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Have you ever wondered why certain colleagues 

seem to get ahead so quickly – and asked yourself 

how you can do the same?

This toolkit is designed for ambitious people who are 

working hard, but who aren’t getting the recognition 

that they deserve. Often, their “personal brand” is 

holding them back. 

So, we’ll help you to develop a strong, authentic 

personal brand that you’ll feel comfortable with, 

covering everything from how you carry yourself, to 

how you work with others.

Enjoy using this workbook, and enjoy being noticed 

– for all the right reasons! 

It’s time to change how 
people see you – and to 
transform your career!

Welcome

James Manktelow 

CEO, MindTools.com
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Here’s a summary of the key learning 
points covered in this toolkit:

Personal Branding is about understanding 

what you have to offer and presenting that to the 

outside world consistently. It’s about being true to 

yourself, so that colleagues, managers, customers, 

and potential employers have an authentic picture 

of you that they can trust.

By exploring your core values, personality, 

strengths and skills you’ll ensure the image 

that you present is true to you. You want to feel 

comfortable with your personal brand. That way, 

you can deliver and earn trust and respect. Your 

personal brand is a view of the whole you – what 

you stand for and what you believe in, as well as 

your strengths and skills.

First impressions are important in personal 

branding, so being aware of how you’re seen by 

others is an essential step toward showing yourself 

in your best light. How you look and sound, what 

you say, your body language – all contribute to how 

you’re perceived by others.

You want to stand out from the crowd but you still 

want to be you. This means identifying, promoting 

and developing your unique selling point.

You have an audience to promote yourself to, so 

you’ll need to get to know its members and their 

needs well, before you start to “sell” to them.

Understanding how you interact with others is 

also a big part of personal branding. Exploring your 

emotional intelligence and listening skills will help 

you to enhance this aspect of your brand – and to 

deliver it.

Promoting yourself clearly and powerfully, 

whether face-to-face or online, needs to be 

thought through carefully. Which channels 

are available to you and which would be most 

appropriate for your “campaign”? You’ll want to 

be more visible and memorable, but only for the 

right reasons! 

Building and maintaining your brand is a 

continual process. Just as you, your workplace and 

your life outside of work will continue to evolve, so 

must your brand. It’s something that you’ll need to 

work on throughout your career.

Personal Branding Toolkit – 
An Executive Summary
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It’s tempting to think that we have to conform to 

some “ideal” persona when thinking about our 

personal brand. But that really isn’t the case. All we 

need to do is be ourselves.

So, the first step in presenting your brand to the 

world is knowing who you are. And that’s exactly 

where this toolkit starts, by asking Who am I? You’ll 

gain a deeper understanding of you: from your 

values and strengths, to your essential personality, 

and how you present yourself physically.

Set aside time when you won’t be distracted and 

work through the steps at your own pace. There are 

several exercises and questionnaires to complete 

in this section, and it’s best to take time out to 

reflect on your responses, rather than hurrying 

through the chapter in one sitting. 

Enlisting the help of a good friend or colleague for 

some of the exercises can be of enormous benefit. 

We may think we’re brilliant, but it takes a valued 

friend to point out, in the nicest possible way, that 

we’re not as punctual, appropriately dressed, or 

flexible as we’d like to be! 

In the second section of this Personal Branding 

Toolkit, you’ll identify your Unique Selling Point 

(USP) and what value you personally bring to your 

team and organization. You’ll then have a much 

clearer idea of what sets you apart from your 

“competition.”

Next you’ll be considering who your audience 

members are, from your closest co-workers, to 

industry experts and your social media followers. 

You’ll consider what’s important in their lives 

and how you can contribute to their goals while 

still delivering your own responsibilities and 

maintaining your integrity.

You’ll need to build strong and effective 

relationships to market yourself well, so chapter 4 

helps you to explore how you interact with people. 

And then it’s time to get noticed, without feeling 

you’re either selling yourself short or over-icing 

the pudding! 

Finally, you’ll be deciding on your long- and short-

term goals. What actions are you going to take now 

and in the future to build your brand? Read on to 

begin finding out!

You want to be noticed. You want to present an attractive 
and inspiring image to those around you, but sometimes 
it’s hard to find the right balance between “blowing your 
own trumpet” and underselling yourself.

Introduction



Personal Branding Toolkit www.mindtools.com  Page 7 of 44

1. Who Am I?

People are often tempted to present an image that 

is at odds with who they really are, in order to land 

a job. But, getting stuck with a persona that isn’t 

the real you can lead to stress and failure in the 

long term. Promoting an authentic image means 

that you’ll be consistent, and people will feel they 

can trust you.

Doing what you love and what sits comfortably 

with you leads to happiness and fulfillment. What’s 

more, the people around you will be charmed by 

your enthusiasm and positivity. 

So, we’ll start by determining your strengths and 

weaknesses, using SWOT Analysis. This tool 

helps you to maximize your Strengths, understand 

your Weaknesses, and take the greatest possible 

advantage of Opportunities available to you, while 

guarding against Threats. 

We’ll then look at your personality style, using the 

Big Five Personality Traits Model. Knowing how 

you prefer to work and what energizes you allows 

you to build up  a more accurate picture of yourself.

Next, you’ll identify your personal values so 

that you can ensure that the image you present 

is consistent with what you believe is most 

important in life.

Enjoy this journey – it will give you a clearer idea of 

what you should be presenting to the world.

Just as a company’s logo, slogans and behaviors reveal 
its brand, you need a clear and impressive image of 
yourself to present to the world. So, the first step in 
personal branding is to know who you are. 

3 4 65

Who Am I? What’s My 
Unique Selling 

Point?

Who Is My 
Audience?

How Do I 
Interact?

What’s 
Next?

How Do I Get 
Noticed?

21
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1.1 Identifying Your Strengths (and Weaknesses)

STRENGTHS

What do you do well, or have good qualifications for?

What do others see as your strengths?

Which of your achievements are you proudest of?

What respected networks, formal or informal, are you part of?

What other particular strengths do you have?

You use your skills, knowledge and experience 

successfully every day in your job, so you can be 

sure that you have plenty of strengths to offer. But 

are there more that you’ve not had the opportunity 

to use yet? 

Are you nervous of sharing your expertise, or 

unaware that anyone needs it? Or, perhaps you’re 

embarrassed by a weakness and are keeping it 

firmly under wraps. Well, now is the time for some 

honest self-reflection.

ACTION

Answer the following questions from your own

perspective, and from that of the people around

you. Don’t be modest, but do be realistic. 

After all, there’s no point in putting yourself 

forward as a public speaker if you’re terrified of 

giving presentations!
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WEAKNESSES

What tasks do you usually avoid because you don’t feel confident doing them?

Do you have traits that hold you back in your role?

What are others dissatisfied with in your work?

What’s your biggest self-doubt, professionally?

What other particular weaknesses are you aware of?
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OPPORTUNITIES

What industry and technology trends might allow you to use your expertise?

What needs can you identify in your company that you might fulfil?

How could you turn your strengths into opportunities?

What training would help you to address a weakness in your skills?

What other useful opportunities do you have?
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THREATS

What threats to your reputation do your weaknesses expose you to?

What threats do you face from competition from inside and outside your company?

How do you undermine your own success?

What other threats to your personal brand do you face?

This self-examination is an example of a personal 

SWOT analysis. You can find out more about this 

popular tool and download a worksheet to help 

you to continue the process, at  

www.mindtools.com/personalswot.

You now have a much clearer idea of your 

strengths and weaknesses, as well as the 

opportunities and threats that you face. This 

will help you to pinpoint what to promote about 

yourself, and to begin thinking about how to 

do this.

ACTION

Copy your top strengths, weaknesses,

opportunities, and threats into the relevant

spaces on page 18.

http://www.mindtools.com/personalswot
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1.2 Discovering Your Personality Traits

When promoting yourself, it’s crucial that you 

are aware of and understand your personality. 

Whatever your intellectual abilities or length 

of experience, these traits will directly affect 

everything that you do. 

The personal brand that you promote needs to 

reflect your true personality. That way, you’ll be 

able to deliver what you’re offering comfortably, 

and keep your clients or organization happy, too.

Personality theorists believe that there are 

common characteristics that group us into certain 

personality types. 

Knowing your type gives you a greater 

understanding of your behavior, so that you can 

promote yourself authentically. 

You can use the Big Five Personality Traits Model 

to identify your most important personality traits. 

Routinely used in business and more widely, 

this broadly respected scale measures five 

key dimensions.

As you can see from the description that follows, 

knowing more about these traits will help you to 

decide what kind of roles you’ll likely excel at and 

which aspects of your personality you could be 

emphasizing more.

The Big Five Personality Traits Model has the 

following dimensions:

• Openness (sometimes called intellect or 

imagination) – This measures your level of 

creativity, and your desire for knowledge and 

new experiences.

• Conscientiousness – This looks at how much 

care you take in your life and work. If you score 

highly in conscientiousness, you’re organized 

and thorough, and you know how to make plans 

and follow them through. If you score poorly, 

you’ll likely be lax and disorganized.

• Extraversion/Introversion – This dimension 

measures your level of sociability. Are you 

outgoing or quiet? Do you draw energy from a 

crowd, or do you find it difficult to work and be 

around others?

• Agreeableness – This dimension looks at 

your level of friendliness and kindness. Do 

you have empathy? Can you sympathize with 

other people?

• Natural Reactions (sometimes called emotional 

stability or neuroticism)  – This measures your 

level of emotions. Do you react negatively to 

bad news and yell at your colleagues, or do 

you react calmly? Do you worry constantly 

about minor details, or are you relaxed in 

stressful situations?
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1.2.1 Taking the Test

You can take a version of the Big Five Personality 

Traits Model test at www.outofservice.com/bigfive. 

Answer the questions as objectively as you can 

or, for the most accurate results, complete the test 

with a co-worker or friend. The free, tick-box test 

should take about 15 minutes to complete, and 

you’ll get your results straight away.

There are several versions of the test so, 

depending on which one you take, you’ll see the 

scoring presented in different ways. What you will 

get, though, is a rating for each dimension, which 

lets you know if you score high or low compared 

with others who have taken the test. 

For instance, your score could look something like 

this: O63-C74-E31-A48-N5. 

The letters stand for the five dimensions and the 

numbers stand for the percentage of people who 

scored lower than you on that dimension. So, 

in this example, O63 means that 63 percent of 

people who took the test scored lower than you in 

openness. Therefore, you’re above average in your 

openness to new experiences and creativity. C74 

means that 74 percent of people who took the test 

scored lower than you on conscientiousness. So, 

you’re more organized and disciplined than most 

who took the test – this is a very useful insight. 

In this case, therefore, you’d include the traits of 

openness and conscientiousness in your personal 

brand. By emphasizing your desire for knowledge, 

your creative bent, your willingness to try new 

experiences, and your skill at organizing, you’ll 

present the real you, and you’ll attract work that 

you enjoy.  

Knowing more about your personality traits 

means that you’re aware of what’s going to work 

for you – and what isn’t. It means that you can 

make decisions about the kind of work you want 

to attract, based on what you’re good at and what 

makes you happy.

IMPORTANT

It’s fine to have low scores in openness and

extroversion, as there are jobs that need people

with this kind of personality. However, it’s a  big

problem if you lack conscientiousness, if you’re 

disagreeable, or if you’re particularly volatile.

Above all, you need to exude professionalism.

ACTION

Write down your Big Five Personality Traits score

in the space provided on page 18. List the traits

that you’d like to emphasize, and describe briefly

how you could do this to promote yourself.

NOTE

The Big Five Personality Traits Model is based on

findings from several independent studies dating

back to the late 1950s. Lewis Goldberg is

credited with naming it “The Big Five” in the

1990s. But you’ll also find it called “OCEAN,”

after the first letters of each dimension.

From Goldberg, L.R., ‘The Development of Markers for the Big-Five 
Factor Structure,’ Psychological Assessment, Vol. 4, No. 1, 26-42, 
1992, published by American Psychological Association, Inc.

https://www.mindtools.com/pages/article/conscientious.htm
https://www.mindtools.com/pages/article/professionalism.htm
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1.3 Exploring Your Values

Now that you’ve considered your strengths and 

your traits, it’s time to identify your core values – 

what’s most important to you about the way that 

you live and work. 

If you promote yourself in a way that is contrary to 

your values, you’ll be uncomfortable and you won’t 

enjoy your work. For instance, if you’re the sort of 

person who values teamwork and helping others, 

you might find it difficult to work in a culture where 

people keep to their own responsibilities and don’t 

pitch in when the going gets tough. 

You could be caught in a dilemma where you 

strongly want to follow your core values by helping 

your team, even though it’s not expected and could 

be seen as unwelcome or even as a threat. 

Trying to work in an environment that doesn’t 

match your values means that you have to squash 

them to fit in, or stick to them and stand alone. 

Neither situation is desirable or sustainable. 

This is particularly relevant if you’re considering 

working internationally. Values such as honesty 

and reliability are held in common around the 

world, but others are more subtle. Some cultures, 

for instance, have a relaxed attitude to punctuality. 

So, if you like meetings to start and finish on time 

and cannot tolerate lateness, you might need to 

think carefully about whether you’d ever fit there. 

TIP

Our “Managing in...” country-themed articles are

guides to the etiquette and practicalities of

working abroad or with global virtual teams.

You’ll find them in the Team Management

section of our website. 

ACTION

Consider the list of common values on the

following page and highlight those that you feel

are important – the ones that you want to nurture

in your life and work. From these, choose the five

that are most important to you, and write them

down in the space provided on page 19.

https://www.mindtools.com/pages/main/newMN_TMM.htm
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Figure 1. Common Personal Values

Accountability
Accuracy
Achievement 
Adventurousness 
Altruism 
Ambition 
Assertiveness 
Balance 
Being the best 
Belonging 
Boldness 
Calmness 
Carefulness 
Challenge 
Cheerfulness 
Clear-mindedness 
Commitment 
Community
Compassion 
Competitiveness
Consistency 
Contentment 
Continuous 
 improvement
Contribution 
Control 
Cooperation 
Correctness 
Courtesy 
Creativity 
Curiosity 
Decisiveness 
Democratic
Dependability 
Determination  
Diligence 
Discipline 

Discretion 
Diversity 
Dynamism
Economy 
Effectiveness 
Efficiency 
Elegance 
Empathy 
Enjoyment 
Enthusiasm 
Equality
Excellence 
Excitement 
Expertise 
Exploration 
Expressiveness 
Fairness 
Faith 
Family-orientation
Fidelity 
Fitness 
Fluency 
Focus 
Freedom 
Fun 
Generosity 
Goodness
Grace 
Growth 
Happiness 
Hard work
Health
Helping society  
Honesty 
Honor
Humility 
Independence 

Ingenuity 
Inner harmony
Inquisitiveness
Insightfulness 
Intelligence 
Intellectual status
Intuition 
Irreverence
Joy 
Justice 
Leadership
Legacy 
Love 
Loyalty 
Making a difference 
Mastery 
Merit
Obedience 
Openness 
Order 
Originality 
Patriotism 
Perfection 
Persistence 
Philanthropy  
Positivity
Practicality 
Preparedness 
Professionalism 
Prudence 
Quality-orientation
Reliability 
Resourcefulness 
Restraint 
Results-orientation
Rigor 
Security

Self-actualization
Self-control 
Selflessness 
Self-reliance 
Sensitivity 
Serenity
Service 
Shrewdness 
Simplicity
Soundness 
Speed 
Spontaneity 
Stability 
Strategic
Strength 
Structure 
Success
Support 
Teamwork 
Temperance 
Thankfulness 
Thoroughness 
Thoughtfulness 
Timeliness 
Tolerance
Traditionalism 
Trustworthiness 
Truth-seeking 
Understanding 
Uniqueness 
Unity 
Usefulness 
Vision 
Vitality

TIP

Your core values are an integral part of you – they’re not a garment 

that you remove at the end of the day. So, avoid the heartache of 

value clashes by knowing what you stand for, and presenting that

as part of your personal brand.



Personal Branding Toolkit www.mindtools.com  Page 16 of 44

1.4 Picturing Yourself

The physical image that you present to the world 

is crucial to your personal brand. This is especially 

true when you’re meeting people for the first time, 

as they have little or no other information to help 

them to get an accurate impression of you.

But, it’s just as important that the “picture” you 

present at work every day is one that implies your 

professionalism, confidence and self-worth. This 

will immediately inspire respect and interest among 

your colleagues.

1.4.1 Your Dress

Start with the way that you dress. Think about 

the most appropriate dress for the organization 

where you work to help you to “fit in.” This doesn’t 

mean that you have to lose your identity: the key 

is to conform to some degree. For example, if 

you’re attending a business meeting in a formal 

environment, you’ll likely want to dress smartly, 

but you can still express your individuality within 

that context.

Bear in mind that dress code is specific to each 

organization, and it can vary from a smart jacket 

and muted colors to jeans and a T-shirt. For 

instance, a multinational bank probably has a strict 

dress code, but a graphic design company will 

expect people to dress less formally. Notice what 

others are wearing and take your lead from them.

Whatever the dress code, being clean and tidy 

is always important. Even if sneakers are the 

favored footwear, don’t wear the muddy ones 

that you trekked in at the weekend! People make 

assumptions about you based on how you look 

and, if you take pride in your appearance, you’ll 

likely take pride in your work, too.

1.4.2 Your Body Language

Now think about how you move and speak. Body 

language and tone of voice have even more impact 

than the words you speak. Facial expressions, 

gestures and posture speak volumes, as do the 

pitch and rate of speech. You convey enthusiasm 

and warmth by smiling, for example, even when 

you’re talking on the telephone.

Differences abound in how body language is 

understood, though. For example, in some cultures, 

standing tall and maintaining eye contact work 

wonders. But in others, it’s considered rude to 

look at someone directly, particularly if he or she is 

senior to you.

TIP

For guidelines on cultural differences in body

language and behavior, see our article at

www.mindtools.com/faux-pas.

1.4.3 Your Manner

Being punctual and prepared will add to people’s 

positive impression of you, but appearing serene 

isn’t always easy when you’re under pressure. So, 

have a look at our infographic on Centering and our 

article on Hurry Sickness to develop an inner calm 

that shows.

We’ll look at how you can develop emotional 

intelligence and listening skills in Chapter 4.

http://www.mindtools.com/faux-pas
https://www.mindtools.com/pages/article/centering-infographic.htm
https://www.mindtools.com/pages/article/how-to-beat-hurry-sickness.htm
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Describe your daily contacts’ dress code.

What does your work wardrobe say about you?

What could you do to enhance your image and still “fit in”?

How well groomed are you?

How do you join a meeting or enter a room – for example, quietly, brashly, head bowed, late?

How do you approach other people to begin a conversation – for example, apologetically, warmly?

Is there anything that you’d like to do to look and feel better?

ACTION

Take a good look in the mirror, appraise your

working wardrobe, and observe what the people

who you work with wear. Ask a trusted person to

give you feedback on your image. Then work

through the questions below.

ACTION

Summarize how you present yourself in the

space provided on page 19. 
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1.5 Summary

My main strengths, which I want to make more widely known:

1.

2.

3.

My main weaknesses, and how I could address them:

1.

2.

3.

Two opportunities that I could capitalize on:

1.

2.

Two threats that I need to deal with:

1.

2.

My Big Five Personality Test score is:

What does this tell you about yourself?

Which of the five traits could you make more of?
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My core values are:

1.

2.

3.

4.

5.

The physical image that I currently present to others is:

The physical image that I’d like to present to others is:

Remember to be as honest and objective as 

possible when you’re completing this section. 

Your personal brand should reflect who you truly 

are without embellishments, wishful thinking or 

false modesty.

If it helps, get a good friend or colleague to give this 

summary of attributes a “sense check.”

You’ll be able to summarize all of your findings and 

decisions about your personal brand on page 41 of 

this workbook. Then, you’ll go on to prioritize and 

plan the actions that you’ll need to take to make 

your brand a success.

But right now, it’s time to find out how your qualities 

compare with your peers’. Then you’ll know what 

makes you truly unique!
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2. What’s My Unique Selling Point?

Your USP is enormously helpful when it comes to 

“marketing” yourself. Think of it as what makes 

you uniquely valuable to your organization. After 

all, there are probably many people with the same 

qualifications and experience as you. But, what 

makes you different from everyone else?

ACTION

Answer the questions below and over the page

to begin to explore how you provide value to 

your manager, team or organization.

(If you’re new to your role, or you’re not very

confident of your attributes, this may take you

some time.)

Your Unique Selling Point (USP) is what makes you 
stand out from the crowd – the combination of skills, 
qualities and experience that no one else can offer. 

3 4 65

Who Am I? What’s My 
Unique Selling 
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Give four examples of when your expert knowledge or experience was called on:

1.

2.

3.

4.
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Give four examples of times when you’ve shown initiative or made systems improvements:

1.

2.

3.

4.

Give four examples of how you’ve improved colleagues’ working relationships:

1.

2.

3.

4.

Give four examples of going the extra mile to get the work done or to help the team:

1.

2.

3.

4.

Other characteristics of mine that are particularly valued by my organization and people who I work with:
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ACTION

In the table below, list the top 10 characteristics

that you’ve realized are particularly valuable in

your workplace, and identify any “competition” 

that you have for “supplying” them.

Then rank yourself and your competitors with a

score from 1 (poor) to 10 (good).

Characteristic

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

You Competitor 1 Competitor 2
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ACTION

Plot the scores from the previous page on the

graph below. Draw a line connecting your 

scores, and another for each of your competitors,

to highlight where you differ from them. 

Characteristic

10

9

8

7

6

5

4

3

2

1

0

S
co

re

Figure 2. USP Analysis

0        1         2       3        4        5        6        7       8        9       10
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My USP is…

ACTION

Using all your answers on the previous pages

develop a simple, easily communicated

statement of your USP. This will be made up of

a combination of the areas where you score more

highly than your competitors.

TIP:

When you identify your USP, make sure that it’s

something that really matters to your

organization and sector. There’s no point in being

the best in your team for something that people

don’t care about.

Even if you’re certain of your USP, it’s important to 

protect, promote and evolve it consistently so that 

your contribution remains clear. You’ll be learning 

more about how to do this in Chapter 5 of this 

toolkit: How Do I Get Noticed?

Remember, you’ll summarize all your findings and 

decisions about your personal brand on page 41 

of this workbook. Then you’ll go on to plan and 

prioritize the actions that you’ll need to take to 

make your brand a success.

If you’re new to your organization, you might still be 

unsure about your USP, but try not to worry about 

this. Instead, concentrate on developing the skills 

and knowledge that the people around you need, 

while you get to know them better. We’ll look at 

how you can assess and address your “audience” 

in the next chapter.
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3. Who Is My Audience?

If you understand who you’re dealing with, and 

what “makes them tick,” you can showcase the 

attributes that matter most to them. That way, 

you’re sure to be noticed and valued!

ACTION

Using the space on the next page, brainstorm

all the people you routinely deal with now, 

both inside and outside your organization, plus

those who you want to attract. We’ve given

some examples in the figure below:

So, you’ve explored who you are. You may have found 
some hidden attributes! And you know what makes you 
different from everyone else in your organization. Now, 
you need to gain a clear picture of the audience that you’ll 
be promoting yourself to.

Your boss

Shareholders

Government

Senior executives

Alliance partners

Trade associations

Co-workers

Suppliers

The press

Your team

Lenders

Interest groups

Customers

Analysts

The public

Prospective customers

Future recruits

The community

Your family

Figure 3. Example Audience Members
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My audience members:
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3.1 Prioritizing Members of Your Audience

3.2 Understanding Your Audience

You now have a long list of people and 

organizations to address. Your next step is to 

decide which are most important for you to target. 

Ask yourself whose recognition is most important 

for your career. Base this on how relevant they are 

to you and how much influence and power they 

have over the work that you do. 

For instance, you’ll want your co-workers to know 

your personal brand, but they don’t have the power 

to make decisions about your future. However, 

what they say about you is influential, so you 

may want to consider them as medium or even 

high priority. 

Promoting your brand to your boss is probably 

going to be a high priority. But, unless your job 

involves working closely with the media – or it’s 

something that you want to start doing – the press 

will be a low priority for you.

ACTION

From the list on page 26, select and record your

high-priority audience members in the first 

column of the table on the next two pages.

Do you know what your audience members stand 

for? And what they might want from you? 

It could be quality of service, innovative ideas, or 

organization and forward planning – or something 

that you’ve never been aware of before. What new 

projects are they planning? Could you contribute? 

You’ll need to understand what they want from 

you to be able to judge exactly what to offer them 

and how.

You’ll find lots of information about organizations 

from their mission statements or annual reports. 

And many individuals will have shared a wealth of 

personal information online, too! 

But don’t be afraid to ask. By inviting their opinions, 

you show people that you genuinely want to give 

them something useful.

Lastly, carefully observe how the highest 

performers around you behave towards these 

people – what values and traits do they embody?

ACTION

In the second column of the table on the next

two pages, record the values, expectations, 

needs, and goals of your high-priority audience 

members. (You’ll likely find that certain ones 

crop up repeatedly, but some audience 

members might have more unusual or 

specialized ones.)
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My high-priority
audience members:

1.

2.

3.

Their values, expectations,
needs, and goals:

1.

2.

3.

How I can give them what
they want:

1.

2.

3.
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My high-priority
audience members:

4.

5.

Their values, expectations,
needs, and goals:

4.

5.

How I can give them what
they want:

4.

5.
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3.3 Giving Your Audience Members What They Want

What attributes do you have that match the values, 

expectations, needs and goals of your audience? 

This is the payoff – the satisfaction of matching 

your qualities to what is valued by the people who 

matter to you.

So, if you know that your boss loathes putting 

together slide presentations but you love the 

process, this could be a skill that you might want 

to promote.

ACTION

In the third column of the table on the previous

page, cross reference what you know about your

audience with all the aspects of your brand that

you’ve discovered so far. 

Focus especially on your USP, where you’ll 

have the least competition.

NOTE

Bear in mind that building your personal brand 

is about playing to your strengths and 

developing a career that you really enjoy. 

So, don’t try to squeeze yourself into a persona 

that suits your audience but doesn’t suit you – 

otherwise, you’ll likely become resentful 

and frustrated.

 

Remember, you’ll summarize all your findings and 

decisions about your personal brand on page 41 of 

this workbook. Then you’ll go on to prioritize and 

plan the actions that you’ll need to take to make 

your brand a success.

But meanwhile, let’s consider how you interact 

with your audience members – could you be more 

approachable or listen better, for example? You’ll 

find out in the next chapter.
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4. How Do I Interact?

To start, we’ll explore your ability to recognize your 

emotions and those of the people around you, 

and to regulate yourself, even when the going 

gets tough. 

We’ll then consider your listening skills. They’ll 

play a crucial role in how well you relate to, and are 

valued by, your audience members.

Of course, you don’t work in a vacuum. A key part of 
your brand is how you communicate with, and relate 
to, your colleagues, clients and managers. Your 
approach will strongly influence how they perceive 
you. You’ll also need to be skilled at interacting with 
your audience in order to market your brand.
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4.1 Exploring Your Emotional Intelligence

Emotional intelligence can be loosely described 

as a combination of self-awareness, self-control 

and empathy. And it’s just as important as rational 

thought, knowledge and theory.

People who have a high level of emotional 

intelligence deal with difficult situations calmly and 

effectively. But they don’t surpress their feelings. 

Instead, they acknowledge and manage them, so 

that they can take appropriate action.

They also recognize and accept other people’s 

emotions, but don’t let themselves be 

overwhelmed by them.

As a result, they tend to have good relationships 

and to be respected. 

ACTION

Think of a difficult, people-related situation that

you’ve encountered at work, and answer the 

questions on the following page.
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What triggered the difficult situation?

What happened?

How did you feel at the time, and were you aware of this?

What did you notice about the other person’s feelings?

How did you respond?

What happened in the end?



Personal Branding Toolkit www.mindtools.com  Page 33 of 44

In his book, “Emotional Intelligence: Why it 

Can Matter More Than IQ,” psychologist 

Daniel Goleman identified the five elements of 

emotional intelligence.

First comes self-awareness, which entails being 

aware of how you feel in the moment or what your 

habitual emotion is. For instance, if you often get 

angry, note what triggers this feeling. 

Once you’ve become aware of how you feel and 

react, you can self-regulate by using techniques 

such as deep breathing to calm yourself down. 

Your motivation levels can suffer badly due to 

negative emotions, such as anxiety, but setting 

goals or celebrating achievements can keep you 

on track. 

Having empathy with others means seeing the 

situation from the other person’s viewpoint. Watch 

his body language and really listen to what he’s 

saying, without being distracted by your own 

thoughts and feelings. 

And finally, Goleman identified social skills as a key 

factor in emotional intelligence. These include the 

ability to build rapport and to deal with conflict.

TIP

Even if you’re not a natural “people person,” you

can develop these skills, and you’ll find lots of

tools on our website to help you. In particular,

try our quiz, How Emotionally Intelligent Are You?

at www.mindtools.com/eiquiz. This will direct

you to the resources that you’ll find most useful.

http://www.mindtools.com/eiquiz
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ACTION

Take another look at the situation that you

described on page 32, and answer

these questions.

TIP

Keeping a journal to write about and reflect

on your emotions is a great way to increase

your self-awareness and, therefore, your

emotional intelligence.

How emotionally intelligent would you say you were in that moment? 

What aspects of your emotional intelligence could you develop? 

Write down two aspects of your emotionally intelligence that you’re proud of: 

1.

2.

https://www.mindtools.com/pages/article/journaling.htm
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4.2 Listening to Your Audience

A crucial part of working with others is being able 

to listen to them well. Sometimes we’re so busy 

or distracted that it’s hard to give people our full 

attention. But we all know how rude or hurtful it 

feels when we’re not being listened to.

Really high-quality, effective listening involves:

• Allowing enough time for the conversation.

• Finding an appropriate place to have the 

conversation in.

• Getting rid of distractions such as phones, 

laptops, noise, or smells.

• Giving the other person our full attention.

• Resisting the temptation to interrupt or to give 

unsolicited advice.

• Dropping our assumptions and not jumping to 

conclusions.

• Not preparing our own “speech” while the other 

person is talking.

• Putting our own feelings aside.

• Showing empathy.

TIP

You can find out more about this by reading

our articles on Active Listening, at 

www.mindtools.com/active-listening, 

and Mindful Listening, at 

www.mindtools.com/mindful-listening.

ACTION

For the next three conversations that you have, 

pick up to three items from the listening checklist 

on the left and focus on implementing them. 

Then answer the questions in the table on the 

next page.

https://www.mindtools.com/active-listening
http://www.mindtools.com/mindful-listening
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Who was each conversation with?

1.

2.

3.

What was each conversation about?

1.

2.

3.

How did you listen well?

1.

2.

3.

What did you find most difficult?

1.

2.

3.

What will you do differently next time?

1.

2.

3.

I’m a good listener when...

TIP

To develop your listening skills even more, take

our quiz, at www.mindtools.com/listening-quiz.

Remember, you’ll summarize all your findings and 

decisions about your personal brand on page 41 

of this workbook. Then you’ll go on to plan your 

actions to make your brand a success.

Right now, you’ve gathered enough evidence 

to start thinking about which channels to “sell” 

yourself through, and how. We’ll explore this more 

in the next chapter.

http://www.mindtools.com/listening-quiz
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Well, it’s about pulling together what you’ve 

learned and creating new habits, trying new things, 

re-shaping your role, and finally getting noticed in 

the right way. 

Your job now is to seek out opportunities to 

showcase your professionalism and unique 

attributes, so that you become known for them. 

You are now ready for action! You’ve discovered 
who you are, and you’ve defined the audience that 
you want to present yourself to. Now what?
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5.1 Your Personal Brand Statement

You now have all the material that you need to 

devise your personal brand statement – a key 

tool for promoting yourself succinctly, clearly and 

memorably. It should include three things:

• The impact that you have (page 18).

• Your USP (page 24).

• Your high-priority audience members (page 28).

ACTION

Look back at the information under these three

headings and write your own brand statement. 

It should be no more than a couple of sentences.

Example: 

Valerie achieves a 72 percent sales success rate 

(her impact), using exceptional negotiation skills 

(her USP), with high-profile customers from our new 

Asian territories (her target audience). 

5. How Do I Get Noticed?

As you develop and grow in your career, and whenever your audience changes significantly, you’ll want to 

update your brand statement to keep it accurate and relevant.

My Personal Brand Statement:
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5.2 Your First Steps

Your uniqueness will only be noticed if you work 

hard, do a professional job, and place yourself 

where you can be seen. This might not come very 

naturally to you but it’s something you need to do. 

So, build your confidence by starting cautiously. 

Once you’ve successfully “put your head above the 

parapet” once or twice, your confidence will grow.

For example, look at your current role and craft 

it so that it showcases more of your attributes. If 

you work in finance and have a talent for graphic 

design, why not use those design skills to present 

more accessible financial reports? You’d be 

promoting yourself through what you do and 

enjoying yourself in the process.

You can also become more visible by talking to 

your boss about your ideas, speaking up at team 

meetings, or volunteering for cross-department or 

community projects.

Remember that you’re promoting yourself anyway, 

in every exchange with a customer or colleague. 

When you greet someone or answer a call, your 

voice or your handshake tells the recipient a lot 

about you. If you make a promise and fail to deliver, 

or routinely turn up to appointments late, your 

reputation will suffer. 

So, be consistent, and use what you’ve learned 

about emotional intelligence to make those 

exchanges memorable – for the right reasons!

And don’t be afraid to use your personal and 

business networks to establish and extend your 

credentials. Think about how you could add value 

to your organization while gaining expertise 

through sharing ideas, developments or best 

practice with your contacts. You’ll enhance your 

sense of authenticity too, as you bring more of 

yourself into the workplace.

ACTION

Write down five things that you could do right

away to be more visible at work:

1.

2.

3.

4.

5.
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5.3 Promoting Yourself More Widely

To market your personal brand further outside your 

organization, you’ll need to consider how much 

time you can commit, without having a negative 

impact on your other responsibilities, or on your 

health and wellbeing.

Research relevant conferences, exhibitions and 

other face-to-face networking opportunities and 

draw up a marketing strategy for yourself. Consider 

what you should attend, who you should try to 

meet, and why. Be certain of the outcomes that you 

wish to see and plan carefully how to achieve them.

Online promotional opportunities might seem less 

arduous and more manageable than offline ones, 

but you need to have something to say that your 

target audience will value and enjoy. Quality really 

matters here, so research your material carefully, 

learn how to write well, and, ideally, get your work 

professionally edited.

Here are some of the main platforms for you 

to consider:

• Networking: LinkedIn remains the most widely 

used professional online network. However, 

most users tend to dip in and out, so the site isn’t 

always suited to blogs or extended comment.

• Microblogging: Twitter, Facebook and 

Instagram are also good for sharing insights, 

opinions and content, and for establishing 

frequent contact with like-minded people. 

But remember that short and precise 

communication is an art, and be prepared for 

some very public criticism if you get it wrong.

• Blogging: If you have some useful insight into 

your industry to share, writing a blog could be 

a good way to build your reputation, to engage 

with people who have similar interests, and to 

expand your own industry knowledge. However, 

you’ll need to produce a constant stream of 

useful content to keep your audience interested.

• Your own website: An online “home” takes time 

and effort to set up and maintain, but it can be 

a hub for a whole range of content, including 

your blog. Make your web address relevant, 

memorable and short, and your site attractive 

and easy to navigate. You’ll also need to get to 

grips with SEO, to ensure that your intended 

audience actually finds you!

Whichever platform you choose, consider carefully 

the type of content you share, so that you can 

safeguard your online reputation in the long term. 

Remember, your posts will remain in cyberspace 

for ever!

IMPORTANT

Be sure to keep your manager fully informed of 

your personal branding plans, especially if you’re 

promoting yourself online. Be particularly careful 

to avoid sharing confidential or competitively 

sensitive information. Your employer may have 

a specific policy on this issue to protect its own 

brand, so make sure that you know what this is 

and that you follow it carefully.
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ACTION

Choose the offline and online communication 

channels that will work best for you, and describe 

how you will use them, in the table below.

TIP

Don’t underestimate the impact of a well-

designed business card. It’s a portable, easily

sharable representation of your personal brand.

In some countries and cultures,  for example

South Korea, it is a highly prized item.

My channel: 

1.

2.

3.

4.

How I’ll use it (audience, frequency, advantages, risks…)

https://www.mindtools.com/pages/article/managing-south-korea.htm
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5.4 Making It Happen

Let’s sum up everything you’ve thought about 

while you’ve been working through this toolkit, so 

that you can get to work on your personal brand 

right away.

ACTION

Fill in the most appropriate words or phrases 

from the pages of the toolkit shown.

 

You have strengths that you want to promote (page 18):

weaknesses that you’re going to strengthen (page 18):

opportunities you’d like to exploit (page 18):

and threats that you’re aiming to deal with (page 18):

You’re going to make the most of your best 

personality traits (page 18):

and protect and embody your most important 

values (page 19):

You know how you could dress, move and speak 

more convincingly for your workplace, while 

remaining true to yourself (page 19), by:

You’ve described the value that you bring to your 

team and organization, and what you have to offer 

that no one else does – your USP (page 24):

You’ve identified who you need to impress the 

most in your audience (page 28):

and you know that you’ve got something to meet 

their needs and expectations (page 28):

You’re also aware of how you can manage your and 

other people’s emotions better (page 33):

and how you’re going to improve your listening 

skills (page 35):
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You have a clear, precise and memorable personal 

brand statement that will help you focus your 

marketing of yourself (page 37):

you know your first steps to becoming more visible 

in your workplace (page 38):

and you know what channels you’re going to use 

for your wider “campaign” (page 40):

Now, that’s a huge list to action!

Promoting your personal brand will inevitably take 

time and energy. And it’s not something that you 

can do once and then leave. Your early enthusiasm 

may start to wane and you might face setbacks that 

demoralize you.

So, to keep yourself moving forward and building 

your profile effectively and consistently, we 

recommend that you use our goal-setting and 

task-management resources.

Among other things, goal setting can help you to 

achieve your overall aim of getting your personal 

brand noticed – efficiently and comfortably. It’s an 

approach used by business people, athletes and 

performers to propel themselves to success. 

Goal setting helps you to:

• Focus your attention on activities that will lead 

to the outcome you want.

• Manage the process, so that you know how 

you’re progressing.

• Motivate and energize yourself, so that you can 

keep yourself moving in the direction you want.

ACTION

You’ve identified the changes that you want

to make, consistent with your values,

personality and capabilities, and with your

audience’s needs. 

Now it’s time to set SMART goals, and to break

the big ones down into smaller ones.

Go to www.mindtools.com/personalgoals for a 

step-by-step approach for doing this.

ACTION

Once you have your pyramid of goals, from a few

large, long-term ones down to several small,

short-term goals, translate them into the

day-to-day tasks that you’ll need to complete to

achieve them.

Go to www.mindtools.com/to-do-lists and 

www.mindtools.com/action-programs to find

out how to do this.

These are essential tools for you to manage all of 

the complex new demands on your time!

https://www.mindtools.com/pages/article/smart-goals.htm
http://www.mindtools.com/personalgoals
http://www.mindtools.com/to-do-lists
http://www.mindtools.com/action-programs


Personal Branding Toolkit www.mindtools.com  Page 43 of 44

3 4 5

Who Am I? What Is My 
Unique Selling 

Point?

Who Is My 
Audience?

How Do I 
Interact?

Will I Be 
Noticed?

2

6. What’s Next?

Remember that personal branding isn’t a 
one-off activity. It means presenting yourself 
authentically every day. 

It’s about working hard, delivering an excellent 

service, being professional and conscientious, and 

deserving the recognition that you want to get.

From there, it involves knowing and accepting 

yourself so that everything about you, from your 

handshake to the way you listen, handle an 

emotional outburst from a colleague, or share your 

expertise, rings true. 

That way, people know what to expect from you, 

and you can gain their trust. 

It’s also about understanding the needs and wants 

of the influential people in your life, and having 

a strategy for making yourself better known and 

appreciated by them.

As your career goes from success to success, you’ll 

need to continue evolving your personal brand. 

Come back to this toolkit from time to time, and 

go through it again to keep your brand fresh and 

up to date.

TIP

Keep a log of specific achievements and positive

feedback from your work and personal lives.

This will be help you to keep your brand alive.

It’s also a great way to boost your confidence!
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What’s 
Next?



Personal Branding Toolkit www.mindtools.com  Page 44 of 44

James Manktelow

CEO, MindTools.com

Mind Tools – Essential skills for an excellent career!

You now have a plan in place for promoting yourself to your audience in 

a way that you can sustain and be proud of. Enjoy the journey, and have a 

great time progressing your career!

Remember that you can get help and support from Mind Tools coaches, 

and other members of the Mind Tools Club, in our Goal Coaching forum.

If you have any suggestions about how we can improve the  

Personal Branding Toolkit or our other resources, please let us know at 

customer.helpdesk@mindtools.com.

I hope you’ve enjoyed using this toolkit!

Thank You

https://www.mindtools.com/forums/viewforum.php?f=11
mailto:customer.helpdesk%40mindtools.com?subject=

