
ANDERSON LEADERSHIP CONFERENCE
BRAND YOURSELF - WORKSHOP OUTLINE

Introductory Video: Branding at Prototype
http://www.youtube.com/watch?v=KTPrOOTTidE

- PT - Capturing brand essence for clients, creating brands and increasing brand awareness.
- How many brands, movies, character names can you identify? 
- What was the branding message here? 
- How would you describe their personal brand? 
- Name your favorite people in the world. How would you describe their 

What is personal branding? 
- ORIGIN: cattle brand

- The word brand began simply as a way to tell one person’s cattle from another by 
means of a hot iron stamp.

- BRAND (def):
- what people think of you when they think of you. 
- about having self-awareness of your strengths and talents, and then letting everyone 

know about your gifts, talents, and experience in a way that adds value to others.
- it’s about giving a clear impression of who you are, what you value, what 

you’re committed to and how you can be counted upon to act. 
- SUCCESSFUL BRANDS: 

- A brand is successful by standing for something in the minds of its target market.
- A successful brand resides within the hearts and minds of customers, clients, and 

prospects. It is the sum total of their experiences and perception of you or your 
business, some of them you can influence, and some of them you cannot.

- PERSONAL BRAND (def):
- You are a brand. You are part of a community actively engaging with (and hopefully) 

seeking your brand. And if I don’t know you, like you or your reputation doesn’t follow 
you into our communications together, then chances are I’m not interested in you. 

Best Brands of the World
Examples of well-known brands that achieved success with stirring emotions of their target: 
  - Volvo = Safe

- Jeep = Rugged
- Breyer’s = Natural
- Häagen-Dazs = Indulgent
- Apple = Innovative, Cool
- IBM = Business, Conservative

CASE STUDY: Stirring emotions, creating a personal image that entices and 
sticks. 
1. Zombie Boy - Rico Genest has spent easily over $16,000 USD and 24 tattoo 
hours turning himself into a tattooed Zombie.

http://www.youtube.com/watch?v=9mIBKifOOQQ
http://www.gobeyondthecover.com/meet-zombie-boy.aspx

2. Gary Vanerchuk
     http://garyvaynerchuk.com/

Why do I need to cultivate and foster my brand? 
1. Job searching, career development, business development, dating, building your professional 
network, developing yourself as an expert

- credibility, reputation, presence = opportunity
2. Because if you don’t, someone will do it for you
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- DO A BRAND AUDIT: Take a look at every piece of communication you have have, as 
well as surveying what others have said about you. This includes your everyday face-
to-face communication as well as online and social media.

- TEST: Google Grade - are you ready to be Googled? Facebooked?
- Results
- Ranking
- Rating
- Relevance
- Right Content
- Google yourself and your business, see what results come up. See where you 

rank when people search you and what those sources are saying about you. 
Are you controlling the information communicated about you? Take control of 
your personal brand by generating the right kind of ad content.

How do I create a personal brand? 
- Who are you really? You have to figure out what you want to achieve and then develop 

yourself (and your brand) to get you there. 
- BRAND TOUCH-POINTS: Every person you meet, every project/assignment you 

deliver, every email you send, every call you answer, every message you leave - every 
point of contact you have with your community - personally or digitally - are what 
makes up your brand. 

- BRANDING YOURSELF: You do this by integrating your brand strategies through 
your company at every point of public contact. get the knowledge, get the 
experience, then get the network.

- BRAND EXPERIENCE: The experiential aspect consists of the sum of all points of 
contact with the brand and is known as the brand experience.

- BRAND PERSONALITY: your brand personality is who you are in concert with how 
you can help people by offering what you’re best at giving

- BRAND STATEMENT: Who you are and why people should connect with you (hire 
you/partner with you/interview you). 

- Your branding statement must provide a clear, concise view of your unique set 
of strengths and tell why you can do it better than anyone else. 

- You need to be able to state clearly and unequivocally why you are different 
than everyone else, and what services you offer that make you unique and set 
you ahead of your competition. 

- Practice Elevator Pitch
- BRAND SPECIALTY: What are you best at/superior at? 

- How are you going to turn that into some form of reputation so people can know you 
by that? 

- Your specialty could be a process, skill, methodology, technique, approach, system or 
slogan

- Earn a Word: You want to seek to own that one understanding in the mind of the 
customers. 

- COMPETITION: If there’s someone already doing what you do, beat them. Be 
better at that niche, meaning be even more specialized or offer a sub-niche. 

- And if you can’t be first in that category, create your own category 
- EX: car brands own (safety, luxury, affordability)

        



THE SECRET SAUCE FOR BRANDING

1. Increase your value to others. 
- Write and speak more often. As you do, your brand specialty will become apparent. 
- Write out your brand specialty as a short phrase, be the world-class expert in something. 

2. Develop branding elements to use cohesively in all your communication.  
- Create outward expressions of your brand that activate your brand in other’s minds
- Do you have a personal logo? Logo Design/Collateral Pieces: www.99Designs.com
- Have you chosen a dominant color to integrate into all your information, design elements, etc.?
- Do you have a font? Top 50 best free fonts: http://bit.ly/gltvgz
- Do your presentations, white papers, blog, emails, facebook, twitter, youtube pages have those 

same elements? Do you use any of these methods of communication? 
- Do you have a signature on your email? 
- Do you have a cool voicemail message that reflects who you are? 

- Find opportunities to express yourself. 
- Is your brand consistent from one medium to the next? 
- BRANDING ELEMENTS: portrait, logo, brand statement, website, business card, branded emails, 

response vehicle at the end of all blogs, LinkedIn, articles, eZine, eBook, webinars, podcasts. 
3. Establish your branding across multiple platforms. 

- Blog: 
- A blog is the home base of your identity. How many don’t have a blog? 90%. So you’re 

distinguishing yourself from 90% of your competitors. Builds your SEO. 
- I would recommend a WordPress blog for its user-friendly CMS (content management system) and 

the responsiveness of Google crawlers to WordPress content. 
- Keep the communication line always open (way to contact).
- Be part of the global conversations. participating in online forums and comments, by this way the 

website can get more visitors by talking about their websites and by giving them information about 
the advantages and benefits this particular website can give.

- Social Media: Facebook, Twitter, LinkedIn, Google+, Pintrest
- Personal Website: Buy your name URL
- Video Content: 

- Free tool
- Improves SEO organically.
- One of the most effective forms of communication: incorporates voice, images and text. 
- Lives anywhere: easily embedded in blogs, websites, social media and emails. 

4. Take the first step
- BRAND EXTENSION: Start slowly to create a path. Have to scale your success. Let it organically build 

momentum, scale up and build momentum. 
- BUILD VALUE: blog, tweet, email, articles, tips and insights to your customers that supports their interests
- CONTENT IS KING: 

- Add content on a regular basis. Once or twice a week add an informative post or page to your site. 
- Keep your site alive and invite the search engine spider bots back to your site to rank it according to 

the new keyword information just posted. 
- Think about what users will type in the Google, Yahoo or Bing, etc., search bar when looking for your 

particular service or product (keywords/phrases)
- evaluate/modify your existing content, make new, positive content, boost your best content 

to the top, track your content/changes
- Original content: Google puts no value on duplicated content or duplicated websites. (Paris Ceramics - 

USA & UK Example)
- Offer something of compelling value on your site. Information they cannot read or get anywhere else.
- In your original content, think about what will bring people back to your website or blog. It’s much 

easier to resell to an existing customer, then to go out and find a new one.
- SEO: 

- Let your website visitors do your SEO for you. 
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- Encourage your website visitors to leave comments. Their descriptive comment will not only encourage 
keywords, it will also keep your site active.

- Search engine optimization is about putting your site’s best foot forward when it comes to visibility in 
search engines, but your ultimate consumers are your users, and not the search engines. So, focus 
your page on creating a conversion. (Opt-in, subscribe or purchase your product.)

- WORD OF MOUTH: 
- Increase ranking and traffic to your site through recommendations from Friends and Relatives is Viral 

Marketing. 
- Testimonials and Reviews: Today, people value a business or product on what other people 

have said about it. Reviews are vital to your company success.

TIPS FOR JOB/INTERNSHIP SEARCH: 
- Go beyond a basic resume and cover letter
- Portfolio of work (print and online0
- Social media
- Referrals
- Internships
- Networking events
- Career fair
- Mock Interviews
- Blog
- Public relations - submit work to contests, competitions, media
- Association involvement

HOW TO START BRANDING
To determine how to brand yourself, you need to identify:

1. Who is your audience?
2. What do you do better than everyone else?
3. Why do you do what you do? What provides the motivation?
4. How do you stand out from your peers?

RESEARCH:
How to Brand Yourself: An Introduction http://www.entrepreneur.com/article/217481
Twitter: Brand Yourself http://twitter.com/brandyourself
http://www.personalbrandingblog.com/50-tips-to-brand-yourself-online/
http://blog.brandyourself.com/personal-brand/personal-branding/what-is-personal-branding/
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EXTRA BRANDING TOOLS

BRANDING YOURSELF 
WORKSHOP OVERVIEW
We’ll combine a little soul-searching of who you are with how to communicate yourself clearly.
Covered in Branding You: 

- Personal Branding
- Reputation Management
- How to Define Your Brand
- Perception and Interaction
- Effective Communication: Develop Your Personal Pitch

We’ll get engaged with examples, videos, ideas and interactive activities to get your mind and body 
moving toward Branding You.

BRANDING STRATEGIES
- logo
- social media, discussion forums, news groups, mailing lists
- blog, podcasts, youtube videos, webinars
- register your name as a domain name
- email signature
- personal profile/bio
- personal pitch
- leave insightful comments on blogs
- interview trendsetters, industry celebrities and other people of interest
- post presentations on interesting topics
- publish an eBook, free report, latest on events in industry

DIVING DEEPER INTO YOUR BRAND 
DEVELOP YOUR PERSONAL STORY - EXPLORATORY QUESTIONS:

1. What makes you as a person special or interesting?
2. What kind of effect have you had on the world? other people?
3. What are the adjectives you would most use to describe yourself as a person?
4. What examples from your business or personal life illustrate those qualities?
5. What events shaped or changed your life?
6. Have you overcome obstacles? Taken risks? Gotten lucky?
7. Would the world/the business/the charity be better or worse if you had not lived/worked/

participated? How and why?
To help you get at some adjectives that might help you in supporting how you describe yourself. 
Consider two exercises…

1 One from doing a psychographic profile. The example I use here is using DISC.
2 Or you can do the exercise in the book Be Your Own Brand which is based upon identifying 

your value statements and organizing them.
3 Competencies, standards, style

        



GOAL TODAY: Leave with a checklist of things-to-do to develop your personal brand. 

HOW TO START BRANDING
To determine how to brand yourself, you need to identify:

1. How do you communicate currently? Who do you communicate with?

2. What are your goals - short term and long term?
 - Brand Strategy: How will you get there? 

3. Who is your audience - who are you trying to reach?
- Brand Positioning: How can you get in front of your target? 

4. What do you do better than everyone else? How do you stand out from others?
 - Unique Selling Point: Why should others invest in you? 

Personal Brand Values Exercise
1. Think about the best known people in your field of study. In your family. In your community. 

2. Why do you like them/know them? Describe their brand.

3. Now look for common themes across all three brands. You may have chosen all three because they 
represent “quality” or “reliability.” The traits that come up repeatedly are likely a match to your own 
personal brand values.

Take some time to discuss the brand values you uncovered. There will be far more common values 
between you and the people and product brands you really love, and less between you and the 
brands that you don’t like as much

4. Now that you know some of your personal brand values, use this as a starting point to write down 
your brand messages.

        


