
  
    
      
    
  


  
    
      
    
  


  Praise for The Road to Recognition



  “Clever, fun and about as comprehensive a guide as you’ll find anywhere.“

  ANN HANDLEY, author of Everybody Writes and Content Rules


  “Current, useful, actionable and true. It’s gold!”

  JAY BAER, author of Youtility and Hug Your Haters


  “Deceptively simple, yet incredibly effective. Read it, act on it, and then be patient. You won’t be sorry.”

  JOE PULIZZI, author of Content Inc. and Epic Content


  “If you want to build a personal brand in the digital age, this should be your bible.“

  BRIAN DEAN, founder of Backlinko.com


  “This highly actionable book explains exactly how to create and scale your personal brand.“

  BRAD INMAN, founder of Inman News


  “Personal branding is a necessity in today’s marketplace. This quick and easy guide shows you how to do it with heart and verve.“

  DORIE CLARK, author of Stand Out and Reinventing You


  “This is a clear and concise guide to what might be the most important skill in today’s marketplace. Smart, funny, authentic and super-helpful. Do what these guys say and you will reap the rewards.”

  DOUG KESSLER, co-founder of Velocity Partners


  “Building your personal brand is important for anyone who wants to lead a team, build a business, achieve success, and make a difference. Seth and Barry, two leading voices on this important topic, provide actionable advice for building an effective personal brand. If you want to achieve success in your career on your own terms, you need to read this book.“

  MICHAEL BRENNER, author of The Content Formula


  “This is the most complete (and engaging) book on the topic of personal branding ever created. Get a copy. Apply the lessons. Enjoy your ascent. Getting recognized for your area of expertise is the name of the game. Bravo Barry and Seth.”

  ANDY CRESTODINA, author of Content Chemistry


  “Puts the art of brand building into a measurable, fun, learning experience that will literally put you on the digital map for years to come.“

  LAURA MONROE, VP of industry and strategic development at RealSatisﬁed


  “Growing professional influence is on the list of every fast-tracking professional in the business world. The Road to Recognition does a great job of combining clever design with succinct, actionable tips on everything from authenticity to audience targeting to help you on your path to brandividual success.“

  LEE ODDEN, author of Optimize


  “Personal branding is all about building rapport at scale. And rapport is one of the most fundamental sales techniques. Seth and Barry have outlined a simple roadmap for building relationships and recognition in the digital age. This is a must read.“

  MARK ROBERGE, author of Sales Acceleration Formula


  “If you’re a living, breathing human being doing business in this world, you’re a brand, and no one understands that more than Seth and Barry. Here is a roadmap to success worth reading.“

  NOBU HATA, director of member engagement for the National Association of REALTORS®


  “This book is a valuable primer on how to develop a voice that, by benefiting others, will amplify your success.“

  PAM O’CONNOR, CEO of Leading Real Estate Companies of the World


  “Seth and Barry have done a wonderful job of breaking down how to set yourself apart from the rest of the pack with some easy-to-understand concepts that are instantly implementable.“

  STEPHEN SCHWEICKART, CEO of VScreen & partner at Angel Bespoke


  “The Road to Recognition is one of those books that reminds me of how I felt while reading Gary Vaynerchuk’s first book, Crush It. As I read I’m making a list of everyone I want to send this book to.“

  STEPHANIE CHUMBLEY, director of new media and education at Chicago Title Company of Oregon


  “These days, everyone has a brand. Everyone. And that brand matters a lot. This book shows you the how, what, and why of personal branding in the digital age. Well done!“

  MARCUS SHERIDAN, author of They Ask, You Answer


  “Personal branding is a language that’s best learned via a guided journey. Read this book to master individual differentiation in the land of information overload we call the web.“

  FREDERICK TOWNES, co-founder of Placester


  “This is simply the speak-n-spell of personal branding! If you’re looking for a simple and pragmatic way to build your personal brand, look no further. You absolutely need to work your way through the alphabet of The Road to Recognition. Each letter, errr chapter, helps you master a rich language of building a strategy that will take your career to the next level.”

  ROBERT ROSE, author of Experiences: The Seventh Era of Marketing


  “A first of its kind—a field manual for personal branding in today’s information age. Its value is priceless for those wishing to succeed professionally.”

  CHAD POLITT, VP of Audience and partner at Native Adversiting Institute


  “You have to read this book. While digital marketing is always in a state of flux, the fundamentals never change. Seth Price and Barry Feldman have distilled the art of personal branding into 26 easy-to-understand chapters so that anyone can take immediate action and dramatically increase their brand presence.”

  SUJAN PATEL, author of The Content Marketing Playbook


  “The Road to Recognition is the only book about building a personal brand that you will ever need to read. Most business books have one kickass takeaway. This one has 26.”

  CHRIS SMITH, author of The Conversion Code


  “Having a strong personal brand and communicating it is more important than ever. The Road to Recognition will help you map out the journey of personal branding. I love the style—easy to read and entertaining but packed with amazing advice on how to build YOUR brand.”

  LAURIE WESTON DAVIS, CEO of Better Homes and Gardens Real Estate


  “When it comes to building your brand, it’s a jungle out there. Between blogging, social media, landing pages and email, there’s so much to manage in today’s always-on, always-connected universe. Seth Price and Barry Feldman distill years of marketing and technology experience into an elegant blueprint that can be easily put into action by anyone.”

  STEFAN SWANEPOEL, author of Surviving Your Serengeti


  “The Road to Recognition provides a sensible A-to-Z guide to personal branding that can work for anyone. Once you accept your personal brand is mission-critical in the digital age, you need to read this book.”

  BERNIE BORGES, CEO of Find and Convert


  “If you need to learn about branding—and you do—this is the book.”

  ALONZO BODDEN, comedian, winner of NBC’s Last Comic Standing


  “Seth and Barry have simplified the roadmap for building your personal brand in today’s marketplace. All you need now is the commitment to do the work required to connect with your audience.“

  KRISHNA GUPTA, founder & managing partner of Romulus Capital


  “There are plenty of smart people and resources in this industry, but few think about the delivery and reader experience like Seth and Barry. If you’re a believer in books that are both nutritious AND delicious, you’re in luck.”

  JAY ACUNZO, founder of Unthinkable.fm


  “Essential reading for anyone looking to accelerate the process of establishing a recognized personal brand.”

  JAKE ANDERSON, co-founder of FertilityIQ


  “You need a personal brand and Seth and Barry nail it on how to develop one—from A-to-Z. A must read!”

  DR. NICK MORGAN, author of Power Cues and Trust Me


  “If you don’t tell your story, somebody else will. In The Road to Recognition, Seth Price and Barry Feldman give entrepreneurs a fast and dynamic playbook for growing and keeping the friends and fans essential for building your business.”

  AUDIE CHAMBERLAIN, CEO of Lion & Orb
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  Foreword



  People who like kale rarely overlook opportunities to tell you how much you’re missing out if you don’t eat kale.


  People who like kale swear its importance transcends the banal categorization of “vegetable,” that it has near-magical powers that will improve your life in ways unknown and not yet understood.


  Personal branding is post-modern kale that is grown, harvested, and eaten in public—often online.


  People who like personal branding understand it isn’t optional in the modern age and they usually make that connection innately, at the molecular, DNA level. They don’t need to be told to build and polish a personal brand. They just do it, like salmon returning to the same spawning ground each year (if that tributary was Instagram).


  To those of you who already believe in the power of personal branding, my message is simple: do not be afraid. There are treasures in these pages. This book will ratify your belief in personal branding and teach you fine points and new techniques that you haven’t implemented in the past.


  In ways both digital and analog, I’ve been building my own personal brand since approximately 1994, when I discovered that being smart isn’t a viable currency unless you are also consistent and memorable in equal measures. My personal brand is codified and carefully curated to emphasize my few strengths and mask my myriad of weaknesses. I’ve built multiple companies based—at least in part—on personal branding, and my consulting firm helps companies and executives dig deep on these same issues.


  You could say I’m something of an expert on the subject. (Ask anyone!) Yet, I learned A TON from reading The Road to Recognition. Seth and Barry give no quarter, pull no punches, and tell no lies. This book is current, useful, and a blast to read. You’ll love the exceptional graphics.


  So if you’re already on board with personal branding, you SHOULD read this book.


  But, if you’re a denier, a critic, and a cynic of personal branding and/or leafy green superfoods, this is a book you absolutely must read.


  The Road to Recognition is not a sermon, treatise, manifesto, or proclamation. The authors are not trying to convince you personal branding is important and then sell you expensive coaching services. They have no skin in the game other than a couple bucks’ worth of book royalties and knowing they told the truth and helped some people.


  They wrote this book for the right reason: because they’ve experienced the thesis first-hand and want to share what they’ve learned with an audience wider than a core group of social media and online marketing fetishists.


  They wrote this book because their own lives have been changed for the better (for real, that’s not puffery) by personal branding (as has my own).


  I’m not suggesting that everyone who reads The Road to Recognition will become the best-known expert in their chosen field
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All of this has led to
building an audience of
subscribers over time that
we've leveraged in building
a sustainable business
model. Over time, I've evolved
it from just being ‘Joe’s
personal brand” to “Content
Marketing Institute” where

| can leverage my personal
brand but it's not necessary
anymore for success. | think
that should be the goal of
every content creator... to
build something bigger than
themselves.
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Social media is great
for engagement

and reach, but the
goal of any brand,
especially a persondl
one, is to build a
community around
an online property
you own. Ownership
gives you control
and allows you to
evolve independent
of the tools and
social channels used
to engage with a
community.
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MOST PRODUCTIVE
WAYS TO POSITION
YOURSELF AS AN
INDUSTRY LEADER,
A TRENDSETTER,
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IS TO SPEAK AT
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TRADE SHOWS, AND
EVENTS.
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AN OFFLINE
POWIERHOUS ="

—ANDREW DAVIS
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JOHN LEE DUMAS

AUTHOR OF THE FREEDOM
JOURNAL

HOST OF EOFIRE

Podcasting is a

special medium of
communication. The
podcast host and the
listener form an intimate
connection due to the
nature of the audio-
only format. This makes
podcasting an important
part of
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JOANNA WIEBE
FOUNDER OF
CONTENT HACKERS

You must be a friend
in the inbox. Maybe
you're the funny
friend. Maybe you're
the trendy friend.
Maybe you're the
friend with nerdy
factoids at your
fingertips. Or maybe
you're the tough-love
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SUJAN PATEL
CO-AUTHOR OF 100
DAYS OF GROWTH
CO-FOUNDER OF
WEBPROFITS

Google is today’s go-to
source of information. By
leveraging Google to build
your personal brand, you
get credit for being the
source of that information.

There are 3.5 billion
searches per day. Why

not seize a fraction of
that? When | launched my
book last year on growth
hacking, | leveraged SEO to
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The importance of
expanding your personal
brand across a variety

of social channels and
media types cannot be
overstated. When it comes
to creating content, it's
vital that, early on, you
have a vision of how

that message can be
communicated effectively
across different platforms
through various media.
Online, offline, visual,
audio, text: how can you
deliver your message with
maximum potency while
re-imagining and
repurposing for longevity?





OEBPS/Images/c023-1.gif
MARCUS SHERIDAN
AUTHOR OF THEY ASK,
YOU ANSWER
FOUNDER OF THE
SALES LION

Either way, embrace
video. Tell us about
you. Tell us your
story. What you are
is special and it’s
about time the world
understood that a
little better, don't you
think?





OEBPS/Images/pix-011.gif
“IFYOU - DON'T-SHARE
YOUR IDEAS:; NG
ONE:WILL KNQW:1F:
THEY'RE ANY- GQOD.”

~DORIECLARK.





OEBPS/Images/c020-1.gif
your brand because
people expect you to
be able to perform in
all contexts, including
online.

And, when | say perform,
| don’t just mean that
you will do something
or complete something.
| mean you will present,
act, stage, show, or
dramatize. You'll put

on a performance that
delights, impresses,
wows, connects, or
moves people to think,
feel, or do something
different.
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It's as simple as
connecting the dots:

Joining puts us

on the path to
belonging. Belonging
leads to community.
Community yields
collaboration and
knowledge sharing.
And collaboration and
knowledge sharing
drive competitive
advantage. That
means joining truly is
the first step on the
path to excellence.
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ANDY CRESTODINA
AUTHOR OF CONTENT
CHEMISTRY
CO-FOUNDER OF ORBIT
MEDIA STUDIOS

Want to be known for
something? You have to
publish on that topic—a lot.
And whether or not your 50th
article, podcast, or video gets
a lot of traction—or just a
little—has to do with whether
you've paid attention to the
results of the first 49. If you
watch your website, social
media, and email marketing
analytics, you're going to get
a little smarter, reach a little
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“PERSONAL
BRANDING 1S
THE ART OF
BECOMING
KNOWLEDGEABLE,
LIKABLE 'AND
TRUSTABLE.”

==JOHN JANTSCH
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MOO.COM

Design is a powerful visual
storytelling tool. The many,
sometimes tiny, choices

we make in the visual
representation of ourselves
or our businesses all add up
to how we will ultimately be
perceived by others. It can
be very subtle, but choosing
Helvetica over Gotham in
your logo, website, or business
card font will transfer some
subliminal messaging about
what you or your business is
about.
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There are two types of
helpers: those that help
others with self-serving
expectations and those
that simply help. Be the
latter.

I wish | was kidding, but
| often see people put
out press releases after
they’ve done a good
deed. Then there are the
ones who connect on
Twitter or Facebook and
follow up immediately
with a direct message
asking for something.
WTF is that?
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help me build my brand on
all things growth hacking. |
did this by writing articles,
answering questions on
Quora, guest blogging,
and creating videos, all
just to rank on Google for
keywords around the topic
of my book.

The result: 27% of my sales
in the last year (10,000
book sales) came from
Google. I've also been

cited on over 54 blogs and
publications on topics
related to growth hacking.
Guess where they found
my content? I'll give you a
hint: it starts with a G.
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Study them: Where do they
spend time online? What

do they say? Who do they
engage with and what do
they care about? Find out
what you can provide those
influencers that they are not
getting otherwise.

Take a “give to get” approach
and empathize to understand
where you can create value.
Focus on creating a real
connection around mutual
goals. As you engage with
others who are influential,
your influence will grow by
association.
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Developing a

network and sense of
camaraderie amongst
your peers reduces
competitive friction and
enables you to borrow
the power of the crowd
to extend the reach of
your brand. When you
connect and engage
with your audience,
everyone feels like part
of something bigger.
Your network of friends
and associates can

be your biggest brand
evangelists.
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NAVID MOAZZEZ
LIFESTYLE ENTREPRENEUR
AND FOUNDER OF VIRTUAL
SUMMIT MASTERY

Building a
profitable personal
brand online is

not a sprint or
something that
happens overnight.
Don’t aim for
perfection early on.
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JASON MILLER

AUTHOR OF WELCOME TO
THE FUNNEL

GLOBAL CONTENT
MARKETING LEADER AT
LINKEDIN

Ever wonder what
happened to that

personal brand guru who
did nothing but focus

on Google+? Yeah, they
disappeared faster than a
one-hit wonder in the 80s.
The problem? Putting all of
your proverbial eggs in one
media basket.
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relationships, friends, and
followers. | post them to all
my social channels, have a
hashtag hub on Instagram, a
Pinterest board, and Tumblr:
We Heart Socks. The important
thing is to understand that
whatever you do in social
channels, it should be genuine
and a natural fit for who you
are. Think of ways you can
involve your social audiences
in something that’s uniquely
you—something that will
encourage them to want

to interact.Passing your
audience’s “personality test”
is often a good way to get a
foot in the door that leads to
developing that all-important
return on relationship.
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ROBERT ROSE

CO-AUTHOR OF
EXPERIENCES: THE SEVENTH
ERA OF MARKETING

CHIEF STRATEGY OFFICER
OF CONTENT MARKETING
ADVISORY

Do you feel sometimes
you are just going
through the motions?

As you drive to work
today, run on the
treadmill, or wherever
the next moment of
self-reflection finds
you, take a true time
out. Focus
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LEE ODDEN
AUTHOR OF OPTIMIZE

CEO AT TOPRANK
MARKETING

When brands want to
become more credible and
extend their reach, they find
people who already have
influence and partner with
them to create content. The
same approach works for
individuals. If being more
influential in a certain area
is important to your success,
find people who have the
trust, respect, and audience
you want.
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JOE PULIZZI

FOUNDER OF CONTENT
MARKETING INSTITUTE
AUTHOR OF EPIC CONTENT
MARKETING

My personal content
creation is everything to

my brand. I'm defined in

the marketplace by the
content that I've created
and shared. This started
with a consistent blog
(back in 2007), then four
books starting in 2009, then
my posts on LinkedIn and
Entrepreneur, and finally
(and maybe most important)
my speaking content.
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attention and engagement
it deserves. Without
distribution, content is
often hidden in the nooks
and crannies of the web
and is never seen, heard, or
viewed.

My initial tactic to reach
the world with my content,
get noticed, and build

a business was to use
Twitter. In the last seven
years, | have focused on
building a large following
and tribe on Twitter, and
now we are approaching
half-million followers. It
has been the difference
between anonymity and
high global visibility.
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Instead, allow your
brand to evolve
naturally over
time and focus on
providing massive
value and over-
deliver to your
target audience.

Then your message
and brand will get
clearer.
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BRIAN CLARK

FOUNDER AND CEO OF
RAINMAKER DIGITAL

You want to be the name
that pops in a person’s
head when a certain area
of expertise is mentioned.

Business people have been
writing articles for trade
publications for decades
in order to become niche
experts. That's why
blogging for business
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SCOTT ABEL

FOUNDER OF THE
| CONTENT WRANGLER

Your audience is your
most powerful asset.
Include them in your
successes—and share
your ideas, knowledge,
experience, and
connections with them.
But don’t stop there. Ask
your audience for help
when you feel defeated
or could use a little extra
creative juice.
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AUTHOR OF THE
CONVERSION CODE
CO-FOUNDER OF
CURAYTOR

Social mediais a
great way to connect
to your audience, but
email is even better.
So if you're doing

the hard work of
building your personal
brand through online
channels, focus on
building an email list.





OEBPS/Images/c011-1.gif
BRIAN DEAN

FOUNDER OF
BACKLINKO

So | initially crafted
my personal brand
around those topics
(and keywords). And
it worked! | quickly
positioned myself
as an expert on
those topics. And
the rankings soon
followed.
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AUTHOR OF WILL THE REAL
YOU PLEASE STAND UP

FOUNDER OF BOOMSOCIAL

When you know what the
key message of your brand
is and what your brand
promises to its customers
and prospects, it is easy
for you to bring this
message to the world with
a great deal of confidence,
no matter what media you
are using.

Frankly, it also takes a lot
less energy to be
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PERSONAL
BRANDING,

THE WAY | SEE
IT, IS REALLY
JUST BEING
CLEAR ABOUT
WHAT YOU DO
AND DOING IT
WELL. BUT IT'S
ALSO TELLING
THE STORY IN
SUCH A WAY
THAT PEOPLE
UNDERSTAND
WHY TO BOTHER
WITH YOU IN THE
EIRSINRRACERY

—CHRIS BROGAN
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Keyword research

is market research
for the 21st century.
Knowing that, your
personal brand has
to take into account
what people type
into search engines.
For example, in my
case, | knew that lots
of people in the SEO
world were searching
for keywords like
“link building”

and “how to get
backlinks.”
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The most compelling questions
merely seek to discover the
truth. Ask your client a question
like, “What happens if you don’t
solve this issue?” Instead of
wondering what alternatives
they have considered, you could
ask, “What else have you tried
in seeking a solution?” Honest,
open questions set the tone for
an even-handed, same-side
discussion. If you really want to
build trust, you can even ask, “Is
this issue worth spending the
meney to acdress? Why?”

Whereas devious questions
might repel interest, the right
questions instill confidence, build
trust, and stimulate discovery.
You've certainly been inspirec

by great questions in your life,
haven't you?
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authentic. When you are
authentic, when what you
are doing matches what
you promise, it doesn't feel
false and you don’t spend
energy worrying about how
to appear more genuine to
your audience. You just are
genuine to your audience.

Authentic passion
energizes. When you feel
passionate, you can't help
but take action. It becomes
a natural outpouring of
what you believe in and
what you feel you must do.
It is what drives you.
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AUTHOR OF STEAL THE SHOW
FOUNDER OF HEROIC PUBLIC

». ‘ SPEAKING

Perhaps you have a
speech to deliver at an
industry conference.
Maybe you're
attempting to land a
big project. You could
be preparing for a job
interview that will make
or break your career.

Public speaking plays a
critical role in building
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friend. Whatever you
are, you must be a
friend. People don't
open emails from
brands—personal

or corporate—that
aren’t going to

use their time and
improve their day like
a friend would.
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AUTHOR OF LINKEDIN
TO INFLUENCE

LinkedIn is the most
powerful business
networking
resource in history.
It is a global,
virtual, perpetuadl
networking event!
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LinkedIn is
currently the

best professional
platform for
growing your
personal influence,
building a loyal
referral network,
positioning yourself
as a thought leader
and attracting your
ideal clients.
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DOUG KESSLER

CO-FOUNDER OF
VELOCITY PARTNERS

Targeting is as much
about knowing whom
you're NOT aiming for

as knowing whom you'll
be great for. Some of

this will come down to
demographics, but it’s also
about psychographics:
understanding the
psychology of your target
audience, knowing their
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The key is creating
great content and
presenting it as
irresistible “offers” for
your readers. Get in
that mindset and get
good at developing
great offers. You'll

be rewarded with
subscribers and have
the opportunity to
use the all-important
email channel to build
relationships, and of
course, your personal
brand.
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farther, and grow awareness
of your brand more quickly.
Otherwise, you're flying blind.

| read an interview of Will
Smith once. Way back in
the 90s, he decided that

he wanted to make one of
the top grossing films of all
time, so he looked at the list
of the top ten. He noticed it
was filled with sci-fi special
effects movies. So he decided
to make Men In Black, which
became one of the top 10
grossing films of all time.
That'’s a simple example of
how data can be used to
make smart decisions.
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IAN ALTMAN

AUTHOR OF SAME SIDE
SELLING

No matter how compelling your
facts or how passionately you
argue your points, you will never
make a statement that is more
compelling to influence others
than by asking great questions.
Yet, not all questions are created
equally. You've heard leading
questions that attorneys ask:
“Isn’t it true that...?” You've

heard salespeople ask questions
like, “What will it take me to

get you into this car today?”
Each of those questions has a
manipulative tone with a not-so-
hidden ulterior motive.





OEBPS/Images/c019-1.gif
BRYAN KRAMER
AUTHOR OF SHAREOLOGY
CEO OF PUREMATTER

Remember that
relationships serve as
the cornerstone of every
business deal. So using
your circle of influence
to help others is the very
best thing you can do to
contribute in a mutually
beneficial relationship.
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CO-FOUNDER OF
PLACESTER

To be successful

in the long term,
you need to

have a digital
destination—a
website—that you
control and leverage
to develop your
brand.
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is such a no-brainer, as
long as you realize that
the content you create
is a launch pad for other
opportunities that build
your brand.

One important caveat,
however: focus on
delivering value to others
and less on self-promotion.
You'll find you end up

with much more, because
people won't care about
you until you've given them
a reason that transcends
you.
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Design can play the role

of body language for your
brand, conveying confidence,
style, competency, or
professionalism. Great design
complements or enhances
the true human story behind
a brand and provides a
shorthand for the recipient to
quickly “get” what you stand
for and how you operate.

Design is all about the
details and, as the founder

of a design-led business, it’s
no surprise that obsessive
design thinking is rife in both
my personal and professional
worlds: from the design of my
home, to my wardrobe, even
to how | pack a suitcase or
organize my email.
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TED RUBIN

AUTHOR OF HOW TO LOOK
PEOPLE IN THE EYE DIGITALLY

To quote Dr. Seuss, “Be who
you are and say what you
feel, because those who

mind don’'t matter and those
who matter don't mind.” My
quirky personality thing is fun
socks—the louder and crazier,
the better. | take pictures of
them when I'm traveling and
post them. It's something I've
become known for over time.
It's a fun part of my personal
brand that strikes a chord with
many of my business
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on: “What makes

me passionate?”

And every day going
forward, incorporate
small changes to
pursue your answer.
Passion is the only way
you master what you
think you might want
to do.

Give yourself the

gift of passionate
imagination. Find your
zeal. It's what you're
looking for and how
you'll accomplish your
goals.
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Branding is huge. It
can make or break
your successes as

a professional. And
because of this,

the time for you to
embrace the power

of video is now. If you
can only afford to do
something yourself,
then do it. If you can
afford to do something
professional, even
though it might be a
financial stretch, make
it happen.
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your brand development
because every word

you speak is creating
know/like/trust with
your audience. Once you
have established know/
like/trust, simply ask
what your listeners are
struggling with, listen
to their pain points, and
provide the solution.

Podcasting will open the
door to your audience,
and | suggest you walk
right in.
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FOUNDER OF
LEADER NETWORKS

To advance personally
and professionally,

we need to learn

what others have
experienced, share
what we know, and be
a part of something
bigger than ourselves.
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AUTHOR OF
UNMARKETING

Helping others with your
deeds, contributions,
and content is a
wonderful business
practice, so just do it. If
you want to win allies
and make meaningful
connections, don't call
in favors. Be generous.
You'll get yours.
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“YOU ARE 100%
RESPONSIBLE
FOR THE
IMPRESSION
PEOPLE HAVE OF

.
—JILL ROWLEY
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preferences and prejudices,
their self images, their
attitudes towards the
challenges in their lives
and their work.

Persona documents are
important, but even more
important is spending time
with people in your target
audience. Buy them coffee.
Pick their brains. Listen to
the words they use to talk
about their lives. This is
gold dust to anyone trying
to build a personal brand
based on serving people.
(That'’s you, right?)
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The secret to building
your personal brand is

in how you recognize
others. Connections with
colleagues, influencers,
and industry thought
leaders are essential to
building your personal
brand. Engage with them
by featuring their best
attributes at convention
mixers and participating
in the conversations
they'’re having on social
media.
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JEFF BULLAS

AUTHOR OF BLOGGING
THE SMART WAY

CEO OF JEFFBULLAS.COM

The core tactic for

all marketers and
entrepreneurs in a digital
world is growing digital
media distribution
networks. Your followers
are a big part of that
equation.

On the social web, we

all need to think like
publishers. Without this,
the content will not get the





