
Giving Your All

We marketers spend our profes-
sional careers toiling on other 
people’s brands, but do you 

ever think about the brand that is you? 
Your personal brand is your character, 

your competence and your charisma, 
and it’s the way that other people see 
you. So, starting now, and I mean this 
very instant, I want you to think of your 
personal brand just as you would a 
business brand—one that needs to be 
nurtured, groomed and loved. Take a 
minute to consider your personal market-
ing standpoint, and use it to your benefi t.  

Be Special
Simply put, your personal brand is who 
you are, what you do and why you’re 
special, not just your job title. Think about 
what makes you special and diff erent 
from the person next to you, and use it 
to defi ne yourself. If you don’t know, then 
that’s your homework assignment. 

Be an Individual
Long-gone are the days of lifetime employ-
ment. We are now constant job seekers, 
and personal promotion is the name of the 
game. Our brand recognition, to the extent 
that we even have personal brand champi-
ons, matters now more than ever before. 

Be Outgoing
In an age of referrals, we often fi nd work 
through our personal network, and it’s key 
to use your personal brand and memo-
rably market yourself to those you meet. 
Also, follow up by making connections on 
one of the myriad social networks. Be sure 
that you use your online profi le to under-
score your personal brand. If your profi le is 
weak, what does that say about you? 

Be Succinct
Consider the 22 Immutable Laws 
of Branding by Al and Laura Ries, 
specifically Law No. 5: The Law of the 
Word. A brand “should strive to own 
a word in the mind of the consumer.” 
This is your ultimate goal in creat-
ing your personal brand: You want to 
quickly and permanently be memo-
rable. The relationship between the 
brand Volvo and the word “safety” 
illustrated this point.

Final Thoughts
While your personal brand may never 
become synonymous with a single word, 
carefully consider the position you want 
to own. When you meet someone for the 
fi rst time, whether it is in a casual setting 
or at a professional networking event, you 

have just moments to carve out a place in 
their mental Rolodex. 

Nicely put by Jay-Z in his lyrics 
Diamonds from Sierra Leone, “I’m not 
a businessman; I’m a business, man.” 

Sima Dahl (SimaSays.com) is a marketing 
consultant, social media strategist and 
personal branding expert with 20 years 
of experience. Dahl serves on the board 
of directors of Chicago AMA. 

LETTER TO THE EDITOR 

I read “Purpose Beyond Profi ts” by Michael Krauss 
(Viewpoint, Feb. 28, 2010) and I would like to add that 
he missed “employees” when talking about a people-
centered culture. Happy and productive employees are 
key to an organization’s success no matter what the 
industry and Michael didn’t include this important group 
of people.

Also, I wonder what Milton Friedman would have thought 
about the article. Would he have acknowledged that as 
times change, so must [a] company’s philosophies and 
vision? Like Bill Gates’ quote in the ’70s, “No one will need 
more than 637kb of memory for a personal computer.”

Thanks for listening!

Rhonda Lemke
Chicago, Ill.  m

Find Out More @ MarketingPower.com

Check out the latest Web resources 
and events for AMA members on 
MarketingPower.com

Events & Webcasts:
FREE VIRTUAL EVENT! Unveiling 
Marketing Research’s Future Online 

Join live on June 23; go to Marketing-
Power.com/futureofresearch for more.

Facebook Marketing: Leveraging the 
World’s Most Popular Social Network

Join this webcast live on May 18 or 
view it archived at MarketingPower.
com/webcasts thereafter. 

Acting On Customer Intelligence from 
Social Media 

Join this webcast live on May 25 or 
view it archived at MarketingPower.
com/webcasts thereafter. 

Publications:
Don’t forget to sign up for Market-
ing News Exclusives, MN’s e-newslet-
ter for news and analysis by visiting the 
member center on MarketingPower.
com. You also can view this issue (and 
back issues) of Marketing News online at 
MarketingPower.com/marketingnews.

Articles: 
Social Media Experimentation: An 
Interview with Nonprofi t’s Social 
Media Scientists 

Don’t Kill Positioning! Our Plea to 
Spare the Life of this Marketing Strat-
egy Fundamental 

3 Things Every Email Marketer Needs 
to Know About the iPad 

Find these articles and many more 
by visiting the Research Library on 
MarketingPower.com.

Find more career tips from Sima Dahl at MarketingPower.
com/careers and in the AMA’s Career Update e-newsletter.

CAREER CORNER

BY SIMA DAHL
 sima@simasays.com

Defi ne Your Personal Brand

Take a minute to consider 
your personal marketing 
standpoint, and use it to 
your benefi t.  

Average Gift by Source

MAIL  $40

INTERNET  $74

TELEMARKETING  $45

ALL OTHER  $29

2009 Revenue by Source

MAIL  78%

         INTERNET  9%

 TELEMARKETING  3%

          ALL OTHER  10%
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