139
public versus private, 131
what to write/how often, 130–132

Bloglines, 132
Blue, attributes associated with, 161
Body Shop, The, 161
Bookstores, posting reviews on online, 138
Boorstin, Daniel J., 159
Boss:

in brand community, 59
principle 2: being your own boss, 17–18

Brand(ing):
being on-brand in all that you do,

145–154
career success and, 23–30
corporations, 25, 27–29
cost of, 27
evolving, 189–190
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Brand(ing) (continued)
image and, 26–27
logos/taglines and, 26, 75, 165–166, 167
mindset, 20–21
myths about, 25–27
process/methodology (see Personal

branding process (1-2-3 Success!))
Brand attributes, 47–49, 51–53, 77

defining, 47–49
emotional/rational, 48–49, 51
example, 77
identifying, 52
positive, 51–53

Brandchannel’s Reader’s Choice Awards, 25
Brand community, 57–67

competitors, 59–62
employees/employer, 59
external constituencies, 62
friends/family, 59
introduction/overview, 58
management, customers, and business

partners in your organization, 62
peers, 59
target audience, 62–67

Brandego, 165, 190
Brand environment, 146–149

appearance, 149
brand identity system, 149
defined, 146
office and business tools, 149
professional network, 149

Brand-identity system, 146, 149, 155–170
background patterns/textures, 164–165,

166
business cards, 169
color, 159–161
design brief for a Web portfolio,

157–159
developing, 157–168
e-mail templates, 170
images, 163–164
implementing, 168–170
introduction/overview, 156
letterhead, correspondence cards,

envelopes, labels, 169
logo, 167, 170
music/sound, 167–168
postage stamps, 170

presentation templates, 169
special effects, 167
taglines, 165–166
thank-you notes, 154, 169
typography, 162–163
usage guide, 170
as visual vocabulary, 156
voicemail greetings, 170
website, 170
workbook exercise, 168

Brand performance, assessing, 187–188
Brand profile, 70, 75–78
Brand statement. See Personal brand

statement (PBS)
Branson, Richard/Virgin brand, 25, 28, 42,

99, 181
Breast Cancer Awareness, 160, 181
Brettel, Sue, 150
British Airways Club World, 28
British Petroleum, 161, 181
British Telecom, 25
Buckingham, Marcus (and Clifton; Now,

Discover Your Strengths), 55–56
Burnout skill, 53
Burokas, Nina, 129
Business Week, 117
Byrnes, James F., 9

C(s), three, 63, 80, 98, 99–100, 187
clarity, 99, 100
consistency, 99–100, 141
constancy, 100

Canada, Reach Certified Personal Brand
Strategists in, 195

Canfield, Jack (Chicken Soup for the Soul),
187

Career Distinction. See also Reach:
mindset, 11–21

introduction/overview, 12–13
1-2-3 Success! and, 12–13
principle 1 (stand out: stand for

something), 13–17
principle 2 (be your own boss), 17–18
principle 3 (forget the ladder: it’s a

ramp), 18–20
principle 4 (think like a brand), 20–21
and weaknesses/strengths, 55–56

tips for maintaining (12), 191–192
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website, 52
workbook, downloading, 35

Career karma. See Karma, increasing career
Career-marketing tools, 81–96

bio, 83–87
cover letter, 82–83, 94–95
e-mail signature, 95
executive summary, 95
introduction/overview, 82
job interview, 95–96
leadership addendum, 95
resume, 87–97
traditional, 7–8, 82–83
voicemail message, 95
web portfolio or blog, 95 (see also

Online identity building)
workbook exercise, 96

CEO(s):
CEO coach, 41
as target audience, 103

Change:
as a constant, 2–6, 191
helping your brand evolve, 189–190

Chat with Pat, 109
Checklists:

communications plan, 112, 113
personal brand statement (PBS), 76

China, Reach Certified Personal Brand
Strategists in, 195

Chug and Hug, 109
Church of England, 161
Clarity, 99, 100. See also C(s), three
Clifton, Donald O. (Buckingham and;

Now, Discover Your Strengths), 55–56
Coca-Cola, 25, 26, 27–28, 63, 161
Color, brand-identity system and, 159–161

meaning of specific colors, 161
organizations associated with a color, 160
as trademark, 150

Communications, career-marketing, 97–113
being yourself, 113
brand identity system and, 168–170 (see

also Brand-identity system)
business cards, 169
checklist, 112, 113
communications mix, 102
confidence in, 192
content themes, 100–101

creative methods, 108
e-mail templates, 170
getting most bang for your buck, 111
introduction/overview, 98
letterhead, correspondence cards,

envelopes, and labels, 169
participating in organizations, 108
physical communications plan, 98,

104–113
developing, 104–109
executing, 109–113

postage stamps, photo or logo, 170
presentation templates, 169
public speaking, 104–105, 188
repetition, 111–113
skills, 98–99
thank-you notes, 154, 169
thought leadership, establishing, 102–104
tips, 111–113
voicemail greetings, 170
website, 128, 170 (see also Online

identity building)
wheel, 100–101
writing/publishing, 105–107

Community. See Brand community
Competitive differentiation, assessing, 58,

59–62, 192
comScore, 118
Conformity, 7
Connector, 191
Consistency, 99–100, 141. See also C(s),

three
Constancy, 100. See also C(s), three
Consumer brand choices, 29
Content:

themes, 100–101
web, 140–141

Copcutt, Paul, 175
Corporations:

branding, 25, 27–29, 35
dynamic nature of, 5–6
organizations associated with a color, 160
taglines/logos, 165–167

Cover letters, 82–83, 94–95
Customers, 62

Dabbling, digitally, 121, 124
d’amico, James, 165

INDEX 199

arru_z03bindex.qxd  4/24/07  11:59 AM  Page 199

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Davis, Bette, 44
Davis, Scott, 106
Delta, 60
Denny, Keith, 8–9
DHL, 161
Dib, Deb, 41, 73
Digital profile, determining your, 120–125.

See also Online identity assessment
Disastrous, digitally, 121, 124
Discovery Channel, The Secrets of the Eiffel

Tower, 65
Disguised, digitally, 124
Disney, 25, 27
Dissed, digitally, 121, 124
Distinct digitally, 121, 124
Dunkin Donuts, 28
Dynamic environment, 2–6

Ecademy.com, 136, 164
Economic downturns, thriving during, 28
Egypt, Reach Certified Personal Brand

Strategists in, 195
Eiffel Tower, brand symbol of France and

Paris, 64–65
E-mail:

headshots and, 164
signature, 95, 164
templates, 170

Emerson, Ralph Waldo, 17
Emotional brand attributes, 48–49, 51
Employees, 28, 59
Employers’ wants, 6–8
Employment model, shifting, 7
Endorsements, 91
Enelow, Wendy (Best Cover Letters), 89–90

and Kursmark (Cover Letter Magic), 94
Eng, Cindy, 139–140
Environment. See Brand environment
Europe, Reach Certified Personal Brand

Strategists in, 195–196
ExecuNet, 118
Executive summary, 95
Express (Step Two: communicate your

brand to your target audience),
79–80. See also Personal branding
process (1-2-3 Success!)

Expressing yourself. See Communications,
career-marketing

External constituencies, 62
Extract (Step One: unearth your unique

promise of value), 31. See also Personal
branding process (1-2-3 Success!)

Exude (Step Three: manage your brand
environment), 143. See also Personal
branding process (1-2-3 Success!)

Family, 59
Fast Company, 24, 124, 139
Federal Express, 161
Feedback, 47–49, 51–53, 77, 188–189, 

191
Ferrazzi, Keith (Never Eat Alone), 174,

175–176
First impressions, 149–151
Focus, 66
Forbes, 103
Ford, 161
Ford, Tom, 25
Fortune, 103
France:

Eiffel Tower as brand symbol of, 64–65
Reach Certified Personal Brand

Strategists in, 195–196
reduced work week, 4

Francisco, Robert, 85–86
Franklin, Benjamin, 190
Friends, 59
Friendster, 118
Furniture, office, 151–152

Gaines-Ross, Leslie (CEO Capital), 47
Garnier, 75, 161
Gates, Bill, 42, 181, 182, 191
Gates, Melinda, 182
Geldof, Bob, 182
Ginisty, Christophe, 37–38
Global, as brand attribute, 152–153
Global Brand Management, 8
Globalization trends, 5
Goals, clarifying, 34, 38–40
Godin, Seth, 15–16
Google:

“Better Listing On Google” (B.L.O.G.),
130

Googling, defined, 117 (see also Online
identity assessment)
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Groups, 139
logo, 167
News Alerts, 132

Gracian, Baltasar (The Art of Worldly
Wisdom), 74

Graham, Nick, 26, 190
Green, attributes associated with, 161
Guéniot, Alexandre, 134

Harris Interactive poll, 118
Heinlein, Robert, 39
Henricks, Heather, 135–136
Hertz, 161
Hobbies, 91
Home Depot, 160, 161
HSBC, 161
Hughes, Charles Evans, 86
Hugo Boss, 161
Hume, Patricia, 108–109

IBM, 25, 28, 48, 51, 161, 167
Image, branding not just about, 26–27
Images. See Photographs/images
Indonesia, Reach Certified Personal Brand

Strategists in, 195
Information technology (IT), offshoring, 5
Innovation, 7
Intel, 167
Intellectual property (IP), 103–104
Internet. See also Online identity

assessment; Online identity building:
brand extension, 138–139

participating in professionally
oriented online forums, 139

pontificating on other people’s blogs,
139

posting reviews of books at online
bookstores, 138

publishing articles, 138
digital profile (see Online identity

assessment)
Googling (see Google; Online identity

assessment)
networking sites, 136–138
virtual project teams, 4–5
web portfolio (see Online identity

building)
Interviews, job, 95–96

Ireland, Reach Certified Personal Brand
Strategists in, 196

Israel, Reach Certified Personal Brand
Strategists in, 196

Italy, Reach Certified Personal Brand
Strategists in, 196

Jargon/acronyms, 91
Jell-O logo, 167
JetBlue, 60, 160
Job, loyalty/longevity/tenure, 3, 13
Jobs, Steve, 150
John, Elton, 150
Johnston, Lynn, 56
JPMorgan, 25

Karma, increasing career, 171–183
giving back to society, 172, 181–183
giving to get (networking), 136–138,

149, 172, 173, 174–178, 192
introduction/overview, 172
office mates, face-to-face exchanges,

178–180
social capital, dual advantages of,

180–181
strengthening relationships with

members of brand community, 172
Kennedy, John F., 2
King, Martin Luther, Jr., 63
Knowing yourself, 33–44

goals, 38–40
introduction/overview, 34
passions, 40–44
purpose, 34, 36–38, 77
tips for maintaining Career Distinction,

191
values, 40–44
vision, 34, 36–38, 77

Kodak, 63
Kohn, Myriam-Rose, 164–165
Kursmark, Louise (Enelow and; Cover

Letter Magic), 94
Kyle (marketing executive, pharmaceutical

company), 66–67, 110–111

Ladder/ramp, career, 18–20
Lawrence, Allan, 73–74, 84–85
Layoffs, surviving, 14, 63–64
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Leadership:
addendum, 95
thought, 102–104

Letterhead/envelopes, 169
Lindbergh, Anne Morrow, 104
LinkedIn.com, 86, 136, 179, 188
Little, Dawn, 157–159
Logo:

branding more than, 26
as part of brand identity system, 167
postage stamps, 170

Lorde, Audre, 103
L’Oreal, 166
Lotus, 151, 152, 161, 166
Love:

defined, 49
power of emotional brand attributes,

49–51
LoveMarks, 49
Loyalty, 13, 14

Mackenzie, Leanne, 167
Madonna, 39, 99–100, 182
Malaysia, Reach Certified Personal Brand

Strategists in, 195
Mann, Boris, 125
Marines, 75
MarketingProfs.com, 110
Market valuation, branding and, 27–28
Marriott, 28, 84–85
Mauritius, Reach Certified Personal Brand

Strategists in, 196
McDonald’s, 161
Me, Inc., 7
MENG (marketing executive’s network), 

111
“Me-Too” executives, 7
Metrics, 186, 187–188
Microsoft, 25, 134
Middle East, Reach Certified Personal

Brand Strategists in, 195–196
Miller, Dennis, 16
Milli Vanilli, 27
Mindset. See Career Distinction, mindset
Mobility, growing employee, 6
Money, branding and, 27
Monheim, Tom, 54–55

Moriarty, Patricia, 165, 166
Murphy, Joseph (The Power of Your

Subconscious Mind), 36
Music/audio, 167–168
Myths about branding, 25–27

NCR, 173–174
Networking:

giving to get, 136–138, 149, 172, 173,
174–178, 192

jobs found through, 173
online sites, 136–138

New York City, 25
Nicholson, Jack, 16
Nike, 8–9, 26, 60, 75
Nokia, 161
Novo, Frank, 173–174

Office and business tools, 149, 
151–156

Offshoring, 5
Oliver, Jamie, 182
1-2-3 Success!. See Personal branding

process (1-2-3 Success!)
Online identity assessment, 115–125. See

also Internet
determining your current digital profile,

120–125
digitally dabbling, 121, 124
digitally disastrous, 121, 124
digitally disguised, 124
digitally dissed, 121, 124
digitally distinct, 121, 124
evaluating/calculating volume of

accurate results, 122–123
Googling, defined, 117
introduction/overview, 116
keeping track of changes, 121, 191
matrix, 121
rating relevance of search results, 123
startling facts, 118

Online identity building, 127–141
blogs, 95, 111, 124, 128, 129–132, 

139
consistency, 141
content, 140–141
dos and don’ts, 140–141

202 INDEX

arru_z03bindex.qxd  4/24/07  11:59 AM  Page 202

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



headshots, 141, 164, 165
importance of starting now, 139–140
introduction/overview, 95, 128
links, 140
networking sites, 136–138
professional help, 141
proof of performance, 133–136
quality versus quantity, 140
resumes, 91
Search Engine Optimization (SEO),

111
tools, 128
web portfolio, 95, 110, 132–136, 170

bio version for, 86
brand identity system, 170
example design brief, 157–159
website development company,

selecting, 137
Oprah, 25, 100, 181, 182, 191
Orange, attributes associated with, 161
Organizational change, 5–6
Organizations, participating in, 108, 111,

139
O’Sullivan, Fiona, 64–65

Palm Pilot, 153
Partners, 28, 62
Passions, identifying, 34, 40–44, 182
Peers, 59
Pepsi, 28, 166
Personal branding process (1-2-3

Success!):
overview/introduction, 12, 21, 24,

29–30, 186
Step 1 (Extract), 31

defining brand community, 
57–67

feedback, 45–56
knowing yourself, 33–44
telling brand story, 69–78

Step 2 (Express), 79–80
assessing your online identity,

115–125
building online brand identity,

127–141
career-marketing tools, 81–96
expressing yourself, 97–113

Step 3 (Exude), 143
being on-brand in all that you do,

145–154
career karma, 171–183
visual identity, 155–170

Personal brand statement (PBS), 70–78,
86, 89

benefits/uses of, 71–74
in bio, 86
checklist, 76
defined, 70
developing, 74–75
examples, 71, 72–74, 77
in resume, 89
revising, 71
tagline versus, 75
testing, 74
three qualities of, 74
workbook exercise, 75

Personal life, blurred boundaries between
work and, 4–5

Personal style, establishing, 146
Peters, Tom, 21, 24, 174
Philanthropic organizations, 108, 111
Photographs/images:

brand identity system and, 163–164
building online identity, 141
consistent use of, 163
headshots, 111, 163–164
on postage stamps, 170

Phrase, as trademark, 150–151
Physical communications plan, 98,

104–113. See also Communications,
career-marketing

Portfolio, web. See Online identity
building

Portugal, Reach Certified Personal Brand
Strategists in, 196

Postage stamps, 170
Posting on other people’s blogs, 111, 139
Posting reviews of books at online

bookstores, 138
Presentation templates, 169
Prince, 160
Private blogs, 131
Product/service line extensions, 28
Professional design, 141
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Professional organizations/forums, 108,
139

Profile:
brand, 70, 75–78
digital, 120–125 (see Online identity

assessment)
Project-based world, 3
Publishing/writing:

articles, 86, 105–107, 164
books, 107
online identity, 138

Purple, attributes associated with, 150, 161
Purpose, identifying/articulating, 34,

36–38, 77

Quality versus quantity, online identity,
140

Qubein, Nido, 67
Quirks, flaunting your, 191

Rational/emotional brand attributes, 48,
51

Reach:
founding of, 1, 25, 166, 190
global list, Certified Personal Brand

Strategists, 193–196
goal for, 102
monthly personal branding quick tips,

167–168
Personal Branding Certification

program, 25, 175
Personal Branding methodology (see

Personal branding process (1-2-3
Success!))

teleseminars, 180
360°Reach assessment, 52, 54, 136, 173,

178–179, 186
password/complimentary

subscription, 52
Red, attributes associated with, 161
Red Cross, 25
Regulation, government, 5
Repeating yourself, getting comfortable

with, 111–113
Reputation, 34–35
ReputationDefender, 118
Respect the Bean, 85–86

Resumes, 82–83, 87–97
boring, 83
brand identity and, 91–92
brand statements and, 89, 92–93
chronological versus functional, 90–91
core competencies, 89
cover letters, 94–95
endorsements, 91
fraud, 133
Googling versus, 141
heading, 89
hiring managers’ scan time, 88
hobbies, 91
information needed in, 89
jargon/acronyms, 91
links to websites/blogs, 91
mailing tip, 92
quantifying in, 90
questions to ask yourself about, 88
review by qualified professional, 91
Summary of Qualifications, 88, 90, 91
tips, 90–91
typography, 87
updating by project, 94

Right Management, 150
Ring tones, 153
Road map. See Personal branding process

(1-2-3 Success!)
Roberts, Kevin (LoveMarks), 49
Rouault, Georges, 51
Rumeur Publique, 37–38
Russia, Reach Certified Personal Brand

Strategists in, 196
Ryze.com, 136, 164

Sarbanes-Oxley Act, 5
Screen savers, 153
Search Engine Optimization (SEO), 111,

137
“Selectively famous,” 66
Sex in the City, 117
Silicon Valley, 25
Singapore, Reach Certified Personal

Brand Strategists in, 195
Skype, 5, 164
Social capital, 179, 180–181
Social responsibility, 172, 181–183
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Sofitel Hotels, 161
South Africa, Reach Certified Personal

Brand Strategists in, 196
Speaking, public:

communications plan, 104–105
number of gigs as metric, 188

Standing for something:
building online identity, 140
principle 1: stand out: stand for

something, 13–17
Starbucks, 4, 27, 28, 101, 161
Steps. See Personal branding process

(1-2-3 Success!)
Stewart, Martha, 42, 151
Stone, W. Clement, 148, 177
Storytelling, in bio, 84–85
Strengths, 53–56, 60, 141, 191
StrengthsFinder self-assessment developed

by Gallup, 56
Style, personal, 29, 146, 149–152
Sweden, Reach Certified Personal Brand

Strategists in, 196

Taglines/slogans, 26, 75, 165–166, 167
Target (retail store), 28, 161
Target audience:

appearance appropriate for, 150
focusing on, 66–67
identifying:

by demographics, 65–66
by name, 65
by psychographic data, 66

importance of, 62–65
Technology:

blurring boundaries between work and
personal life, 4–5

company leverage of, 5
Internet (see Internet; Online identity

assessment; Online identity
building)

selecting website development
company, 137

for technology’s sake, 137
Technorati, 129
Textures/patterns, background, 164–165,

166
Thank-you notes, 154, 169

TheLadders.com, 84
Thinking big, 191
Thorndike, Edward, 107
Thought leadership, establishing, 

102–104
Tiffany, 160
Time, 102
Tools. See Career-marketing tools
Trade journals, 107
Trademarks, personal, 150–151
Traditional career-marketing tools, 82–83
Trump, Donald, 13–14, 181
Tullier, L. Michelle, 180
TypePad.com, 130
Typography, 87, 156, 162–163, 167

United Kingdom, Reach Certified
Personal Brand Strategists in, 196

United States, Reach Certified Personal
Brand Strategists in, 193–195

UPS, 159–160

Value:
proposition, 73, 93
unique promise of, 16, 31, 34

Values/passions, 34, 40–44, 182
van Gogh, Vincent, 75
Vartus, 161
Vidal, Gore, 151
Virgin brand (Richard Branson), 25, 28,

42, 99, 181
Virtual project teams, 4–5
Vision, 34, 36–38, 77
Visual identity. See Brand-identity system
Voicemail greetings, 95, 170
Volvo, 26–27, 28, 63
Vox.com, 131

Wal-Mart, 161
Wardrobe/appearance/style, 29, 146,

149–151
Warner Bros., 25
Waterman, Andy, 168–169
Weatherby, Lance, 133, 167
Web portfolio/websites. See Internet;

Online identity assessment; Online
identity building
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Weil, Debbie (The Corporate Blogging
Book), 129

Welch, Jack, 181
Wheel, communications, 100–101
W Hotel, 147
Wibbels, Andy (Blog Wild), 131
Wi-Fi zones, 4, 5
Wilde, Oscar, 101
Williams, Robin (The Non-Designer’s

Design Book), 163
Winfrey, Oprah, 25, 100, 181, 182, 191
Woods, Tiger, 191
Wordpress.org, 130
Work, future of, 1–9

accelerating organizational change, 5–6
blurred boundaries between work and

personal life, 4–5
change as only constant, 2–6

conformity as enemy of innovation, 7
employees’s growing mobility, 6
new opportunity, 9
shrinking job tenure, 3
what employers want, 6–8

Workbook, downloading, 35
Working Mother magazine, 40, 63
Writing. See Publishing/writing
Wu, Brian, 160, 164

Yahoo! Groups, 139
Yate, Martin(Cover Letters That Knock ’Em

Dead), 94
Yellow, attributes associated with, 161

Ziggs.com, 137
ZoomInfo.com, 86, 118, 137
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