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			Developing your personal brand 

			
					Issue: how can I stand out in the job market by building a strong digital reputation through personal branding or personal marketing? 

					Uses: stand out from the competition, establish your reputation in your industry and increase your chances of attracting employers and potential clients. 

					Professional context: professional relationships, human resources, marketing, career management. 

					FAQs: 	What are the golden rules for effectively developing my personal brand? 

	What are the advantages of personal branding if I already have a job? 

	How can I be sure of creating a coherent personal brand? 

	What are the essential tools for building a personal brand? 

	What are the mistakes to avoid on social media? 

	What do I do if, after making a mistake, I now have a bad reputation? 




			

			For any organisation wanting to carve out a place in the increasingly competitive working world, having a presence on the internet and on social media is now almost obligatory. But what about our personal reputation? 

			According to CareerBuilder, a website that specialises in job-seeking, many recruiters do some quick research on applicants by typing their name into Google. More broadly, this trend towards googling is also followed by a large number of individuals looking for a service. Whether we need a plumber or to order a pizza, our first reflex is very often to open a new internet page. Customer comments on the service delivered, consumer reviews of the quality of service, recommendations from specialists in the sector or the transparency of information thus become deciding factors when the time comes to choose a service provider.

			Developing a web communication strategy to build yourself the best possible digital identity (in other words, personal branding) can thus prove to be an excellent investment. In 50 minutes, this guide will teach you all the secrets of this personal marketing so as to turn your e-reputation into a selling point. 

		


		
			Personal branding: the basics

			Personal branding summarised 

			After first appearing in 1981 in The Battle for Your Mind by Al Ries and Jack Trout, the concept of personal branding has been conceptualised by many specialists, including the Americans Tom Peters during the 1990s and William Aruda and Peter Montoya during the 2000s. 

			Personal branding, also known as ‘personal marketing’, involves applying communication and marketing techniques that are usually used to promote a product or company to an individual. In this way, the individual becomes their own brand. The aim of this process is to encourage potential clients or employers to enlist the services of one person and not another. What matters is therefore no longer so much the product or service offered by the person in question, but rather their reputation and their professional identity. These are created and spread primarily through the internet and its preferred communication methods, namely social networks. 

			But how can you become your own marketing object? What are the steps to follow in order to stand out from your competitors and make yourself attractive to prospective clients or employers? What tools are available to succeed in this undertaking? Finally, what are the mistakes that you should not make in order to avoid seeing your efforts reduced to nothing? 

			Why develop your personal branding? 

			Perhaps you are someone who does not see the use of personal branding, based on the fact that it is your services and not your personal image that must convince potential clients and employers to choose you. If this is the case for you, know that the two approaches are not incompatible. In fact, learning to emphasise your value also means learning to enhance your professional skills, products and services. The concrete advantages of personal branding should convince the most sceptical among you and reassure others that they have made the right choice: 

			
					Promote your activities and know-how. What is the point of being the best in your industry if nobody knows how good you are? By creating your digital identity, you can inform the world of your existence, offer them your services and put your skills at their service. 

					Get contracts. People looking for a specialist in your industry will call on you more if they see you as an expert in the subject, recognised by your peers and recommended by your clients. A good review, a relevant comment, an interesting article, etc. are all elements that are likely to convince consumers that you are the person for the job. 

					Facilitate the job-seeking process. One of the first reflexes of recruiters is to search candidate’s names on Google. The information, or lack thereof, that they find is just as likely to discount a CV, however attractive it is, as to draw attention to a rather ordinary candidate. Grant your e-reputation the importance and attention it deserves. In doing so, you will increase your chances of being offered interviews, sometimes without even having to apply. 

					Grow your professional network. Whether you are a freelancer or an employee, whether you have a job or not, developing your professional network – by networking – is essential. This network will allow you to maximise your chances of getting through a bad patch and getting more interesting opportunities. Furthermore, establishing your reputation, including with your colleagues, will make you appear more attractive to potential clients and employers. 

					Stand out from your competitors. In a working world where competitiveness rages in almost all areas of business, it is essential to stand out from the crowd in order to avoid finding yourself lost in the crowd. Standing out from your competitors so as to make a more powerful impression and therefore to sell yourself better is precisely the aim of personal branding. 

					Get to know yourself better. One of the main laws of marketing involves knowing the different features of a product or service to ensure that it is promoted effectively. So, if you want the strategy of your personal brand to pay off, pay attention to yourself so you can emphasise your qualities, skills and talents, as well as the underlying motivations that drive you. Before others can get to know you, you are therefore going to have to get to know yourself. 

			

			Who am I? A unique product to promote

			As we have seen, personal branding is based on the principles of corporate marketing applied to an individual. It is therefore unsurprising to call on techniques usually used in this industry to implement suitable personal marketing. As such, the SWOT analysis is one of the most effective tools in this area. But what exactly is it? 

			An acronym formed by the initials of Strengths, Weaknesses, Opportunities and Threats, SWOT analysis is generally used in marketing to conduct an audit of an organisation. By responding to a series of questions pertaining to each of these four areas of analysis (the specific features of the company’s sector, its strengths, its areas for improvement, etc.), we can identify the organisation’s strategic options. 
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			Familiarise yourself with this tool and use it to help with decision-making in order to undertake your own personalised audit. You will thus obtain answers to the following questions, which you must ask yourself in order to develop an effective and coherent personal brand: 

			
					What are your strengths and weaknesses? What are your assets? What area(s) are you specialised in? What makes you stand out from other professionals in your sector? Maybe it is your experience? Or the fact that you possess a particular skill that few of your competitors have? Which personal values and which positive character traits can you build and base your personal branding on? On the contrary, what are your points for improvement? Is there a necessary qualification that you lack? Maybe you have not mastered another language, software or specific legislation that is particularly useful in your industry? Discovering your different strengths and weakness will help you to decide which skills and personal traits to promote in order to build yourself an original and immediately identifiable brand image. 

					What opportunities can you identify? Is your line of business in the middle of big changes? Is the appearance of new technologies creating promising new job opportunities for which you are qualified? Has a skill that you possess come back into fashion, giving you the chance to make yourself known by offering training? Do not wait for opportunities to present themselves to you, but rather imagine the situation in reverse: create your own luck by starting with your abilities and ask yourself how you can make these profitable. Keep an eye on the developments and latest advances in your industry. By starting in the right place, you may be able to leave your competitors behind for good. 

					What are the threats that are likely to block your route? Is your sector evolving rapidly, forcing you to stay on alert at the risk of becoming outdated? Perhaps, on the contrary, it is no longer evolving due to technological advances? Is there too much competition in your industry? If you feel that you can no longer move with the times in your line of business, why not refocus on a market sector that you are particularly good at? Micromarkets are often neglected by large businesses who target a broad and varied audience. Perhaps you can find what you are looking for there? 

			

			
				
					Beyond the SWOT 

					As part of the development of your personal brand, it seems necessary to go beyond the SWOT analysis. Thus, ask yourself these additional questions: 

					
							What are your objectives? This is the most important question as without a goal to achieve, you will have no interest in implementing a communication strategy. Do you want to land a new job? Negotiate better contracts? Develop your professional network? Make yourself more known to clientele? Once you have defined your objective, it will become your driving force during the creation of your personal branding. 

							Who are your targets? If you are looking to get a new job, recruiters, potential employers and the people in charge of human resources are your main targets. If you wish to attract new clients and sign more contracts, it is these clients that you must focus on targeting. Finally, if you are looking to develop your professional network, the different participants in your line of work must be at the heart of your concerns. 

							How will you represent your future brand? What do you represent? What image of yourself and of your organisation do you want to promote? In which industry do you want to be recognised as an expert? What is your current reputation? The personal brand that you will develop depends on your answers. The first objective obviously involves differentiating yourself from others in order to make yourself seen by your target, but not at any cost. It will not do you any good to stand out if you do this by portraying values that are not in character for you. It is therefore essential to know where you come from, or in other words, the reputation that you have today, and where you are going, meaning the identity that you wish to construct and promote. 

					

				

			

			Now that you have clearly marked out your aspirations, assets and weaknesses, and what makes you unique, and you know what image you want to convey and who you want to convey it to, it is time to get started with the different social tools made available to you on the internet in order to use them wisely.

			What tools for what use? 

			Web 2.0 is overflowing with social media which you can use to promote your personal brand, build your digital reputation and emphasise your achievements and value propositions. These different tools, however, are not all equally useful and it is important to learn to use them correctly. 

			and LinkedIn, the essentials 

			These social platforms are the only ones which you must be on. It is not essential to have an account on both of them: a LinkedIn profile is quite sufficient (and essential). LinkedIn and Viadeo, which are both professional social networks, are used to increase your professional visibility and to develop your book of contacts buy connecting your profile with those of other people. They can be considered as digital employment fairs. Thinking of your profile on these networks as an improved CV will save you from inappropriate mistakes. As such, only put up information that is directly linked to your professional experience or to your objectives in the area, and leave the rest for other social networks. Follow the same logic regarding people who ask to join your network: accept only those who have a connection to your career plan or your area of work. 

			Facebook, between a professional page and a marketing programme 

			Facebook is generally thought of as the ultimate personal social network, a virtual space to relax with friends. You can nevertheless use it from a personal branding perspective by creating a professional page or by adding content to your personal page that has to do with your industry. Facebook also has the benefit of letting you implement your own advertising programme. For a fee, it will target the users who are likely to be interested by your services based on their general interests and their behaviour on the site. Nevertheless, beware of the inherent dangers of Facebook, such as photos from a party posted without your agreement by your friends, or comments that could cause damage to you. While Facebook remains the uncontested leader of social networks, it is closely followed by others, with Instagram and Twitter at the top of the list (Coëffé, 2015). 

			Twitter, tool for monitoring and instantaneity 

			Twitter, a professional monitoring network, will be very useful for you if you want to keep in permanent contact with your industry and its players, to stay up-to-date with current affairs, to comment on them and to share your opinions. Like Facebook, Twitter allows you to promote your services through, among other things, sponsored tweets, and to then analyse how your promotional campaign is received thanks to its statistical analysis tool. More so than its major competitor, Twitter represents the network of instantaneity and of dialogue between a brand or company and its customers; it therefore demands a high degree of reactivity and continuous involvement. But, while having a Twitter account involves omnipresence on your part, this sacrifice can be very beneficial in terms of reputation, as it promotes exchange and makes users feel that the brand is thinking of them. As such, many companies have enjoyed a growth in popularity simply by interacting with their users on this network. 

			
				
					Just for laughs

					Use humour in your tweets and other publications. This universal mechanism will help you to reach as many potential clients as possible who will feel close to your brand. Nevertheless, you should avoid cynicism and black humour which are sometimes badly received by the public. 

				

			

			YouTube, to share your capsule videos 

			YouTube, an online video hosting service, is perfectly suited not only for publishing your interviews, conferences and other filmed public events, but also to share your training and tutorials or even your films, if you are a filmmaker. Nonetheless, keep in mind that you must ensure that you post videos regularly if you want to develop an effective personal brand and build a solid community around your brand. This platform is not the most appropriate tool in this area, except for those that are passionate about video. 

			Instagram, Flickr and Pinterest, or communication through images

			These image-sharing networks are aimed at professional photographers who can share their work, but also at any person wanting to publish photos of their products, services or activities. 

			
					Bought by Facebook in 2012, Instagram provides the same online publicity services as the former, and also offers functions that are new and interesting on a number of fronts. For example, organisations and advertisers can now include different icons in their promotional campaigns, aimed at facilitating exchanges. Two of these, entitled ‘Sign up’ and ‘Learn more’, enable visitors to follow the account of their choice with a single click and obtain information about the brand or company by being redirected to their website. 

					Launched in 2010 by the Americans Paul Sciarra, Evan Sharp and Ben Silbermann, Pinterest blends the concept of social networking with the publication of multimedia content. It enables its users to share their areas of interest through photos, videos or illustrations. It is noticeable that the private life aspect is almost nonexistent here. You can sign up using your Facebook account if you have one.

			

			WordPress and Blogger, for establishing your expertise

			These are the two most popular blogging platforms, as they are very easy to use and personalise according to your preferences and needs. Ideal for writing articles and sharing your opinions on subjects pertaining to your area of work, blogs undoubtedly represent the

			The site to guarantee your professional credibility 

			
			
				
					
					
				

			

			Mistakes to avoid 

			
					Publishing anything and everything without considering the potential consequences. Who has not heard of those employees who are fired for an inappropriate comment or distasteful photograph published online? Never forget that everything that you write on these medias is saved, so think twice before sharing your feelings. Of course, you should not portray yourself as bland and weak, but you must really analyse the potential professional consequences that your publications. Carefully weigh up the pros and cons before expressing your opinions online, even when, in theory, they do not seem to be linked to your area of work. Do not risk finding yourself unemployed or brushed aside by potential contracts if the price is not worth paying. 

					Lying or twisting the truth. Exaggerations and little white lies are not rare in job interviews. This practice is strongly discouraged, however, as it is very risky, especially in the internet age. Keep in mind that everything you post will remain engraved on the internet and accessible to everyone. As such, do not make the mistake of lying about your professional experience or mentioning phantom skills, at the risk of suffering a painful backlash. Be as honest as possible in order to spare yourself a bad digital reputation which you will really struggle to get rid of. 

					Being vague about your skills and the services you offer. Many people fall into this trap. Wanting to keep all their options open, they avoid being too specific regarding their qualifications and the services they offer, and do not claim to be specialists in anything in order to cover as many possibilities as possible. It is better to limit your offer to two or three skills sectors that you have a strong command of rather than spreading yourself too thin and risking providing a lower quality service. A prospective client will always prefer to use a genuine specialist in a sector than a jack of all trades who just about manages. 

					Wanting to see immediate results. While we can quickly influence our digital identity by making little touch-ups here and there, the significant changes will inevitably take more time to materialise and to produce concrete results. In fact, building an e-reputation is more of a marathon than a sprint. Building a reputation takes time and requires regular and constant investment. 

			

			
				
					
					
				

			

			
					Lacking humility. As personal branding involves making yourself appear attractive, set out your professional achievements. An interview you did on a well-known specialised blog, photos from a conference that you hosted, an article on an award that you won, etc. are all positive elements which you can rely on to promote your image. Nonetheless, never forget that the line between genuine pride and misplaced boasting remains thin and that nobody likes self-important boasters. Therefore, do not fall into perpetual smugness, as this risks making you unlikeable to your target audience. To avoid portraying this image, consider thanking those who have helped you on your journey, without being self-depreciating, as you have created your own luck. 
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