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Chapter 1: Personal Brand
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What is Personal Brand?
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Successful organizations work hard at building and maintaining a brand.  Some of the most recognized brands today are Apple, Coca Cola, and Starbucks and we can easily recognize these companies through their logos and slogans.  The question is why are these logos and slogans important? Do these company artifacts help create sales or loyalty?  The answers should be obvious because companies spend millions of dollars toward building their brands through advertisements and promotions.  Basically, branding is all about building consumer perception about a company’s product or service.  

In the same manner, individuals have a personal brand and are responsible for building their brand in order to be successful.  This chapter is intentional to help you build your brand and to set a foundation to helping you build career long success.  It is also the key toward unlocking the rest of the chapters in becoming a successful business to business (B2B) sales person.
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Building a personal brand goes way beyond selling yourself or being a successful salesperson; it determines promotability.  More importantly, a person has the responsibility to represent and build their company’s brand through their own appearance.  For instance, many B2B sales people dress business casual with a logoed golf shirt, which automatically brands their company.  Can someone ruin or build their personal brand wearing company attire?  Look at the pictures below of four sales people and describe a minimum of three thoughts that enter your mind about these B2B sales people.

1.    
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2.
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4.
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Would you purchase from each of the individuals above, why or why not? – provide an answer for each

Do you trust each of the individuals above, why or why not? – provide an answer for each

Suit it Up
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Let’ go beyond wearing a company’s business casual look and move to the classic business suit.  Does a suit improve or make you look more businesslike?  A recent study from California State University Northridge found that individuals who wore suits began to think more abstract or ‘big picture’.  Psychologically, individuals feel more powerful and look at the world differently when wearing a suit.  This feeling helps them become better critical thinkers and at taking in criticism. 

A lot of these thoughts and feelings come from the way we are treated when wearing a suit.  Generally, people give instant respect and authority to individuals wearing a suit.  They are usually more attentive, accommodating, and patient to those wearing a suit.  Try going into a retail store with a suit and you will notice how differently sales people will treat you, many times they will great you, sir or ma’am.  If this is factual, is there an importance to wearing a suit?  The big question is, what attire is most appropriate for conducting B2B sales and what should be proper replacement attire for a company’s business casual look.  

Are all suits appropriate or considered business attire?  Look at the suits below and answer yes or no.






1.
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2.
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3.
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4.
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Although we argued that a suit will enhance individual perceptions of themselves and gain influence over others, there are differences in the types of suits we wear for B2B meetings.  In fact, this goes back to building and maintaining a personal brand.  Click here for an entertaining video on wearing an inappropriate suit.  As with the video just viewed, wearing an inappropriate suit will destroy your personal, professional, and organization’s brand.  So, what is an appropriate business suit?  The classic two button conservative suit in navy blue or charcoal gray is considered and accepted globally.  Suits don’t have logos or price tags on them and the only way to determine its brand is the styling.  Therefore, wearing the inappropriate style or fashion will affect personal and business branding.  
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Within a matter of seconds
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Within a minute, individuals will analyze your character and personality through five key traits: attractiveness, likeability, competence, trustworthiness, and aggressiveness.  In fact, Princeton psychologists Janine Willis and Alexander Todorov discovered that it only takes a tenth of a second to make a first impression just by looking at your face.  This is directly tied to your personal brand.  See Tordorov’s study at: https://www.psychologicalscience.org/observer/how-many-seconds-to-a-first-impression
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Another study by Michael Solomon, PhD, Psychologist, Chairman, Marketing Department Graduate School of Business, NYU presents ‘The 7/11 Rule’ that found it takes just seven seconds for individuals to make eleven assumptions about you, which are: education level, economic level, credibility, trustworthiness, level of sophistication, sex role identification, level of success, political background, religious background, ethical background, and social/professional/sexual desirability.  In fact, the rest of the time with a person is used to validate the original impressions.  Based on the two studies an individual’s personal brand is created in less than ten seconds and stresses the importance of making a good first impression.  See article on 7/11 Rule:  http://positivebusinessdc.com/711-rule/

Making a Great First Impression

Here are seven techniques to make a first good impression:  https://www.businessinsider.com/only-7-seconds-to-make-first-impression-2013-4
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So, what happens when you make a bad impression? Describe three methods you would do to overcome a bad impression?

1.

2.

3.

According to a Harvard study it will take eight or more positive encounters to change an individual’s negative opinion of you.  There is no overnight fix or band aide for a bad first impression.  However, here are some techniques that can be used during your next eight encounters.  First, to gain trust be honest with the person and admit that you failed to make a good first impression.  Work on the person’s open mindedness and vet the situation on what occurred.  The next thing to do in another encounter is to ask the person for advice on business or industry issues.  This interaction will show that you are taking a position of weakness and seeking expertise and guidance and can turn the table on a bad impression.  The final technique is to remain consistent and authentic to your beliefs as your actions will always speak louder than words.  See article on a bad impression do-over: https://www.forbes.com/sites/work-in-progress/2015/02/10/the-do-over-how-to-correct-a-bad-first-impression/#61d4ee4455f6  

What is Individual Branding?
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Is there a difference between a personal and individual brand?  In many instances they are the same, but a personal brand is closely related to personality and attractiveness which are associated with the concepts already mentioned in this chapter.  In other words, your personal brand is the first impression you provide to individuals you encounter.  This is where an individual brand is somewhat different.  An individual brand is something that is built on a person’s passion and/or expertise and can neutralize the impact of a bad impression.  For instance, if you were really interested at improving your golf swing and heard through the grapevine that Joe from ABC Company was a former professional golfer you may ignore your initial impressions of Joe to get a few tips on your swing. 

Describe three passions or areas of expertise that you can build your individual brand

1.

2.

3.

Your Digital Footprint
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Today’s technology provides excellent tools to specifically help build individual brands.  Social media sites such as LinkedIn, Twitter, and Facebook are exceptional tools to promote your passion, interests, and expertise.  Instead of focusing on personal accomplishments, social media should be used to reinforce and build your individual brand.  For example, everyone would agree that people will put their ‘best face’ forward on LinkedIn.  This is expected, therefore many of the attributes or accomplishments posted on this site are often overlooked because that type of information is expected or used only when necessary to assess your talents and skills. See link on using social media to build your individual brand:  https://digitalmarketinginstitute.com/en-us/blog/2017-11-09-10-steps-to-building-your-personal-brand-on-social-media
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Experts at building individual brands will use LinkedIn to send and promote messages to build their brand and individual brand equity.  So, if you were passionate about golf, you would produce content such as white pages, quotes, or even advise on helping others improve their game.  Additionally, you would share information that had anything to do with golf such as golf articles, videos, retail coupons, trade shows, etc.  In other words, you want your peers and colleagues to know you as the golf expert and will produce word of mouth to others about your expertise and send them to your social media sites.  Your entire social media platforms should be consistent at building your individual brand with your main goal focused on having everyone brand you as a golf expert.  Once you are individually branded as a golf expert people will seek you out for advice, try to build relationships with you, and eventually do business with the ‘golf guy’ rather than the salesman from ABC Company.  See link on using LinkedIn to build your individual brand: https://www.forbes.com/sites/nextavenue/2017/03/07/7-linkedin-tips-to-build-your-personal-brand/#4c8ce79a4058 

[image: Picture of mobile phone with a screen of different social media apps]

Building an individual brand through social media sounds easy, but is very difficult because you have to be intentional and consistent.  In the same manner, your digital footprint can also taint or ruin your individual brand.  For instance, if you claim to be a ‘golf expert’ but never post about golf or seen on the golf course you will raise questions to your followers about your claims.  Also, your activity on Facebook, Twitter, etc. are very transparent about your religious beliefs, political affiliations, social activities, and the people you associate with and this will either reinforce or contradict your individual brand.  Thus, if you don’t build on an individual brand your social media footprint will automatically define it and underpin your personal brand.  See additional link on building your brand with LinkedIn:  https://university.linkedin.com/content/dam/university/global/en_US/site/pdf/TipSheet_BuildingYourBrand.pdf
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