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 Introduction 
 
    We’re constantly being flooded with information every other day. One of such information comes in the way of branding. Take a look around you, and you’ll discover that the world has since turned into one giant billboard for different brands. On the clothes we buy, the shoes we wear, the food we eat, what we bath with; all have one form of branding. And although branding might appear like nothing more than a formal organizational signature, it goes beyond that. 
 
    Let’s perform an exercise to see just how far branding has been incorporated in our day-to-day lives. When you hear the word “apple” what comes to mind? Sure, you might give the fruit a thought before your mind wanders to the technical giants that make the invaluable iPhone. The theme, blue and white, reminds you of Facebook. When you smell pizza, you think about Pizza Hut, Dominoes, etcetera. The thought of a search engine rings Google in your head. If you don’t want an iOS phone, your next option without even thinking is the Android OS, even though there are lots of other operating systems out there. 
 
    Why do you think this way? What causes this behavior? It can all be traced back to branding. The concept of branding goes beyond a symbol of an organization. Think of it as a form of psychological programming. When strong, durable phones are mentioned, everyone remembers the petite Nokia phones of old. Those phones may long have been discontinued, but the branding that went into it lives long in the psychology of people. You think security, and the Blackberry comes to mind. Versatility and diversity, the Android. Even this is scratching the surface of branding because it goes deeper than that. Throw in colors and it’s a different ball game altogether. The use of colors to program people into associating abstract qualities to a brand is one of the key roles of branding. 
 
    For instance, when the color green is used in antibiotics, we naturally assume the product to be healthy and environment-friendly. A good example is Dettol. Blue gives us a sense of dependability and trust, as seen in Samsung, Nivea, Savlon, etcetera. Enough said about the psychology of branding. Now, how does it apply to you? Branding works indifferently of who uses it, and can be used to attract and program a target audience. What’s more, the ease with which branding can be created is unimaginable. You need not be one of the big dogs in your industry to employ the power of branding. No. If you use social media, you should have come in contact with in-app marketplaces. And if you haven’t, you probably know a person or two on your list of friends who trades on the platform. For one to successfully attract real customers on the internet and thrive in their trade, they must have painstakingly created and maintained a brand and reputation. And that’s only on social media. What about off internet platforms—in the real world? 
 
    Learn more about branding in this amazing volume dedicated to teach you the nitty-gritty of the subject, and help you grow a reputable and trusted brand. 
 
      
 
    



 
   
  
 




 Chapter One 
 
    What is Personal Branding and Why is it Important? 
 
      
 
    The term “personal branding” refers to a process of promoting and establishing yourself as well as the things you stand for. A personal brand is formed by combining elements like experiences, expertise, and personalities, which makes a person unique in and of themselves. When done efficiently, personal branding sets one apart from others in their respective industries. Personal branding sounds rather unusual, as people are more conversant with organizational branding. However, in this age of the internet where everything lives almost forever online, the concept might just be crucial now more than ever. Unlike corporate branding, a personal brand is etched into the minds of your target audience, as well as the market. Think of personal branding as a means of communicating and offering your value to the world. Let’s consider another perspective on the concept. A personal brand is a means of promoting yourself. It is a distinct combination of elements that you want the world to see in you. It’s the way you tell your story to your onlookers, and how that story is indicative of your words (spoken and unspoken), behavior, attitudes, and conduct. 
 
    From a professional standpoint, your personal brand is what people imagine when they think of or see you. It could be a culmination of how they perceive your personality in real life, or how the media conveys you. It could also be the impression you people gain from browsing the internet. The associative capacity of branding is as weird as it gets, but even that can be a selling point when utilized effectively. For instance, PewDiePie is in and of himself a personal brand. People think of him as the king of gamers or the biggest YouTube crusader alive. And that’s just one person out of many who’ve gone on to excel at personal branding. 
 
    But beyond your personal heroics, a good personal brand also involves what others have to say about you as much as it is about what you think of yourself. The word as we know it is astutely focused on branding, so much so that the crucible of the concept is almost forgotten. Branding is a mere formality, a scratch of the surface in comparison to brand, which is more of an emotional attachment. For instance, just about anyone can take great pictures with a good phone and get top-notch designers to create brand webpages with stunning personal designs. However, all of that is shallow and the surface of what actually is. Personal branding differentiates you from others, but your brand is what constitutes everything you stand for. When done right, personal branding can factor into your business in several ways more than corporate branding. And then success is almost a given. 
 
    A flexible quality of personal branding is that you can choose to ignore it and let it grow organically. It’s not a given this growth would be streamlined, chaotic likely, and it may span beyond your control. Alternatively, you can manage the growth of your personal brand to follow the path of path personality. Think Cristiano Ronaldo. From donning the number 7 shirt at Manchester United to becoming a force in it, he’s gone on to incorporate it into his personal brand, CR7. His growth as a brand exploded from his tireless efforts on and off the pitch. Before the days of the internet, personal branding was down to a miniature business card. In those times if you weren’t a high profile individual discussed on mass media, or featured heavily in a popular advertising campaign, little to no person would have heard about you. However, the case is largely different in today’s society, where the world is fast becoming a global, public, and interconnected place. The smallest of actions carried out in secrets is discussed on social media, and anonymity is a prize only a lucky few can afford. 
 
    Why is it important 
 
    Since we have progressed to the point where anonymity is rare and everything is available on the internet, being influential is a great bargaining chip. And if you must develop a strong personal brand, you best be ready to put yourself out there. Personal branding is the distinctive factor that tells you apart from all others, and you can use it to convey your expertise and knowledge in your areas of specialty. More often than not, a personal brand is the underlying factor behind how memorable people are. For instance, the Kardashian sisters are popular because of their family's branding, which served as the pedestal for their personal branding. In turn, their personal branding is how we can tell them apart or remember them even. 
 
    The millennial demographic especially, have little to no trust for advertising. And rightly so, too. According to studies, up to 84 percent of millennials have no trust for either advertisement campaigns or the brand behind those ads. Nonetheless, millennials are prepared to take the leap of faith for people they feel they know. Take a moment to digest that. A millennial would hurriedly hand their money to a brand if someone who they don’t know half as much as their next-door neighbor is used in an as. Even if the brands behind the ads are ones that they hate. A good instance to consider is the debate over the use of masks in the wake of the pandemic. Some Americans were hugely against the use of masks, a substantial number of them Trump supporters. But the one minute the president donned a mask, they thought it looked cool and decided to jump on the bandwagon. And most of them aren’t even millennials. 
 
    This behavior has made businesses stop and rethink their approach to marketing. As a matter of fact, this behavior is one of the leading reasons why influencer marketing has become a successful strategy in business in recent past years. Businesses are starting to incline towards personalizing high ranking social media influencers in their marketing strategies. For smaller businesses, it is even much easier to make this transition as there is little to no difference between the business and the sole trader. The challenges increase for bigger companies. However, there are those that deal with it correctly. If you didn’t already know, Steve Jobs wasn’t the only creator of Apple. There was someone else, name of Steve Wozniak who worked on creating the products, while Jobs focused on marketing and sales. But what made Jobs the face of Apple was his knowledge and use of personal branding even before the phrase became an industrial concept. In the same vein, the personal brand that is Elon Musk precedes the corporate brand that is his company, Tesla. 
 
    It is only sensible that the owner or manager of any business bonds with their target audiences or consumer bases on an individual level before trying to sell the company’s message to them. 
 
    Understanding Personal Branding 
 
    Both professionally and personally, a personal brand is an important thing to own. Think of it as a CV that can be presented to potential or already existing clients. It is a sure way of ensuring that people perceive you in the light that you need them. The alternative to this is a more arbitrary, and somewhat detrimental perception. You don’t want that. Personal branding serves as a platform for highlighting your strengths, passions, ethics, among others. It bridges the gap of being strangers, and people tend to feel they know you more. With it, you gain the trust of people who are otherwise strangers to you. And who people know, they trust, even if you haven’t met any of them in person. A good example of this scenario is at play during the elections. Many people tend to be out for candidates with views on issues that resonate with them. For others, the process is rather tiring and they don’t bother with it. Instead, they tend to vote for the candidate whose name they can recognize. Thus, it is no wonder why candidates with a strong personal brands tend to succeed more in the political landscape, regardless of the validity of their political and personal beliefs. I mean, Donald Trump is the president of the United States, because he has a personal brand. He’d been lurking around the political and business landscape long enough to get the attention of people. This helped him create a strong personal brand that attracted the vote of the masses. 
 
      
 
    Personal Branding Examples 
 
    When creating a personal brand, you need to do a lot of introspective and extensive self-reflection. Doing this helps you know yourself more, you’d be surprised at just how much of yourself you were ignorant of. For most people, it is rather difficult to describe yourself to others, and most would often find it much easier to explain themselves to others. Does it strike you as odd how you suddenly fall short of creativity when it’s time to pick a username? That’s no ordinary behavior. We l want to come off as the best at what we are, but sometimes we are unable to see ourselves beyond what we know. If your purpose of creating a personal brand is to boost the performance of your business, you are better off ensuring that you know and understand your target audience. It’s best if your personal branding matches the audience you hope to reach. 
 
    To help you better understand how to do this, well consider some tips and tricks of personal branding. Take Hugh Hefner for example. The image he conveyed to his audience throughout his life was one and the same. The term personal branding might be alien to him even, yet he was able to be the face of the Playboy brand for years. He lived a lifestyle longed for by many, envied even. However, he would have been able to manage that if he was in charge of a more conservative brand and targeted customers that upheld political correctness. Hefner is a prime example of personal branding done right. 
 
    Another example is the infamous David Beckham, who is a retired footballer cum fashion aficionado. During his playing days, Beckham never had a hair out of place, and tried to look his best on and off the pitch. With that behavior, he was able to land the interest of top brands who wanted him to wear them. He was literally a walking fashion mannequin, appearing in designer clothes and representing brands. He sure was a good footballer, but not the best of his time. But his proficiency in good wears gave him a brand outside of football that he still uses to this day. 
 
    A final example to consider is Elon Musk, CEO of Tesla. Musk is a tech guru with an innovative mind, and he’s never stopped to wow the world with just how great technology can get. This gets him invited to speak on subjects as unpredictable and broad as artificial intelligence. It makes him dream of putting men on other planets. He alone would not have been able to do this, meaning many others key into his dreams of a technologically advanced world. Musk is a personal brand—a statement in and of himself. 
 
      
 
    



 
   
  
 




 Chapter Two  
 
    Creating Your Signature Personal Brand 
 
      
 
    In this section, we’ll talk about the intellectual part of personal branding. The elements that form a brand also serve as the actions that keep a brand alive. As such, since a personal brand doesn’t take the form of a service or product, it is imperative to create a connection between the mind and heart. How can this be achieved? Your intellectual and emotional features are what spark this connection. When considering branding from this viewpoint, you will understand that the place of your brand in the minds of people links the feelings with which they are connected to it. Ensure to keep this fact in mind when thinking about your personal brand, and where you’d like it to be. 
 
      
 
      
 
      
 
      
 
    Mind Redesign: Thinking like a Brand 
 
    To create a signature brand, sometimes all you need do is follow in the footsteps of others who are ahead of you, and think like them. For that, let’s see some factors that make successful brands stand out: 
 
      
 
    
    	 Identity 
 
   
 
    Everyone has one specific thing that helps to distinguish him/her from the crowd. It could be name, race, complexion or character. Same thing applies for branding. One key component that sets a brand apart is the logo. Your logo is the first opinion of your brand. Due to its importance, many mistake it for the term “branding.” The shapes, colors, fonts and any other attribute that makes up your logo must be a full representation of your beliefs or values. 
 
    
    	 Positioning 
 
   
 
    Your positioning explains your place in the business world. If you don’t have clarity on the importance of your brand, it might be difficult to fit in perfectly in the market. The major responsibility of your brand is to serve people, and if you don’t know your obligation, you will struggle to grow your brand. In addition to clarity, your position will help you standout from others no matter the amount of similarities you share. 
 
    
    	 Strategy 
 
   
 
    This is the area most brands neglect hence, their failure in business. Planning is essential. No matter how attractive your brand looks, you still need to properly plan how you want to run your business. And make sure that your plans affect every aspect of your business. In cases where you can put up a proper plan, you can hire a business strategist to help you do the needful. 
 
    
    	 Vision 
 
   
 
    This is quite similar to your position in the market. How do you want people to feel about your brand? What do you want people to know you for? You need to be known for something, That’s the beauty of every brand. The vision of your brand is also an extension of your identity as it can help create a lasting impression on your customers. Also, in a bid to have a compelling vision, make sure it aligns with your values. 
 
    
    	 Mission 
 
   
 
    This brand element contains steps and procedures that will grow your brand. This is where you explain HOW you intend to increase your brand awareness. Add your priorities and strategies. Work with your plan as well. Those things your potential customers look for before they connect with you lies in your mission. Hence, you must be intentional about it.  
 
    
    	 Quality 
 
   
 
    Quality is the worth of something when compared to other things with similar attributes. Your brand worth is known through how knowledgeable you are or how effective your product or service is. Quality will not only help you stand out but will also distinguish your marketing strategy. In branding, always aim to be above the status quo. Sell your uniqueness via your product or service quality. 
 
    
    	 Value: 
 
   
 
    Value and quality trade blows in how important they are to a personal brand. Value refers to a process of appraisal in which the target audience makes a choice to associate with your brand. When all the important factors of personal branding are put together, value is arguably the most important of the lot. The usefulness or worth of your brand solely dwells on your target audience. It seems like such a huge responsibility, but the value of things increases with more attention. Remember the law of demand and supply? As such, every thought, experience, or feeling people have associated to the grand are contributing factors to its overall value. 
 
    



 
   
  
 






 
 
    Developing Your Unique Brand Story 
 
    The new trend among marketers everywhere in the world is brand storytelling. That makes sense in business, however, brand stories are not just narratives that talk about how a company has made money from fulfilling the needs of their clients. It's beyond that and stretches farther into the way a business captures the attention of the customers while also creating personal bonds with them. 
 
    You may have thoughts of creating a brand story that your audience can absorb. It's not that hard, you just have to know first, the meaning of the brand story. 
 
    It is not enough to just put out your company's history hoping it wins the attention and love of your customers. You need to include more than just facts about your company and go deeper into exposing your customers to the experience, principles, and convenience that you provide for them. 
 
    Creating a story about your brand is a deeper form of advertising. It is more than just writing and if properly done will resonate well with your current customers and prospective ones. Basically, you just have to infuse people with the spirit of your brand. There are lots of ways to create a compelling brand story. But following these steps will bring you to the point faster: 
 
    1. Outline your brand personality and mission 
 
    You cannot start great storytelling if you haven't a clear definition of what your business mission is. The interaction and communication with your customers should be built on your mission and values. 
 
    The moment you have clearly outlined your mission and values and figured out the uniqueness of your business, the next thing is to find out the voice and personality of your brand. While creating your brand story, make sure to always refer back to these details you have unearthed. 
 
      
 
    2. Make it engaging 
 
    Your story will be more engaging if you are able to infuse some humanity into it. Let your customers be shown the desires, motivations, emotions, and impulses that drive your business. Put out the challenges that the brand has overcome on the path to their present point. Let your customers and clients see that the experiences they have has also helped to grow the concept of the business. 
 
    3. Learn storytelling 
 
    It's not just about having a story to tell. You need to learn the art of telling it. When writing your brand story, it is important you know the similar narratives and how to place them. The center of your story should revolve around the main characters and then infuse details that glue the audience before opening up the revelation. 
 
    You will know you're doing it right if your story compels the readers to continue. Create the main characters and let them reflect on the values of your business. You don't have to panic if your real story is not based on a real character. Just create it and give the character a voice. 
 
    4. Include visuals 
 
    Your story needs to come live in the hearts of your customers if you want them to remember it at all. This is where visuals and images come in. That way, communication is effective while they also stick to remembering the information. If you feel you are not able to emphasize a point with your story, use visuals to aid your point. 
 
    5. Be consistent 
 
    Let your values be consistent as you claim. If you aren't your customers may see you as dishonest. So be careful not to contradict yourself while you try to win their hearts. 
 
    Also, ensure that your story is able to make a difference for your customers. When you have created your story, then you can unleash it. 
 
      
 
    Designing your brand strategy 
 
    A successful business cannot thrive if it does not have a firm brand strategy. Building a firm brand strategy takes time, effort, and commitment, and without a unified identity. Your business can suffer.  
 
      
 
    There’s a saying that people do not purchase services and products instead they buy the stories, magic relating to them. 
 
    However, there are simple step-by-step processes that can help you create an effective, flexible brand strategy  
 
      
 
    1. Knowing who you truly are-What kind of person are you? What are your beliefs and values? Knowing these will  guide your decisions in ways that are useful to you and your business.. 
 
    2. Be consistent in communicating your brand through every content you release to the public. The this, you're able to leave an imprint in the mind of your customers 
 
    3. Endeavour to lure the right customers. With this, you can create a long lasting and strong brand.    
 
    4. Place your brand in a position where you can compare the future and the present 
 
      
 
    Before we kick-start how to design your brand strategy, you have to understand what having a brand entails. 
 
      
 
    A brand is the perception people have towards your business. People are led by what they see.  
 
    Usually, when people talk about a “brand,” they’re referring to the physical mark, i.e. logo. A brand is more than a logo- It is an emotional experience that can be strengthened or weakened through every interaction with that business.  
 
    A brand strategy helps you understand who you are and acts as a blueprint to help you communicate it better.   
 
    Why is branding important? 
 
    Customers will identify with your brand for different reasons. A good product or service at a good price might be a reason, but what drives customers goes way beyond that.  
 
    When you don’t know your mission, what you believe in, or what you’re trying to achieve, your business definitely suffers. a lack of brand strategy causes problems at every level of any organization from customer communication issues to employee retention. 
 
      
 
     What are the things required in building your brand strategy?  
 
    Purpose: This explains the vision, mission, or values of your brand, so you should make marketing and business decisions that reflect them. Articulate your brand and carve out a discernable place in the market. 
 
    Consistency: Define what allows you to provide your services day in and day out. Some businesses don’t have any documented marketing plan, they just hope that anything they do works. This mistake can cause your business to pack up in no time. 
 
    Emotional Impact: This is what helps form a bond or a connection between you and your customers. A brand strategy should develop an emotional impact and build upon it. Have a cohesive brand message; this helps you to attract people who share your values, either as employees or customers. Also, having a team that has the interest of your brand at heart will make it easy for employees to feel interested and engaged with your business. 
 
    In addition to these, determine your target audience, identify your competition, decide on a mix of products and services on which to focus, and establish a unique selling proposition. 
 
   


  
 




 Chapter Three 
 
    Reinventing Yourself 
 
    At some point in our lives, we realize that our current positions are not well suited for us.  To prosper in certain places, we may need to make a change, and realizing that you need to reinvent your path is the moment you realize you need to make drastic changes in your personal life.  
 
    If you are looking to make a major change in your life, whether you want to start your own company or just make some personal changes, there are some principles will help you find the path you are meant to take: 
 
    Pushing past resistance 
 
    When coming to a point where you know a path must be created, obstacles, challenges, and blockages will arise. This puts your back against the wall and you will be forced to make decisions on whether the rewards you're seeking are worth the pain. 
 
    Sometimes, you know you need a reinvention due to past regrets, missed opportunities, and risks you've never taken. But you should consider these oppositions as fuel to trigger your ambition and drive. You have to recognize your vision and push past resistance, and the status quo. Know what you want out of life, what you want your life to be about. If you know what you want out of life, it’s easier to go for it and more likely to achieve it. 
 
    Trust your guts and be a self-starter 
 
    No college course or certificate will prepare your mind for the transformation you are seeking in the real world. Take determined and optimistic approaches. Dig deep from within yourself and question what you are striving for. Embrace the moment and visualize that every day is an opportunity to reinvent you. Seek a mentor or a coach whom you can emulate or follow in their steps, but be careful to learn from their mistakes and not make them. Read books relating to your field of interest until you've built a mindset to move onto the next level of your craft. Leverage online resources, like podcasts, videos, articles, online courses, and programs. 
 
      
 
    Build and improve your skills and portfolio 
 
    Focus on relevancy and actionable results. Your portfolio speaks for itself.  Whether you start a blog, create websites, or write articles for magazines, your content can speak volumes to and about your brand. 
 
      
 
    Look the part 
 
    This goes beyond the clothes you wear, it is about the confidence you exude. Throw yourself into your new identity with a lot of confidence. When you are confident in yourself, you also inspire the confident others to have in you. Until you get really comfortable with the new identity, pretend that you’re already there and continue to act like it until it becomes a habit. This helps you to easily bridge the gap between the old and the new you. 
 
    Position yourself for the results you want 
 
    Always be ready, opportunities can come at any time. Make connections, you never can tell when you’ll need them. It takes time to build yourself, but it’s also an ever-changing landscape.   
 
     Take action 
Avoid the regret others have suffered. Don’t make other people’s mistakes, rather, learn from them. Once an epiphany has presented itself in your mind, don't ponder on it, act immediately. 
 
    It is better to fail early and often and it is how you learn from your mistakes. Others around you can pinpoint small improvements, but you know the adjustments that you need to make. Action cures fear, hesitation, and doubt. You are granted the limited resource of energy and time in our existence, it is important to keep your mind focused on the end goal, which is your growth and progress. 
 
      
 
    How Your Personal Image Is Working Against You 
 
    A lot of people do not know this, but your brand comes to life in how you behave, promote yourself, and present yourself to others. This is what shapes your perception in the eyes of the public. It had to do with building your reputation, creating an image of yourself for the outside world, and marketing yourself as an individual. It is the story that’s told about you in your absence. 
 
    Think about it. If you’re walking down a lonely road at night and someone is walking towards you, you immediately and instinctively begin to formulate opinions and judgments about the person coming at you: Is this person to be trusted? Should I run? Can I feel safe with this person? Do they look friendly? These are more like quick judgments and not logical progressions of thoughts. They are based on the situation/environment and image of the person you’re meeting. This is a bad image of yourself can speak terrible things about your brand.  
 
      
 
    If you go for a job interview, business meeting or you find yourself in any professional situation, you are judged first based on how you present yourself, even before you utter your first word. When people see you, they are inclined to think…”Do you take care of yourself, and will you take care of their project? Do you look the part of an executive at their company? What message are you trying to communicate with your outfit?” 
 
      
 
    At first, when you show up in person, you are judged by your non-verbal attributes, and the way you communicate creates an impression of who you are and what you value.  
 
      
 
    There’s a saying that “it only takes one chance to make a good first impression.” In the first few seconds after meeting you, someone has judged you, possibly as credible, confident and professional, interesting, valuable, and trustworthy or they can perceive you as lazy, disorganized, and insecure. Do you see why that first impression has so much impact on how you will be perceived by others? 
 
      
 
    Take an honest look at your physical appearance. Are your clothing and accessories appropriate for the audience you’re trying to appeal to? You may think looks don’t matter, but people still make quick judgments about you in the first moments of meeting you. What do you want their perception to be? If I perceive you as rude and unapproachable, I’m less likely to want to get to know you or to want to learn what you do and what you need. This can affect your business in so many ways and one such can be you missing an opportunity to have someone help you meet your goals.   
 
      
 
    Reinventing Your Personal Image And Brand 
 
    In determining the kind of image you’d like to project, consider these: 
 
      
 
    1. Note down the image you believe you have now and what you believe people perceive about you from your style. Consider if your dressing and presentation is putting out the right message about you. Do you have a cool and modern business but wear outdated clothing? Do you dress to look old when your audience are younger and give more lively vibes? Do you wear oversized clothing and look more big than you are? Take away any piece of clothing in your wardrobe that doesn't portray your personal brand and image. 
 
      
 
    2. Note down the image you want to be like and you want others to see you as. Do you think your confidence will be increased with a new suit? Will you feel more in charge and walk better with high heels? Do you think your feminine features will be highlighted with a skirt? 
 
    Do you feel that your work vibe will be stronger if you wear khaki slacks instead of jeans? 
 
    It's important that you are in charge of your wardrobe and image. It is important that you are dressed in clothing and accessories that boost the feelings of confidence, authenticity, and is consistent with the image you're putting out for others to see. It doesn't have to be bank breaking. Just go for really good quality products that you can afford. Just ensure that you're always dressed in a style that matches your personal brand. It becomes easier for you to enter the market and create a voice when your brand and your image fit perfectly. 
 
      
 
    3. Get professional snapshots. You just need photos that were taken in good lights, a calm and neutral background with you smiling. It shows you can be trusted. 
 
      
 
    4. Check your social media. What's it like? Hi through your social media profiles and what people perceive about you from there. For instance what does your Facebook profile show? If your profile is filled with complaints about the performance of your local team or a photo of you drunk with your friends at a bar. You may also post complaints about not being comfortable with the idea of starting work on Monday morning or you make posts about pets and animals. 
 
    Do you consider the flirty group selfies you took when you spent time with your friends? What image do you think that your prospective clients, investors, partners, employers will deduce from the updates and pictures? 
 
    This doesn't mean you can't have fun but rather, create a different Facebook page for your business and put limits on the current profile you have. That way your fun life can only be seen by your family.  
 
    5. Did you update your profile? Do you keep track of the kind of comment you comment on and like? What information is on your bio? You will not make a great impression if your profile is outdated, or inactive. Do you know what your prospective business partners and employers will think of you when they look up your online activities? If you're an employee, ensure that the words you use portray your most important duties in your job. Do this kind of assessment on all your social media profiles and do the necessary cleaning. 
 
      
 
    Reintroducing yourself to an ever-changing world 
 
    Now that you have transitioned and a revolution has happened within you, you need to find your new place in it. And to do that, you should be willing to show yourself. 
 
     Establish clear boundaries for yourself  
 
    You have spent a lot of time undoing years of behaviors you’ve learned, thought patterns, and emotional reactions. What this means is that you have made a lot of space for the new you to come in. It is therefore important now that you be wary of what you allow to permeate you. Only allow influences that serve and fuel you. 
 
    Limit the time you spend on things that do not let you grow and stay away from anyone who is not supportive of you changing your new life. Set clear mental boundaries. Choose what goes on in your space and the kind of people you allow in your space. 
 
     Let people know that you’re exploring 
 
    Many people feel incompetent because they do not know how well to put themselves out there. In that position, just say the truth. 
 
    The first time you meet someone new, make it clear to them that creating new ideas is what you love and that you need to be certain that you're on the right path for  
 
    Some will cheer you on and some will try to shame you. Surround yourself with those who support, inspire, stimulate, and push you to find exactly what you need, they are your biggest fans.  
 
    Refine and practice 
 
    1. Invest in yourself: Take classes. You’ll meet new people going through the same transition, and you’ll be stimulated and inspired and together you’ll grow. Volunteer in workplaces to gain more experiences 
 
      
 
    2. Work with a coach or a mentor: This way, you’ll learn to gain confidence and also adopt new ways of thinking.  
 
      
 
    3. Empower yourself: If you are learning a new skill, practice it as much as possible. Educate yourself, listen to podcasts, reading publications curious around topics you are not naturally attracted to.  
 
    All of these will help you gain confidence, grow your new muscles, and most importantly lead you to exploration.  You’ve shown courage, you’ve gone where very few dare to go and you’re both self-realizing and self-actualizing both in improving yourself and your brand- That’s something to be proud of. It is time to go and excel. 
 
    



 
   
  
 




 Chapter Four 
 
    Creating a Money Machine with Brand Positioning 
 
      
 
    Now that you have put in effort to shape and ensure you’re embodying your own unique brand, the next milestone lies in figuring out how to gain maximum earnings from this venture. After all, the entire point of developing your brand is to have it gain influence and bring in profit. 
 
    To make this a reality, it is essential that you position your brand in such a way that it gets the right exposure. 
 
    Brand positioning has to do with the perception the public, and more importantly, potential customers/clients have of your brand, or the general feeling it evokes. 
 
    For instance, when hear the word ‘Gucci’, there is a good chance that your brain will conjure up images of luxury items made from quality material; something expensive and exclusive. Maybe, you even know some celebrities who often promote this brand by wearing their items and keeping up this air of products that are not for just anyone. 
 
    Now, think of what happens when something like 'Vaseline' is mentioned. This is far more common, isn’t it? A household staple of sorts and something anyone might have access to.  
 
    What happened here? No photos or advertising were presented to you at this point, nor is it impossible to say that there are unimportant people who wear Gucci (some even patronise cloned products), or that wealthy people have no use for petroleum jelly. Rather, what this proves is that the way you position your brand is the way it will be seen by others, no matter what the reality might be. 
 
    Brand positioning is the place you occupy in people’s minds when they are not actively learning new information about you. As Jeff Bezos, the multi billionaire and CEO of sensational online marketplace Amazon puts it, “Your brand is what people say about you when you’re not in the room.” 
 
    Since the brand in question here is a personal one, you must make certain you are being seen (and, in the right way at that), and that being seen is putting money in your pocket. 
 
    Looking at how best to go about this, ideal options would be to; 
 
    Sell Advertising – Ensure that your endorsement within the chosen industry (and even others) is seen as important by offering to publicise commercial brands for a price. If you have succeeded in modelling your brand properly, then you should have access to enough of an audience to market to. Now that you are in the public eye, everything you do, use or like becomes a form of advertising to your clients/customers; make this count. 
 
    All paid ads are not required to be personalised either, although these are preferable. Space on websites and pages can be made use of through Google Adsense. This is best for those just starting out however, since their per person rates are quite low, and you would have to attract quite the crowd to benefit from this. 
 
      
 
    Market Your Knowledge – As a personal brand in the limelight, the experience or skills you have to offer are assets waiting to be leveraged. Whether you choose to arrange mentorship classes or host seminar/webinars, it is vital you pass on your expertise in an exchange of intellectual value for money. 
 
    Another hard to ignore method is the writing and sale of books based on these skills or, should that prove too daunting at present, a paid newsletter. 
 
      
 
    Brand More, Sell More – Become less hinged on making each individual sale and get focused on making sure your general personality remains a cohesive whole. As generic as saying “look at the bigger picture” may seem, it is necessary that you focus on having a lasting impact on all those who try out your brand.  
 
      
 
    Create an Experience – This step is actually directly linked to the previous step. To become enough of a talking point that your specific presentation becomes a trademark of who you are, and by extension, something that other people will want to have their own taste of, you have to tailor make special experiences that set your brand apart from all others. 
 
    Keep in mind that you are marketing your person to sell you and your sponsors goods or services. 
 
      
 
    Don’t Undersell Yourself – Starting out in a field (especially a niche one), there is a strong likelihood of you hearing a lot of criticism and ill-based advise to “be humble”. Some older entities or businesses will place a lot of emphasis on your lack of experience and even suggest you engage in free labour or undercharge because of this. However, it is now becoming clear that this form of customer hunting is outdated and even a waste of time. You would find far more success in having confidence in your brand and being able to transfer that to your hopeful audience. As a matter of fact, some worthwhile agencies and individuals find this ploy more attractive. 
 
      
 
    Strategies for Comparative Advantage in a Visibility Driven World 
 
      
 
    As the world gets smaller and smaller through globalization and a widening offset of trends online, it becomes more difficult for you to really stand out from the crowd or do something nobody else is doing. While this is not to imply it can’t be done, it may be expedient to prepare your mind for either scenario. 
 
    So, if 20 of you have the exact same idea to sell, what would inspire the average consumer to pick you over the rest? Yes! Brand positioning again. 
 
    Without further ado, here are some strategies to make sure you hold the advantage and remain visible. 
 
      
 
    Advertise – This is probably the most obvious step, but it also happens to be the most pivotal one. Telling people what it is you have to offer and getting them to tell more people is the age old method. While there is nothing wrong with it, this model can be improved on, and with the advent of social media marketing, this has become less of a task. 
 
    It would be far more effective to get into strategic advertising. Know specific places (real or virtual) that your target market is likely to frequent? Then, put more effort into getting your voice heard there. Make sure the “message” of who you are is being broadcast. And don’t simply try to sell to it, have the sell for you. 
 
    Imagine the advantage someone seeking to sell vintage items who decides to join Facebook nostalgia groups and go reach out to older friends and acquaintances would have to the seller who simply prints flyers and pastes them around at random. 
 
      
 
    Build Credibility – A job well done the first time is worth the praise you’ll garner when the brand is being passed on to the next potential client. Although client expectations may not always be realistic and in these cases there is only so much you can do, it is common to hear praise being doled out to businesses who delivered to the full.  
 
    You may bake the best baked goods in the state or distribute the highest quality shoes, but if you deliver a birthday cake by the time your customers birthday party is over or notice a scuff on a pair of leather shoes you’re having sent out, will anyone really care to know? As industrialist an brain behind Ford Motors Harry Ford puts it, “You can’t build a reputation on what you are going to do.” 
 
    Make sure you are seen as trustworthy and use those references to your advantage. 
 
      
 
    Associate – Another step which may sound straightforward enough also warrants a mention. Make sure you’re following, connecting with and supporting those in similar or connected fields. Going after mentors and those you draw inspiration from is all very well, but forming ties with other aspirants can also provide an unexpected boost. 
 
      
 
    Stay Simple – While a good part of creating a personal brand involves proving you have something special to offer, experts tend to recommend you do not get so carried away with this that you lose sight of the essence of what’s at the core. Let your followers know at all times what it is that defines you. 
 
      
 
    Connect Personally – Every day, a large chunk of decisions are made or waived on account of familiarity. To truly become an influencer and gain an edge over similar brands, you must find a way to appeal to your target market on a deeper level. How you decide to go about this is dependent on the type of brand itself and the image you intend for the public to have of you. You may be the type that holds little get-togethers where fans can get closer to you or you may be the type who sends out the occasional tweet wishing all your supporters well (especially in times of national or global upheavals). 
 
      
 
    Show up – Seeing as brand positioning is about claiming your spot in the sun, it is in your best interest to participate; and as much as possible. Go to that event or summit for people in the same groups as you! Join in that Twitter conversation that concerns your field! Start conversations of your own! Just make sure that you stay relevant while also not becoming seen as too keen, and as always keep the fact that you represent a brand at the back of your mind. 
 
      
 
    Dazzle them – Make yourself a talking point for the right reasons by spoiling your loyal followers/customers. Create giveaways and hand out rewards and acknowledgements; let there be a sense of membership that makes those outside of this ring envious, or at the very least, curious.  
 
      
 
    Be Yourself – Many brands fail to truly connect with their target markets because they themselves do not truly know what they represent. Some people try to assimilate a personality they feel is marketable instead. If being outspoken is big, today they are outspoken. If showing political aptitude is admired in someone, tomorrow they are wildly concerned about party policy. 
 
    In short term sales, this may be enough to get by with, but if you really plan on going the extra mile and becoming a name to be noticed, there is every chance that you’ll eventually get caught. 
 
    You will not only be called out for being a fake, but will also drive away present clients, and maybe future ones too. 
 
    Remember that no matter what kind of persona you are trying to market, there are those out there looking for just that. Be honest in your presentation and they will find you.  
 
      
 
    Intentional Communication as a Tool for Positioning in a Virtual Age 
 
      
 
    In an age so overwhelmed by competition in every sector, it is no longer enough to create a brand and hope it attracts the right attention. In fact, that is probably the best way to get completely overlooked, unless you are lucky enough to get discovered and publicised by someone noteworthy, and unfortunately, this is usually for the wrong reasons. 
 
    Intentional communication in positioning has to do with wilfully and consciously reaching out and overtly alerting the public of your intentions. It consists of being aware of your purpose and getting that purpose across to the public. 
 
    While the most obvious understanding and practice of this is advertising, it will take a bit more than that to influence the outlook your audience has of you and have that be a positive one. 
 
      
 
    Communication is the core concept behind getting your brand out into the public eye, but making this effective can be more complex. 
 
    It is advisable to:  
 
    Create a network – Those who patronise your services should be made to feel like they are an essential part of your process; which they are. To encourage this feeling it is necessary for you to form a platform on which you interact with them as closely as possible.  
 
    A lot of people can have their message heard, but you will find the most loyal fanbases are those who give testimonials about a brand like “they are unexpectedly down to earth” or “it really feels like they care about their customers”. While a personal brand is still growing this seems simple enough, but the more momentum you gain, the more there is a tendency you’ll start losing touch with the audience as individuals. 
 
      
 
    Listening intensively – Within this network, you should ensure that your brand not only provides space for people to express their views on your brand, but also takes stock of these opinions and puts them into action. 
 
    All feedback should be carefully examined and whatever useful information that can be gotten from these comments should be effected to improve on whatever it is you’re currently doing. Know that you can never be one hundred percent right and that inspired advice can come from anywhere. 
 
      
 
    Evaluate – As a part of the cycle of feedback, you as the face behind the brand will be expected to respond to certain complaints and corrections. Here, it becomes important once again to recall that you represent a brand and no responses will be considered in isolation.  
 
    An unfortunate side effect of trying to take the advice of your customers can be overreaching and ending up piloting your brand in the wrong direction based off one person (or a group)’s point of view. A clothing designer who has a couple of people complain about some designs they have made and decides to completely remove that style in the future would be making a grave mistake, since there are most likely others out there who are  fine with it. In contrast, a chef who gets a lot of complaints about how spicy their meals can be (assuming this wasn’t their intention all along/isn’t the goal of the restaurant) would do best to tune it down or risk losing customers. 
 
    Properly evaluate decisions before you make any, and make sure that the need to maintain cordial relationships is balanced with protecting the brand’s stance. 
 
      
 
      
 
      
 
      
 
    No Bad Publicity: Effective Damage Control as a Tool for Brand Positioning  
 
      
 
    No press is bad press, we often hear it said. Especially with respect to those in show business or the entertainment industry. 
 
    It is true that any brand is hungry for and grateful for an opportunity at getting exposure, especially if it is very widespread. However, that phrase is not completely true since we all know of companies or public figures who have been levelled beyond repaired due to scandals. Don’t let a callous set of words set you on the road to ruin. 
 
    A more accurate claim would be that no publicity is bad if you can properly handle this attempt on your brand’s life. 
 
    So, how do you control the damage and make sure it leaves only a dent? Or, better yet, use it to your advantage for better positioning? 
 
      
 
    Early Handling – If you were to observe a typical argument between a brand and a consumer, you might notice differences in the methods businesses adopt to getting these scuffles under control. A customer causing a scene at being made to wait too long or not receiving the kind of service they would expect is a common sight. But, what about less trivial issues? 
 
    The age old mantra of ‘the customer is always right’ is quickly waning in this age of digital reputations that are being published for all to see, and likely to create permanent impressions. It’s no longer viable to simply sit and hope a rumor or accusation will simply blow over, because they never will. 
 
    So, the first tip in PR you can get from this segment is to come out immediately and issue a (calmer) statement of your own. 
 
      
 
    Be Honest – In circumstances where you do in fact have a share in the blame, it is advisable to own up coming right out of the gate. 
 
    Like the child who’s broken the flower vase, coming out and issuing an apology is a smarter course of action than waiting to be found out as this tends to attract backlash.  
 
      
 
    Highlight Positives – Negative press can also be overshadowed with the opposite.  
 
    Have a new product that’s getting attention? Got a positive review from a trusted authority? Have satisfied clients from a similar experience/sale? Talk about it! Don’t let an account or article about failure be the first result a search would pull up; even if it is the most common for some time. 
 
    All things being fair, highlighting your humanity and making your followers sympathise with you being fallible should slow your fall. If you couple this with a sincere attempt to make up for any mistakes or compensate a disgruntled customer, and readiness to bounce back from this setback, you should have a solid recipe for repositioning yourself in the right light. 
 
      
 
    



 
   
  
 




 Chapter Five: 
 
    Winning Strategies for Personal Branding 
 
      
 
    Every goal has an array of steps on different paths that can be followed to achieve it. While all of them might get you there, some may take longer than others to deliver the expected results. 
 
    A phrase you might be familiar with industrial engineer Allen F. Morgenstern’s quote “work harder, not faster”. This may be seen a concise pointer at how strategic approach can reduce the amount of work which has to be done to yield results. 
 
    While it is to be assumed that you’ll also discover your own secrets for success in selling your persona, incorporating these tactics into your game plan could really cut down your workload in getting established. 
 
      
 
      
 
    Evolution: Dynamism as a Personal Branding Strategy 
 
      
 
    Up to this point, a lot of emphasis has been placed on creating a rooted and recognisable front for your brand. However, all should not be set in stone.  
 
    This is actually one of the perks of having a personal brand as well as a business/company persona in that should you ever decide to incorporate new aspects into your business or completely rebrand, the reputation and followership you’ve built on just your name should be able to carry into these new ventures. 
 
      
 
    Connectivity: Building Relationships as a Personal Branding Strategy 
 
    What makes some brands connect so well with their target audiences? If you know what makes some people connect incredibly well with some individuals, then something could be learned about building brands for organizations. In many ways, organizations are like individuals as each has its specific fingerprint – i.e. character, strengths, and personality – that makes it recognizable and unique.  
 
    Think about it; that’s how you know your friends and understand what it is about them that you like. We're in a world where there's hardly time for you to weigh all the available brand options. And this fingerprint acts as a shorthand that helps every one of us quickly sort through the maze. This is a remarkably real point of value at a time that is increasingly difficult or challenging to tell one service from another. 
 
    When an organization’s brand fingerprint is clearly articulated and designed so that customers, partners, shareholders, distributors, and employees consistently feel they ‘know’ or ‘recognize’ the organization as well as what to expect from it, great magic happens. 
 
    It is at this critical point that high emotional engagement occurs, the period when ‘raving fans’ as well as customer loyalty are created. This is the period when establishments start to gain highly sustainable competitive advantage. Discovering as well as communicating this brand fingerprint, therefore, helps companies bring keen strategic focus to the power of their brand. This gives such brands a recognizable and meaningful shorthand that helps in cutting through the clutter and noise in order to connect with people. 
 
    The Brand ‘Fingerprint’ Process 
 
    There is a process that helps to unveil an organization's brand fingerprint quickly and ensures that the abstract attributes assigned to the brand – i.e. assets like innovation, integrity, etc. – are translated into a tangible, visual representation to which audiences can easily relate. This process has two phases which are: 
 
    
    	 Strategy 
 
    	 Visual translation 
 
   
 
    Here’s how it works, broken down into quick steps for easy assimilation: 
 
    Phase 1: Strategy 
 
    Step 1: Determining your brand personality, values, and character 
 
    Step 2: Understanding the highly competitive landscape 
 
    Step 3: Find your position in the marketplace 
 
    Step 4: Building up your value proposition 
 
      
 
    Phase 2: Visual translation 
 
    Step 1: Intensify the brand mood 
 
    Step 2: Determining the crucial brand elements 
 
    Step 3: Broadening the brand roadmap 
 
      
 
    Phase 1 – Strategy 
 
    This phase can be compared to the conventional methods of brand development which is generally based on core values. The only difference here is that the activities employed in the facilitated sessions with the decision-makers in the company are designed to uncover brand attributes and values. They are also carried out in order to garner relevant information in such a way that it becomes incredibly applicable for the enhancement of the visual translation of the brand.  
 
    This is why it is essential to pair the decision-makers with the creative team right at the very beginning of brand strategy developments as it helps to gather input that will be crucial to visual translation. 
 
    This is of the utmost importance as experts say – after rigorous studies – that up to 80 percent of what we learn usually comes to us visually.  Customers will, in most cases, likely to see brands long before they fully understand the strategy. 
 
    There are lots of benefits that come with considering how brands will be communicated visually at this stage. Some of these benefits include: 
 
    
    	 Rehashing of intangible company attributes and assets into tangible representations that genuinely reflect the organization’s core values 
 
    	 Eschewing possible disconnects when websites, logos, and print materials are developed 
 
    	 Long-term recall and in-depth understanding of brand messages by target audiences/customers 
 
    	 Development of marketing materials that genuinely communicate key messages 
 
    	 Consistency of brand messages over a specific period 
 
   
 
    Phase 2: Visual translation 
 
    This phase relies heavily on the previous phase as it takes all the information obtained therein and translates it into visual forms that people can see and easily relate with; this is the visible brand fingerprint.  
 
    An accurate and precise brand fingerprint can quickly communicate assets like zero defects, integrity, and even innovation in order to make them tangible, understandable, and visible. Target audiences will know – at a glance – ‘who’ that organization is, the message it has for them, why they should be moved, and why they should take positive steps to buy what is offered. It will be authentic, real, and it will satisfy requirements or make the cut because it is what people see that represents the logical thinking of the brand strategy. 
 
    Moreover, the benefits of developing highly visual components of the brand without deviation from strategy activities include: 
 
    
    	 A brand mood that communicates with customers on an emotional level since the design is based primarily on reliable aspect’s of the brand’s personality and character 
 
    	 Since the brand mood is a direct translation of the strategy that was jointly developed by the creative team and company decision-makers, there won't be any unpleasant surprises at the design stage. 
 
    	 The prominent visual components of the brand will feel and look 'real,' thereby becoming the pillar on which other marketing materials will be built. 
 
    	 There will be zero need for new visual approaches, themes, or deviations from the demonstrated visual translation. Brand equity usually builds with consistency. This is a cost-effective benefit that can never be ignored. 
 
   
 
    Brand communication 
 
    Being true or genuine to an organization’s authentic brand is how trust, sustainable relationships, and loyalty are developed between the organization and its customers or target audiences. Great animation and cool graphics will not be effective as long as they don’t accurately communicate the organization’s brand or character. And something is definitely out of order if the company is not consistent and clear about how it is presenting itself in front of its target audience. 
 
    What is referred to as 'brand schizophrenia' occurs when an organization's brand and its image are not correctly aligned. This will significantly affect the level of trust and quality of the relationship with valued audiences which include both customers and employees. Both groups of individuals will lose confidence in such an organization as they do not know what to expect. No one likes to be kept in the dark about anything. 
 
    However, with brand strategy as well as clearly-articulated visuals in an exceptional brand fingerprint, an organization can quickly make a real connection with its target audience. And once this is established, the relationship enables the organization to communicate highly compelling value, stimulate long-term recall of brand messages, and foster the loyalty, trust as well as an emotional attachment that sustains relationships for a long time to come. 
 
      
 
    The Golden Rules of Personal Branding 
 
    Establishing or creating your personal brand is very crucial these days, even though it can be a daunting task. And the truth is there is no ‘sounder’ investment that you should consider above investing in your personal brand. Personal branding is all about how you market yourself to the rest of the world. And just as the advent of the internet created a level playing field for small businesses to compete favorably with the big ones in various industries, personal branding has become incredibly easier or simpler, thanks to the internet.  
 
    Nevertheless, just as almost every field of endeavor has some rules that one should abide by, the same can be said about personal branding. Therefore, here are the golden rules of personal branding in no particular order: 
 
    Have focus 
 
    You should never try to be everything to everyone at the same time. This will not only sap you of energy but will also lead you down the ‘unfocused’ lane in life. To build a personal brand, you have first of all to decide what your key message is, then do everything in your power to stick to it. The best personal brands out there are incredibly specific. 
 
    When you keep your message focused on your target audience, you will find it far easier to create relevant content around your personal brand. It will also make it far easier for others to define you and what you stand for.  
 
    Therefore, make sure you keep both your message as your content highly consistent within one niche topic in order to become very memorable within a specific or targeted community. The more focused or narrower your personal brand is, the easier it will be for people to remember you. 
 
    And you will be the go-to expert or authority the next time a speaker is will be hired to share your knowledge. 
 
    Be authentic, be genuine 
 
    The easiest way to have or build an original personal brand is to be authentic and genuine. These days, many people can easily see right through dishonest or cunning acts. And the internet has even made it easy for the audience to call out perpetrators of copycat brands.  
 
    Your personal brand should be a daily – and easy – filter that you can quickly create content and reach out to your demographics with. Therefore, you need to a master of your skillset, craft or industry before you even consider starting a personal brand. Your content will do the rest, and that is to amplify who you are and what you stand for at all times.  
 
    Research has shown that if you are highly skilled in one specific area, your reputation alone can help you to effectively and efficiently build the personal brand you want. 
 
      
 
    Tell a Story 
 
    Audiences, no matter the niche, love stories; that is how it is with the world as every one of us, are wired for stories. If your brand is not telling a compelling story that engenders a connection with your demographics, forget it; you have already lost at least half of your target and potential audience. 
 
    Effective branding strategies are focused on building authentic narratives. You may be shocked to find out that when you make noise about your personal brand on social media platforms, no one may hear you. 
 
    However, creating a story around your brand is another ball game entirely. You need to ensure that the story resonates with the target audience that you are eager to engage with. And one of the best ways to tell your story is via video or well-written content. Video is generally considered the most personal way to communicate online, and you don’t even need high-tech equipment to make one or a few. Your smartphone will suffice; use it to create video messages for your target audience, prospective customers or clients in order to make that personal connection. 
 
      
 
    Create an image 
 
    What comes to mind when an image of Oprah Winfrey or Donald Trump or even Joyce Meyer floats across the TV screen? Each of these individuals has personal brands of their own, and they serve unique markets. 
 
    Just as the late Michael Jackson was synonymous to pop music – and was known as the King of Pop – you need to stand out. It has to do with developing your personal image to represent what you stand for in your niche adequately. 
 
    Be ready to fail 
 
    No one likes to fail because failure is pretty tough, and almost everyone would want to avoid it. It is human nature, and even animals that love hunting such as the lion, or cheetah don’t like to fail when they sprint for prey, and it somehow eludes them. 
 
    However, having a personal brand that rises heads and shoulders above the rest is practically impossible if you don't fail. Many of the personal brand names out there failed at one time or the other before they eventually found their footing and waxed stronger in their respective niches. Having a good hard failure, according to Walt Disney, who failed a lot when he first started out making an animation brand, enables you to learn what can happen to you. What can happen is never as frightening as not even lifting a finger to try at all. 
 
    When you push past your comfort zones, you are bound to fail. But the key is getting back up each time failure smacks your candy ass down. You can never be your best until you have undergone a few trial and errors, failures, and mistakes which combined will build you up to perfection. 
 
      
 
    Create a positive impact 
 
    Your goal should be to continue building your brand over a period, and you can achieve this in two unique ways: 
 
    
    	 Leap over others and burn your bridges, or 
 
    	 Grow a community steadily around your brand 
 
   
 
    Bear in mind that you are your brand, irrespective of what your current job is or whatever project you are working on. The impact you leave on others is highly crucial and must not be taken for granted. Remember that all you have is your own reputation and that is your brand. Therefore, do your best to always be awesome and amazing to all and sundry.  
 
    In other words, when you keep a positive attitude while helping others, your personal brand will grow steadily and surely in the long run.  
 
      
 
    Follow successful examples 
 
    Since you are interested in personal branding, you should start marketing yourself like the influential individuals and celebrities that you look up to, day in, day out. To do this successfully, you should start working on how to cleverly dissect social analytics in order to establish the next big trend.  
 
    Yes, the next big trend can be within your grasp if you pay close attention to all social media platforms instead of focusing on only one. 
 
      
 
      
 
    Let others tell your story 
 
    The best PR, even when it comes to creating a personal brand in the public arena, is word of mouth. Once again, videos win the game here. You can create lively videos to tell your story, and soon enough, others will start telling your story even when you are not in the room. 
 
    According to the co-host of ‘Malting On Movies,’ Jessie Maltin, all you have in your life is your name as well as the reputation you have successfully garnered over the years. 
 
      
 
    Live your brand 
 
     Separating your personal life from your brand is one of the most challenging ways of building your personal brand. This may be possible, but it is far easier to create a personal brand when your brand, as well as your actual lifestyle, is the same. 
 
    What does it mean? It means that your personal life should reflect in everything you do and follow you everywhere you go. It must be a genuine manifestation of who you are and should also amplify what you believe.  
 
    Your personal brand, therefore, should reflect ideals like mentorship, giving back, thoughtful leadership as well as a series of job functions like marketing, finance, etc. 
 
      
 
    How to Create A Perfect Ecosystem with Social Media 
 
    Let’s say you have a lot of knowledge, information, and skill to share while trying to put an ongoing program in place so that it will be maintained. How can you figure out the best social media platform to go for? 
 
    Surprising as it may sound, many businesses are still not on social media. They have their reasons which must be respected. However, most of us have since realized that a social media strategy is a must if we hope to generate interest in our respective businesses or ourselves. In order words, generating quality traffic is vital!  
 
    So, how do you choose the best platform to showcase your knowledge and talent? The answer is that it depends on the platform your target audience or prospective customers love to use. It is a waste of time if you put a lot of effort into a platform and only a small number of your customers use it. 
 
    It would be best if you also considered the medium, i.e. video, words, sound, graphics, pictures or images, and so on. Some organizations or businesses are more suited to a particular medium, e.g. think Pinterest vs. LinkedIn. The only thing you should consider here is that social media extends endlessly across all medium nowadays. You should always ask yourself: ‘who is my client avatar?’ ‘Who is my target audience?’ ‘What does my target audience use?’ 
 
    Re-purpose your content 
 
    The power of re-purposing is crucial in your social media strategy. This means that all the content you create should be used in different mediums and formats across multiple social media platforms. 
 
      
 
    Post your content or articles on your blog 
 
    It makes a lot of sense to own a website along with a blog. Then create a well-defined publishing schedule and consistently post articles on the topics you are interested in or want to share. You can even add relevant images to your posts in order to complement them. 
 
    Make sure you don't infringe any copyright when using images, so focus on using your own photos or those you have purchased. 
 
    Install share buttons on your website or blog 
 
    You should add share buttons on your blog or website to encourage your web visitors to share your content with their friends, families, and coworkers. You can ask for help from a technical person if you are not so sure how to go about this. 
 
    Set up weekly newsletter using an autoresponder 
 
    Since you are now writing and posting articles consistently on your blog, you should consider integrating your email list with RSS Newsletter. This automatically takes your most recent posts from your blog and sends them straight away to your list. 
 
    Of course, you need to build a list of dedicated followers and customers by using a landing page connected to an autoresponder like GetResponse or AWeber.  
 
      
 
    Video: the new game-changer 
 
    As discussed before, video has taken off tremendously. All you need to do is to start converting all your articles into videos. You may use a teleprompter after creating a video script and then share the video on your dedicated YouTube channel and its equivalent. 
 
      
 
      
 
    Podcasts 
 
    For every video that you create, take out the audio track and convert them into podcasts and post them on platforms like iTunes, etc.  
 
    Pictures or images 
 
    If you have original pictures or images, share them on Pinterest. Don’t forget to link them back to your website or blog. However, you have to ensure that this platform is also relevant for your personal brand or business before using it. 
 
      
 
    How to Use Personal Branding on Social Media 
 
    By now, you already know that branding is not just for big organizations anymore. If you want to compete for the top spot in your niche, developing your personal brand is a must. And the second-best thing to do is build a strong or cult-like following of like-minded individuals on social media. 
 
    Gone are the days when social media was optional, when pseudonyms were the norm and reputation was not guarded jealously or painstakingly maintained as it is today. Fast forward a few years, and everything has changed: building as well as grooming your social media presence or personal brand is very important as it serves as an effective vehicle for presenting your professionalism and skillfulness to the world, among other aspects of your life.  
 
    This is a reputation-affirming effect that big organizations have capitalized on by pretending to be people on these social media platforms. And in the same vein, people have started behaving like brands through sharing a highly consistent story or narrative about themselves, based on specific themes.  
 
    If you want to use personal branding to succeed on social media, here are the steps to follow: 
 
      
 
    -Revamp your social media accounts 
 
    This is the time when you have to take your social media strategy even more seriously. So, if you only post content here and there, maybe twice or three times a month, this is about to change, and for the better.  
 
    The first step to take, therefore is to start improving and modernizing your profiles in order to showcase your personal brand in the best light. Make sure your personal information is accurate and complete. Remove all unsavory posts and pictures that could work against your personal brand when unearthed.  
 
    Start beefing up your social media profile’s appearance by using a welcoming and professional profile picture. Your profile must pop with interesting videos and images that will ultimately introduce people to your personality. And you will be loved for this since most people are visual. 
 
    Focus on and choose the best social media platform, then spread to others 
 
    Maintaining your social media presence can take a lot of energy and time, especially if it is part of your personal brand. And that is why it is practically impossible to give your best on all the active social media platforms at the same time. 
 
    Therefore, take enough time to determine which social media platform you will use quickly. This will depend significantly on the preferences of your target audience as well as what they use. It could also depend considerably on your industry as well as the type of content you want to start creating and sharing with your demographics.  
 
    For instance, visual content will do better on Instagram, while YouTube or Facebook would be great for videos. If you love researching and writing articles with in-depth content and case studies, LinkedIn is the perfect place to be.  
 
    Finally, your personal brand also plays a role in determining which social media platform you should stick to. If you feel you must be on all the social media platforms, you may have to hire a social media manager. 
 
    Create highly-engaging content 
 
    Social media runs on content; the more original and interesting, the better. When people start engaging with the content that you have shared – a video, a blog post, an infographic, etc. – they will get a real sense of who you are and the expertise you bring to the table as well as your personality.  
 
    It is this interaction that ultimately draws people of like-minds to your personal brand where they end up as loyal followers who will always return for more useful content. 
 
    If you are not too sure where to begin, start by taking a look at the unanswered questions your target audience is asking. What are the problems these individuals are contending with in your industry? Carry out your research on Twitter and Quora, a question-and-answer website. You may also invest in paid services or tools like BuzzSumo to enable you to discover the most popular pieces of content within your industry. 
 
      
 
    -Leverage artificial intelligence 
 
    When you first got started with social posting and engagement, it was exciting since it was something new. But after a while, the novelty wore off; this is something you shouldn’t allow when using personal branding on social media. And the best way to combat this occurrence is by leveraging artificial intelligence (AI).  
 
    There is a myriad of AI tools and apps such as Sprout Social and HubSpot that helps users to achieve and follow a regular posting schedule. These tools even curate relevant content for targeted audiences. You will also find a plethora of tools that you can utilize that will help you to engage with your demographics on your behalf efficiently. 
 
    These remarkable AI tools are great as they help you to set the pace effectively. Another tool known as HootSuite is used for social media planning as it is a management tool that helps to ensure that everything is timely and organized. These tools will help you take care of many tasks if you are too busy to handle them or don’t have enough time to devote to social media. 
 
      
 
    -Curate content 
 
    Although your personal branding should be the most powerful in terms of boosting your personal brand, posting curated content also has an incredibly valuable place. Curated content is content that was created by others which you have received the express permission to repost on your social media feeds.  
 
    You may be wondering what benefits come with curating content when you can always share your own content. Sharing someone else’s content on social media is akin to nodding to the original creator of the content. And this currency is highly appreciated on social media. It helps you to network and also build relationships with real humans; people like you in your field. These relations, when nurtured carefully, may result in collaboration in the future. 
 
    Curating content also shows your demographics that all you want to do is to sincerely be of help to them, even by sharing content that is not your own. It helps your followers feel like you are one of them, and that you will always be there for them. 
 
    You should always and personally like any content that you repost. Go through it with a toothcomb so that you don’t get associated with content that is not up to standard, which could damage your personal brand. 
 
      
 
    -Join groups 
 
    Joining groups will help you experience that social media aspect of social media to the fullest. Facebook and LinkedIn have the highest number of groups geared to different industries. Locate the best ones in your industry and join them as they can help your personal brand in several ways, including: 
 
    
    	 Getting ideas 
 
    	 Getting highly valuable feedback 
 
    	 Expanding your ideas 
 
    	 Gaining confidence and experience 
 
    	 Becoming a leader and a force to reckon with in your niche 
 
    	 Helping others genuinely 
 
   
 
    The only way to reap these priceless benefits is by joining and engaging with others in the group. Post valuable content as often as you can while engaging with others. Comment on other members’ posts and answer questions helpfully. 
 
      
 
      
 
    -Always be positive 
 
    Social media profiles and even history are virtual resumes. Future collaborators and employers – as well as followers – may turn to these profiles in order to get a much better picture of who you indeed are and what you stand for. 
 
    Therefore, make sure your engagement and posting on social media platforms is always sincere. Be very careful when it comes to religious or political commentary. Always avoid comments that could instigate hate speeches or spats on social media. 
 
    



 
   
  
 




 Conclusion 
 
    As you can see, branding is much more critical today than it has ever been. Small and big organizations know this as well as thousands of networkers worldwide. Personal branding is how you efficiently secure for yourself a position in a market. You sell something that nobody else is selling or sell a standard product or service uniquely. This is done by selling the sizzle, not the steak. 
 
    The individuals who are the most successful with their personal brands these days are the filterers, the simplifiers as well as the synthesizers. These people are crystal-clear about who they are, what they represent, what they do best as well as how exactly they solve the most pressing problems of their target audiences. They are also able to effectively communicate their value and also embody their unique message, thereby making a successful and highly emotional connection with their target market. These individuals will find it easier to attract lots of clients and watch their businesses grow astronomically than those who don’t focus on building their personal brands.  
 
    At the moment, you shouldn't really worry too much about what you are going to do. But be concerned about the significance of personal branding and how to make yourself into the person you should rely on the most. When you are true to yourself, practicing excellence and consistently playing to your strengths, you will eventually be able to create a unique and highly successful personal brand.  
 
    Personal branding offers you independence, flexibility, and security. It is an opportunity to choose your fate and make your own unique way in the world, blazing trails and conquering territories.  
 
    Therefore, until you understand the full meaning and significance of personal branding, you may not be able to take total advantage of this exceptional strategy to help you stand out and also make yourself count. 
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