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committee members for a new position. The online and offline press often serves an important 
gatekeeping role as they choose whom to feature or highlight as an expert within their content.  

Influencers include people with specialized knowledge, expertise, authority, social position, 
and/or personal relationships that enable them to have influence over others. Influencers have 
active and engaged audiences of their own and can provide you with an additional media 
platform to publish your own content. They also can lend you credibility and grant you 
legitimacy as they recommend or rate you. Even without their expressed endorsement, you 
benefit from your mere associations with them as they lend you their social cachet.  

Promoters are people who are actively invested in your success and who help facilitate your 
communication of your personal brand. They might include professional mentors, recruiters, 
bosses, friends who will share their contacts with you, and acquaintances who will set you up 
on blind dates.  

Personal Brand Communities are online or offline special interest groups, clubs, or marketplaces 
to which you can belong. Within these social contexts, you can find others like you who either 
share your mission or crave the value you are able to provide. They might share your interests 
and/or skill sets or occupy the same type of job you’re seeking. Dating sites, trade groups, job 
boards, and alumni clubs are examples of personal brand communities that can help you 
engage with a wide audience.    

Each of these types of people make up your personal brand ecosystem. At the center lies your target 
market, the people to whom you would like to deliver value. Surrounding them are important others 
who can facilitate your value delivery by introducing you to your target market, by providing 
information about you to them, or by endorsing or recommending you. Personal branding consultant 
Franziska Schaadt explains,  

Personal branding is not about simply telling others who you are – but more 
importantly, about building relationships with others by sharing your values and 
experiences…When you’re present both online and offline with your values and 
strengths, others can get to know you better, find common ground or discover interesting 
aspects of your life and work that they want to talk to you about. This is how a relationship 
is formed without you even really talking to the people.22  

Renegotiating Your Personal Brand Over Time 
Creating a personal brand is not a one-and-done effort. “Your personal brand story is not a 

destination. It is a living, breathing organism. You are writing new pages every day. It will evolve. You 
need to remain agile and open to the change,” says Tombrakos.23 You must continue to update your 
personal value proposition, your credentials, your social capital, your cultural capital, and your 
physical capital over time to avoid stagnation. Great personal brands evolve with you as you grow 
personally and professionally, and they adjust to changing goals and audiences. Schaadt advises, “The 
decisive factor for effective personal branding is the consistent and universal implementation of your 
individual strengths and preferences at all levels. Personal branding is therefore not a one-time 
juggernaut, but an ongoing journey that requires a lot of attention and self-love.”24 

You should conduct a personal brand audit at least once per year or more frequently if you have an 
important new goal to align, in order to ensure that your desired brand identity is hitting the mark 
with your important audiences. If you were doing a perfect job enacting and communicating your 
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desired personal brand, the brand attribute rankings you give yourself in your brand audit would be 
a perfect 5 match with the rankings your truth tellers give you when you conduct your annual brand 
audit. However, realistically, sometimes this will not be the case. If other people are scoring you at a 3 
or lower, indicating a lower level of association between you and an important personal brand 
attribute, you have two options to reconcile the discrepancy. First, you can work on improving how 
you come across to others by more prominently displaying that brand attribute in your day-to-day 
interactions. Think about this strategy as either evolving your message (through a revision of your 
brand stories) or increasing your media reach and frequency. Both of these strategies can help you 
bolster others’ perceptions of you to more closely align with your desired image. For example, if others 
currently do not perceive you as a strong leader (and you would like them to do so), you might take 
the following actions to build up your brand message: 

Take leadership training courses to enhance your credentials and gain some new skills and 
competencies, 

Volunteer to be the leader of task forces, new business units, online business efforts, etc., 

Take on leadership roles in your personal life that will build complementary skills, such as non-
profit board leadership or other volunteer positions, 

Seek out leadership awards and citations. 

Additionally, you might want to send out more branding signals about that particular attribute to 
assure that important others repeatedly receive information about you as a leader, by taking actions 
such as: 

Increase your social media postings where you are described as a leader by third parties or that 
mention your leadership role on an internal project, 

Incorporate the words lead, leader, and leadership in your emails and other company 
communications, 

Encourage your direct reports to communicate the details of a project while you communicate 
the big picture and strategy, 

Proactively engage with your audiences in ways where you are viewed in a leadership position, 
such as seeking opportunities to be a keynote speaker or panelist at a conference, 

Host company events with titles such as “Views from our Leaders,” 

Make sure that your personal appearance (including your clothing and personal grooming 
choices) are consistent with how someone perceives a leader in your company and/or industry.  

Conversely, you may ponder whether that particular brand association is either inauthentic to you 
(something that you desire to be but actually aren’t) or is too difficult to credibly communicate. If this 
is the case, then you may want to pick a new attribute upon which to storyscape your brand. This may 
involve a minor or a major personal brand repositioning, which would put you back in the visioning 
stage at the beginning of the process to rethink your unique value proposition.  

How do you know if your personal brand is working? Assess your results against your personal 
value proposition: 
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Are you engaging with the right audiences? Evaluate your social network to see if your personal 
branding efforts have attracted the right people from your important audiences. 

Are you realizing your personal mission and making the difference you want to in the world? 
Are you achieving it while remaining true to your values? 

Is your value being appropriately recognized and valued by others? Are you being adequately 
compensated for the value you are creating? If so, you should be accruing new opportunities 
and rewards, both tangible and intangible, such as raises, promotions, desired invitations, etc. 

Have you gained self-confidence as you executed your personal branding strategy? Arruda 
reminds, “Perhaps the biggest byproduct of building your personal brand is confidence. The 
self-awareness you gain from going through the personal branding process translates into self-
assuredness. And as your brand begins to pay dividends – opportunities, power brokers, 
acknowledgement, accolades – you become more and more comfortable in your own shoes.”25  

Navigating Personal Branding Pitfalls 
Managing a personal brand can be tricky. Here are eight pitfalls to reflect upon: 

Underdeveloped or insufficient branding. Some people make a conscious choice to reveal minimal 
personal information about themselves in both face-to face conversations or on online platforms. They 
often place their desire for privacy above the value of strategically crafting and implementing a 
personal brand. Yet, in today’s environment of inflated egos and poseurs, people need to know that 
you are legitimate before they can trust you. Thus, an absence of information about your personal 
brand can result in people attributing false conclusions about you. If you do not create the brand you 
want, someone else will do it for you and you probably will not like it. We are not saying that you need 
to divulge your deepest feelings and secrets to the world, but striking a reasonable balance between 
privacy and projecting a strategic image is important for success in both personal and professional 
contexts. 

Others err by failing to differentiate their brand from people like them, leaving their brand to exist 
in a sea of sameness. For example, in her work with matchmaking clients, Rachel often hears people 
describe themselves as “I’m nice, smart, and honest.” She challenges them to evolve these somewhat 
generic traits into something more memorable and distinctive, such as “I have Midwestern values, 
intellectual curiosity, and I’m a great secret-keeper.”   

As personal branding becomes a more important asset in today’s social media world, the media 
channels for personal branding have become cluttered. Explains journalist Ann Friedman, “Blogging, 
tweeting, posting to Facebook and Instagram, optimizing your personal web site and LinkedIn profile 
to explain what makes you unique – none of this is enough to distinguish you from anyone else, 
because everyone else is also doing all of these things. Branding yourself might be easier than ever, but 
it’s getting harder and harder to stand out.”26 Finding new media channels (both online and offline) 
for promoting your brand and ensuring that your brand messages stand out is crucial to avoid your 
brand getting lost in the crowd. 

Cleaning up inconsistencies. Online impressions matter and most people have multiple profiles 
on different social media platforms that reflect different identities and goals. Your LinkedIn profile 
probably looks quite different from your Instagram or Hinge profiles. Moreover, Google search results 
with your name are probably quite random and diverse. Additionally, a face-to-face meeting with you 
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