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I think I may be sitting in the most perfect place to write this ebook: the main event space for Internet 
Week in New York City. I mean, really, is there a better place to think about a personal brand than a 
conference full of people displaying their own personal brands whether they know it or not?

Looking around the room of folks trying to network with each other, three types of people are obvious. First 
there are the Wall!owers. They come in, hit the buffet, don’t talk to anyone, then go home without one new 
prospect. 

Then there are the guys who think “Always Be Closing” is still the order of the day. They’re the ones using sales 
lines and pitching people as they “work” the room. They’re completely unaware how foolish they appear in 
today’s world where authenticity, candor, transparency, and talent are all in vogue.

But then there’s The Natural.

You know who I’m talking about. The guy or girl who always seems 
to have the perfect, most relevant comment or question at the 
ready. The Natural chats it up with anyone and everyone. He or she 
always seems to be in the right place at the right time. This person 
only appears to work for about the #rst 10-20% of any event. After 
that, everyone in the room is seeking out the Natural for a 
conversation. When he or she leaves, his #st is full of new 
business opportunities.

We’ve all been to events and seen a Natural at work. 
But I’ve got a secret for you: 

The Natural is a !gment of your imagination.

More often than not, Naturals are the living embodiment of our 
own insecurities. We see something in The Natural that we think we 
lack and so we assume that person must be naturally awesome at 
everything they do. They were born that way.

But the truth is Naturals have simply been more courageous and 
worked harder than you. Rather than being born a Natural, what 
they’re good at has simply become natural. When what you excel at 
becomes natural to you, your attraction and brand will grow.

So, what does it take? 

That you Know Yourself, that you Be Yourself, 
and that you Express Yourself. 

Sound hokey? 

Fear Factor

Every day, children face fears. Taking a 
#rst step. Sleeping without a nightlight. 
Being alone on the #rst day of school. 
But somewhere in their 20's, most 
adults stop facing their fears and 
remain stagnant the rest of their lives. 
What about you?

In the top 10 list of phobias, public 
speaking ranks #1 (just above death). 
Why? Because when you die it's over. 
But if you embarrass yourself on stage, 
you have to live with it forever.

On the phobia list, #6 is fear of people 
and social situations. There's a 
fundamental relationship between 
brand and bravery. Overcoming the 
fear of other people's opinions of you is 
the most essential element required to 
create a killer personal brand. Keep 
this in mind as you read on. 



Careful, some of life’s greatest truths are dismissed as corny or contrived. 

As we dissect these truths you’ll see how fundamental they are, how invaluable they will be to you, how much 
room you have for improvement, and how much success awaits you in your journey to become a Natural.

De!ning your personal brand.

Make no mistake; your personal brand is not just about your physical appearance, a personal logo, or your gift 
of gab. The Natural has realized that the only things that will build his brand are his level of expertise within his 
niche or specialty, how he communicates it, and how he expresses himself.

The Natural knows that his personal brand is everything that his customers or clients think about or associate 
with him. He knows that the only thing that will sustain his personal brand is maintaining consistency with 
every single prospect and customer he meets.

Building your brand expertise, your brand personality, and your brand identity are three very different things. 
The good news is that all three can be cultivated over time into something that is uniquely – and pro#tably – 
yours. And when all three components are working together harmoniously, nothing will stop the momentum 
of your killer personal brand!

It all begins with self-knowledge.

          Know Yourself!

Two books everyone in sales and self marketing should study 
(not just read): 22 Immutable Laws of Branding by Al Ries and 
Jack Trout and 22 Immutable Laws of Marketing by Al and 
Laura Ries.

In that second book, the father-daughter duo make the point 
that the “most powerful concept in marketing is owning a 
word in the prospect’s mind.”

Wow. That is powerful. It’s also quite challenging. 

Can you really do that?

Yes. If The Natural can do it, so can you!

Plenty of businesses are associated with one word, and they 
own that word within their category. It helps customers place 
them and their value in any given market.

"A successful branding program 
is based on the concept of 
singularity. It creates in the 
mind of the prospect the 
perception that there is no 
product on the market quite 
like your product."

"The 22 Immutable Laws of Branding"
by Al Ries & Laura Ries
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You have competitors, but they are not other companies competing with you, they're the salespeople who 
work at those companies. Do you know any of them? Do they own a word yet? What one word would you use 
to describe them? What one word do you think their customers use to describe them?

If you can put your #nger on a single word in answer to that question, you’re probably right on the money in 
how their clients would describe them as well. But that’s okay. It means you can own a word too if you focus 
on what you do best. In any given industry or region, there are many niches of categories to own.

How does this apply to the world of Business to Business and the personal brands of business people?

In 2003, I was selling websites. They were the hot product of the day. I had stiff competition in the tech heavy 
area where I lived and worked. I wasn't #rst on the scene and the other sales guys were tough to criticize. 

I knew I had to differentiate and #nd that one word I would own in my region. The categories "price leader", 
"design", "speed", and "!exibility" were already owned by my competitors. So I began developing the expertise 
of "consultation." 

That became my word. When customers in my area said, "I have no idea how to begin this project. We really 
need someone who can lead us through it," my name came up #rst. I used the word "consultation" in my 
marketing language and gathered testimonials that explained the consultative value I delivered. 

Four questions to ask yourself:

•What am I best at? (Your abilities)

•What do I believe in? (Your beliefs)
•What do I enjoy? (Your interests)

•What do my customers want from me? (Customer needs)

At the intersection, where the answers to questions above 
overlap, is your word. It's the one thing that will 
differentiate you from your competition and designate 
your distinct value. It will be the fulcrum and guiding 
force of your killer personal brand. De!ne it carefully.

Successful car companies own a speci#c word in the minds of 
consumers. This word becomes a mental category shared by the 
majority of the public, whether they're conscious of it or not.

Safety: Volvo       Economy: Hyundai        Customization: Scion

Luxury: Lexus         Engineering: BMW        Reliability: Toyota

Take cars for example...

Your
Abilities

Your
Interests

Customer
Needs

Your
Beliefs

Your
Brand
Word

Brand Word Formula



It’s all about that one word.

How do you begin to build a one-word description of 
yourself? You’ve got a Twitter account right? You send 
emails to your contacts regularly right? Do you also 
maintain a blog? You better believe The Natural does 
all of these. 

Each of those communication channels offers you the 
chance to build a body of thoughts, links, and articles that 
will emphasize your expertise. All that research, reading, 
and extra legwork you do to stay up to date should be 
shared on your social media channels! To build your 
followers, start by inviting your current customers to visit 
your blog and Twitter feed. If your tweets and articles are 
great, they’ll subscribe!

Find an article you absolutely disagree with? Blog about 
it. Come across a case study that directly applies to the 
challenges your client is facing? Don’t wait to meet with 
her face to face, email it to her with an explanation of 
how relevant it is, then suggest a phone call or meeting 
to help implement a solution.

No matter what word you land on as the perfect one, 
use these channels to build your own platform that 
will support that description of yourself in your 
customers’ eyes.

One of the best ways to discover your brand word or category is by asking your customers. "Why did you 
choose me over my competitors?" "What value did you see in working with me over other options?" If their 
answer is "Price", you're starting from scratch. That's the one word no one should own.

Caution: As you start down the path of de#ning your brand word, you will be tempted to pick two or three. 
After all, you're good at a lot of things right? Resist the urge to view yourself and position yourself as the 
jack of all trades! Your customers want the king or queen of one top bene#t!

The path to your killer brand begins by identifying, embracing, and committing to that one word. 

          Be Yourself!

Outside the business world, people are comfortable talking about personality. We choose our friends, 
our spouse, and who we hang out with based on people whose personalities we connect with.

If you’re a real estate agent and the marketing 
side of things is where you thrive - you may 
own the word “marketing” in your town. One 
of your competing agents may own the word 
“networking” because she sells houses simply 
on her strength of knowing everyone. Another 
competitor may have high sales because he’s 
the best at staging a house and property. He 
owns the word “staging.” 

Customers will choose their agent based on 
the brand category they feel will sell their 
house best. All are legitimate brand words. All 
can lead to success. What won’t lead to success 
is owning no word at all and being just 
another agent in a hyper-competitive industry.

Another brand word example 
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The Natural knows the same holds true inside the 
business world. But most people have worked hard 
since their rookie days to strip their personality away. 
They assume they need to conform to business 
etiquette and proprieties to be accepted and succeed. 
The Natural, however, has built their brand, 
attractiveness, and following by abandoning the 
accepted norms to be their exceptional, unusual 
selves - quirks and all. 

This takes incredible bravery. More on this in a bit.

When you’re true to yourself and the essence of who 
you are all the time, you’ll always have a point of 
differentiation between you and your competitors. 
Everything about you – your personality, your skills, 
your expertise – these are elements your customers 
observe to form an understanding of who you are and 
what your brand is.

This is a combination you must nurture and protect 
because it forms one of the layers that reinforces your 
one word description. The key to making it work is 
consistency. Do not ever compromise on your 
personality – you can’t be all things to all people. You 
can only authentically be yourself. Some will gravitate 
to that while others will not. The Natural doesn’t waste 
his time trying to win over the ones who never will.

Being yourself may take some deep thought 
on your part.

Do you tone yourself down? Are you easily in!uenced by others? Do you place being liked over saying what 
you believe? Do you hold back laughter or disapproval because a conversation might get awkward? Have you 
asked yourself why? Think about it. How do you want to live? Fitting in? Being indistinguishable? Or do you 
want to let go, free yourself, and be extraordinary?

Truth: Most people will read this, think about it, then choose to #t in. Why? Because being extraordinary means 
hard work and facing fear. It’s also a prerequisite to a strong brand.

The choice is yours.

You simply cannot build a personal brand without #rst diving in and making sure that you’re being authentic 
with your audience. But how do you do this?

"Andy, what if I’m in a more conservative 
industry like insurance or !nance? How 
do I stand out and still seem competent 
and trustworthy?"

Ever watch “Mad Money?”  The investment 
advisor Jim Cramer shouts and spits with rolled 
up sleeves declaring which stocks are hot or 
not. He chose to be himself in an industry that 
is typically reserved. It’s paid off.

The opposite of Cramer in many respects is 
personal #nance sage, Dave Ramsey. More level 
headed and low key, he has built his brand and 
business by conveying truth, trustworthiness, 
and transparency. He proves that you don’t 
have to be wacky to be “big.”

Both men are simply being themselves to 
build their brands.



Don’t be like everyone else.

Some people are afraid to stake a claim to their own 
personality. They want to blend into the crowd and be 
like everyone else because that’s safe. The problem is 
that these people often think this will make everyone 
around them happy – but what about themselves? Are 
they happy?

At his core, The Natural is happy with himself. His 
conscience is clean. Though some may oppose his ideas 
or ridicule his style, this doesn’t shake him. He is at peace 
and free. This state of mind translates to an aura of cool 
con#dence that attracts many to him like moths to a 
!ame.

But isn’t #tting in creating attraction? There’s a big 
difference between being attractive and not drawing 
attention to oneself. The #rst is achieved through 
bravery and boldness. The second is achieved through 
fear and compromise. The #rst captures the stage of 
respect and admiration. The second gets you a seat in 
the audience.

It takes just as much effort to blend in as it does to stand 
out, but it takes a lot less bravery. There are many factors 
that can lead you down the road to being a wall!ower, 
but if you take the time to recognize them, you can 
overcome them.

If you tend to be a wall"ower, ask yourself:

Do I hold back from voicing my opinions because I’m 
scared they may not be popular?

Do I enter a room full of people with the goal of being 
myself whether it’s the right #t for the room or not?

Do I follow my own advice?

Do people avoid me in a room or do I avoid them?

Do I assume that people don’t want to talk to me 
because of my physical appearance? If so, do I use 
that as an excuse not to start conversations?

You need more awkward moments! 
You need less comfort! You need to 
be out there on your own a bit!

In my early 20’s, I awoke to how much effort 
I was expending to #t in to the business scene. 
I became so angry at myself with that 
realization that I forced myself to go through 
an entire day with a Q-Tip in my ear. 

Surprisingly, most people said nothing to 
me. Sure, they laughed behind my back, but 
their need to #t in prevented them from 
commenting. Only a few said, “You have a 
Q-Tip in your ear.” I smiled and said, “I know.” 

The exercise wasn’t for them - it was for me - 
to overcome my fear of being different. A few 
people rolled their eyes. A few made sarcastic 
remarks. But my friends were still my friends. 
Strangers, willing to have a little fun with me, 
found it amusing. My boss thought it was 
hilarious. Some even said, “I think I’ll try that 
tomorrow.” I had new found freedom! 

For you, it may not be a Q-Tip, but if you are 
afraid of what people think - I challenge you to 
step out by doing something uncomfortable 
to expedite the process of overcoming your 
fears. Sing in a restaurant, soap the sign “Just 
Married” on your car for a week. Wear a badge 
to your next networking event that says, 
“I challenge you to prove me wrong.” When 
you’re challenged, say, “You are awesome. 
Now prove me wrong.” 

Sound scary? I double dog dare you.

My Q-tip Tip



Maybe your problem isn’t that you’re too shy - perhaps you’re too brash. There’s a big difference between 
standing out and not caring about who you offend. A this-is-who-I-am-take-it-or-leave-it attitude can be very 
destructive to the chemistry required to build a relationship. You can write it off as people just not 
understanding you, but what if they actually do understand you all too well?

If you tend to be abrasive, ask yourself:

• How do people respond when I offer my opinions? Do they want to continue the conversation?
• Is it my opinion that drives people away or my delivery?
• Do I spend more time talking about what I know than asking people what they think or need?

• Am I willing to consider other people’s opinions and start a conversation around them?
• Could people perceive my comments as inappropriate even if I’m just trying to be funny or make a point?

These questions address opposite ends of the spectrum when it comes to the various personalities you can 
#nd in any room full of people. The reality is that most of us exist somewhere in the middle. The Natural has 
the courage and willingness to make changes. Not changes to make him more popular, but changes to 
become more…him.

          Express Yourself!

Once you understand your personality and you’ve #gured out how you’ll differentiate yourself, you can begin 
to cultivate an outward expression of who you are. This is called your “Brand Identity.”

While this is the third item on our list of how to build your personal brand, it’s often the #rst element your 
customers will encounter and experience about you. They may check out your LinkedIn page, be handed your 
business card, or visit your blog before they ever meet you. If you’ve taken the time to think about and 
develop the #rst two items on the list, the outward expression of your identity will manifest and evolve 
naturally.

So how does your brand identity describe you? Do you have a quality, distinctive portrait? Do you have 
a visual style that is all you? Do you have a signature style of writing? Do you have a one-of-a-kind 
"leave behind" that gets people talking?

Often, wall!owers enter a networking situation by challenging 
themselves, with sweat already beading on their foreheads, to 
start the conversation #rst with a new contact. Typically, they 
choose the least intimidating person in the room - a harmless 
shy person at a table by themselves. Low risk, low reward. 
If you’re a shy type, I challenge you to approach the most 
prominent and most attractive person in the room !rst 
(think presence and personality, not appearance). You’ll 
#nd yourself in the middle of it all. High risk. High reward.
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There are no wrong answers, but take a look at your:

• Eyeglasses, necklace, or neck tie (Do they say, “I’m an individual” or “I’m conservative and play by the rules”?)

• Phone or tablet case (Does it say “I know the latest tech trends” or “I'm sophisticated”?)

• Briefcase or handbag (Do they say “I’m not afraid to stand out” or “I'm a Type A powerhouse”?)

• Hairstyle or facial hair (Does your style say “2012” or are you going for retro?)

• Clothing, watch, shoes (Do they say “I know Gucci from Prada” or “Watch? Who needs a watch?”)

Now that you’ve taken the time to consider the ways you want 
your clients to describe and perceive you, do your accessories/
clothes/hairstyle help or hinder your progress toward that 
goal? Do they match and magnify your distinctive expertise 
and personal style?

Other choices may send signals about the quality of your work 
and the attention you pay to detail. 

For example, consider:

Your choice of personal photo. Did you invest the money to 
pay a professional to take a good one, or did you just crop an 
old shot from last year’s holiday party?

The fonts you use in a proposal. Are they professional? 
Easy to read? Will you be taken seriously? (I’ve gotta say it 
again - “No comic sans!”)

Your job title. This may not be under your control if you work 
for someone else, but if you have the latitude, you can call 
yourself whatever you want. Are you taking advantage of that?

Pay special attention to your personal photo.

The Natural’s headshot is his personal logo. Out of the above 
list, arguably the most important thing to consider is your 
portrait. This cannot be overstated. Think how many places 
you use it: In your emails. On your blog. On your business 
cards. Everywhere. Make sure it’s worth showing off.

We’ve all seen bad photos. Are we supposed to believe 
that you were really on the phone at the exact same time 
the photographer took your picture? For that matter, 
is answering a phone really the most critical skill for 
you to demonstrate?

Are you saying if I’m a lawyer, I should wear 
clown shoes? Or if I sell IT services that I 
should wear a tie that lights up?

I’m not suggesting you look or act silly just 
to stand out. Remember, my quote: 
“Differentiation isn’t about being different. 
It’s about being yourself.” What I am saying 
is, start having a little bit more fun. Find 
something appropriate (or just a little 
inappropriate) that #ts you. Your style 
should be based on something that feels 
familiar - something that has meaning and 
signi#cance to you - something that makes 
you happy - something that feels “you.”

Superman has always resonated with me. 
I wear a Superman t-shirt to seminars, 
speaking events, and business meetings. 
But I don’t wear a Superman costume. 
(Though I’ve been tempted.) I wear a 
tasteful Superman t-shirt under a black 
blazer. It’s not about showing off. 
It’s about being an individual.



Rather than copying what so many other people have done or blindly following an industry convention, make 
your photo something special. This is not done with props. It’s done by choosing a great location, getting the 
lighting right, and showcasing your natural expression. These are all things that a professional photographer 
can accomplish. Trust us: it’s worth the money.

Put it all together in one spot.

Just as his photo is a critical piece of his identity, The Natural’s blog is essential to building his personal brand. 
It is the central hub for everything he communicates.

We mentioned your blog from a content standpoint earlier, but with a better understanding of the visual 
elements of your brand identity, you can see how big of a role it plays in your overall personal brand. Choosing 
web-friendly fonts like Geneva, Times New Roman, Arial and Helvetica for the text on your blog gives it a 
professional look while offering a few choices in terms of appearance. (NO comic sans!)

Likewise, your photo will be a prominent feature on your blog. Everything you post should support the 
choices you’ve made in how you communicate your expertise, personality and style in that photo.

Your blog should also be laser-focused on making your clients’ choice to do business with you as clear-cut as 
possible, not convincing them they should hang out with you this weekend. In other words, resist the 
temptation to go off-script and post about the really fun outing you had with your family – unless it’s relevant 
to your brand. Stay away from posts about cute kittens – unless it’s relevant to your brand. No random pictures 
of the cherry pie you made for desert with dozens of exclamation marks about how good it was – unless it’s 
relevant to your brand. You get the idea.

Don’t have a lot of cash to spend 
on a big shot photographer? 
Find a hallway or grand room in 
a fancy building nearby. Stand 
next to a window with the light 
hitting you from the side. Have 
your photographer stand back 
6-8 feet and shoot you from the 
middle of your chest up. It 
almost always results in a decent 
looking headshot. 

I almost never advise people, both 
men and women, to use full body 
shots. (Models and weight lifters 
are exceptions.) Why? Because 
customers pay more attention to 
your body - your #gure and 
stature - than to your eyes and 
expression. Do you want to be 
objecti#ed or considered for 
your intellect, expertise, attitude, 
and personality? Your choice.

If you’re a perky or playful 
individual, go ahead and smile in 
your photo. But you don’t have to. 
Sometimes, a forced smile comes 
off cheesy. A relaxed expression, 
con#dent grin, or pensive look 
can appear more natural and 
authentic. A less expected photo, 
sans smile, can have the effect of 
helping you stand out. 

3 Tips to Make Your Portrait Image Count



Your blog is the best tool in your utility belt when you’re not face-to-face with a prospect. Make the most of it.
Depending on what industry you’re in, you may use Pinterest, Facebook, or another social media service as 
your personal homebase. If you’re in a specialty where you maintain lively conversations, use a Facebook 
business page. If you’re in a specialty where visuals are everything, like interior design or video editing - your 
Pinterest, YouTube, or Vimeo page may be your hub.

You can be a Natural.
It’s true that there is no such person who was born to !oat effortlessly through every single business situation 
– whether online or offline – and pick up new accounts with the !ick of his or her wrist.

The Natural has simply taken the time to work through and #gure out everything we’ve mentioned here. 
Their Brand Specialty, their Brand Personality, and their Brand Identity.

 

Do the work to !gure out and establish your personal brand and you’ll be the 
person walking with con!dence through any venue, holding fascinating 
conversations, connecting like crazy, and making new contacts.

Not because you learned any new tricks, but because you discovered truths and 
strengths about yourself that were just waiting to be developed and unleashed. 

Now, go kill it!
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