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What comes to mind when a senior leader sees they have received an email from you?  In the immediate white 
space around a name is an impression . . . our brand.  We have a brand whether we have consciously built it or 
not.  That brand impression plays a critical role in how our brand is perceived. 

Make a note in the block below on the left hand side.  What three words or phrases do you think comes to mind 
when other people think of you? 

What Do I Believe Comes to Mind 
When Others Think of Me? 

1. ______________________________________

2.______________________________________

3.______________________________________

Once you complete the box above, then ask yourself: “Is this the brand I want?”  If not, then decide for yourself what you desire for 
your personal brand. 

STEP 1 STEP 2
What do I WANT my brand to be?

1. ______________________________________

2.______________________________________

3.______________________________________

Having done this exercise with thousands of leaders, I find that many people list predictable words like 
“hard-working” or “results driven.”  The issue here is that your brand words should be about the value YOU 
bring to the table, NOT qualities which are inherent to the job.  You are expected to be a hard worker and to 
achieve results.  If you don’t, you might find yourself looking for other opportunities!  How do you go above and 
beyond your basic job requirements?  

Another common issue is people use ordinary words like “reliable” or “dependable.”  That sounds like a 
comfortable old shoe, doesn’t it?  Is that what you want for your brand? NO!  Look for wocomfortable old shoe, doesn’t it?  Is that what you want for your brand? NO!  Look for words that describe you 
like “trustworthy” or phrases like “bring order to chaos” or “deliver despite the noise.”  I can usually ask someone 
about why they are good at their job and by the seventh why, the REAL brand qualities will emerge.  As you do 
this, be careful about falling into the trap of weak words (ladies – listen up here!) like “friendly,” “helpful,” or 
“resourceful.”  If you are in a support position, then maybe those words work.  More times than not, I find there 
are better words to describe your brand like “approachable,” “connected,” or “enterprising.”

HeHere is your chance to revisit what you wrote above and take a second look to discover the words you WANT to 
represent your brand.  Make it something easy to remember.  A thesaurus is a wonderful tool when searching for 
your core brand words.  Asking colleagues to describe you in three words can also be helpful.  Investing time 
identifying your three core brand words or themes lays a foundation to continue to build your personal brand.   
Remember, YOU are in the driver’s seat.  I have been repeatedly told by coaching clients that identifying this has 
provided a compass for them when determining the next step. Which brings us to . . .
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