
 

 

 

Personal Branding is more than a buzzword. The concept has been around as long as selling has 

existed. The long-time cliché is “You have to sell yourself before you can sell your company or 

your products and services.”  Cliché gets a bad rap; the conventional wisdom is that it is old hat. 

In fact, a concept becomes a cliché because it is a truism that has stood the test of time. So it is 

with selling yourself. 

In the Digital Age, personal branding (selling yourself) is aided immeasurably by the tools so 

readily available via the Internet. From LinkedIn profiles to Facebook pages, YouTube channels, 

to blogging to group discussions, we have a number of avenues by which they can build our 

brand. 

The process is relatively simple and is, indeed, quite revealing. Here’s what you do: 

1) Identify 5-7 people who know you well professionally. Here is a list of possible selection 

criteria: 

a. One or more (but not all) colleague(s) with whom you’ve worked closely. 

b. A client with whom you have a close professional relationship. 

c. Friends who work at other companies within your industry. 

d. Friends who work at companies with other industries. 

e. Anyone who has an objective perspective on the qualities you bring to the 

table in your job. 

 Strive for a mixture in order to obtain maximum and varied perspectives. 

2) Contact (email or telephone or in person) each individual and tell them about the 

upcoming exercise, asking them to describe you professionally with just one word that in 

their mind best summarizes you. 

3) Perform the same exercise on yourself. Determine what one word best depicts you from 

your own point of view. We recommend that you do yours before seeing theirs! 

4) Synthesize the input and come to a decision as to which ‘one word’ best represents the 

essence of what you offer professionally. 

5) From that one word, add 3-4 words that modify, compliment, and expand, etc., the one 

word description. 

 



 

 

 

 

6) From the 3-4 words, develop the first draft of your Personal Branding Statement. Follow 

the guidelines listed below in constructing the statement: 

a. Keep it brief (no more than 30 seconds) 

b. Avoid commonality (i.e., ‘top performer’, ‘leader in my field’, etc.) 

c. Make it personal.  It’s not an advertisement; it’s not a brochure or web 

site. 

d. Keep in mind the primary concern of the person for whom you have 

developed the statement. Imagine their reaction coming in the form of one 

or more of the following questions, (So What! What can you do for me? 

Why (How) does that make you so special? ). 

e. Answer the question: ‘What can you do that no one else can?’ 

f. What can you say that no one else can say? 

7) Review the first two of four critical steps in preparing your statement. They are: 

a. Think it. Begin with the core or kernel of an idea. 

b. Write it. Make your idea come to life. 

c. Say it aloud. How does it sound? 

d. Say it aloud to someone else. How does it sound under these 

circumstances? 

 

You will discover that as you proceed through each step, you will naturally edit or revise. Do not 

skip steps or fail to dig deeply with each one. 

A separate worksheet is provided for you to utilize in the first steps above. The finished 

statement you devise should be entered in the space provided in the worksheet.  

 

All the best, 

Your friends at Sales Concepts 
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