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THE POWER  
OF YOUR  
PERSONAL 
BRAND
A few years ago I learned a couple of important 

lessons that have proven to be imperative to  

both my success, and the success of the  

companies (and business leaders) I serve: 1)  

always aim to make a difference in the lives  

of others, and 2) become invaluable to your  

organization. In this eBook I share eight insights 

that I feel have helped me live-out these lessons.  

I hope you’re inspired to find your sweet spot 

within the work—and your working relation-

ships—which you hold so dearly. Your personal 

brand is the expression of your intent… so  

let’s get down to business! - Braden
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WE LIVE IN A 
SOCIETY THAT 
IS GOVERNED  
BY OUR  
PERSONAL 
BRANDS.

“
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I want to encourage you to build a brand for yourself 

because today’s environment demands it from leaders. 

Tom Peter’s book Brand You pushed me in this think-

ing back in 2001 and it’s now mainstream. Think about 

it. Everyone has access to personal communication 

channels such as Facebook, Instagram, Pinterest,  

LinkedIn, Twitter to broadcast messages to a group  

of people they want to influence in some way.

Every business or industry is seeking thought-leaders 

who can navigate new technologies, markets, bring 

fresh ideas, connect with others and lead people  

towards the right goals. Personal and professional  

development is not the responsibility of HR or your 

boss – it’s your responsibility. How you manifest this 

development and live your life with your personal  

and professional connections is your brand. The 

strength of your brand will help determine your  

level of success wherever your career path leads you.

To get star ted, there are eight (8) aspects to building 

your personal brand.
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1. Purpose & Goals

2. Skills & Value

3. Right Audience

4. Price & Position

5. Social Life & Network    

6. Personal Style

7. Communication

8.  Self-Review

The goal here is to create a spark—to inspire you  

to consider how you can apply basic business and 

marketing principals to your own professional  

development. My hope is that we can help each  

other become better and add more value to the  

people we love and the causes we care about.
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PERSONAL 
BRAND:  
PURPOSE & 
GOALS

In marketing, a brand is a company’s  
way to communicate its unique value 
proposition. As a leader, you bring  
unique value to your profession,  
whether that’s specific abilities, skills,  
network, attitude, experience, and so  
on. The goal is to intentionally choose 
projects and activities that require  
your unique value to obtain the right  
results for your employer or customers.
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Order taking is not leading. Anyone can do that with 

a smile. But when we make intentional choices–when 

we take action on achieving the best results possible–

that is what makes us a leader.

The first step in developing your personal brand is 

clarity of purpose so that you know WHY you’re 

choosing to stretch yourself.

Most people allow others (like HR or family mem-

bers) to tell them what their career path should look 

like. Those people are losers. Yes – I just said that. I’m 

harsh because they’ve outsourced the most impor t-

ant aspect of career longevity which is passion. No 

one on ear th can tell you what your passion is. 

Why do you want to become a good leader? Why are 

you spending so much time at the office? Why do you 

think you have these talents or abilities? What is the 

purpose of it all?

I’m not angling for you to draft a mission statement or 

become like Ghandi or Mother Theresa but clarifying 

your purpose WILL help you make better decisions.
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My purpose is to help people achieve results through 

marketing and to have a positive impact on the 3 F’s 

(faith, family, and friends).

It’s not sexy. This purpose is broad enough to be  

applied to businesses, organizations or personal lives. 

It focuses my professional development on becoming 

a great marketer who consistently achieves results. It’s 

also the same purpose if I was still working at Frito 

Lay or now as an owner of a marketing agency.

Now, it’s great to have a purpose but don’t forget the 

other side of the coin: goal setting.

Goals establish HOW you’re living out your purpose 

and whether your actions and activities are yielding 

the right results.

Big goals, as in things that sounds great in a vision 

statement, are all very exciting but set aside the  

NO ONE ON EARTH CAN 
TELL YOU WHAT YOUR  
PASSION IS. 
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10-year plan for a moment and consider shorter  

term category goals and 1 year increments.

Here are three (3) categories and quick star t ques-

tions to help you formulate your own brand goals.

1.PROFESSIONAL DEVELOPMENT

• What are three (3) books you will read this year to 

help build your skills?

• What are two (2) courses or conferences you will 

attend and how do you plan on telling or teaching 

others about it?

• What are three (3) projects you will take on to 

build your portfolio and experience?

• How many endorsements for your desired skill set 

do you have on LinkedIn?

2.RELATIONSHIPS THAT MATTER

• How are you doing as a par tner, spouse, parent,  

coworker, family member, friend? Rate yourself out 

of 10 – have the other par ties do it for you as well.
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• How much time each week do you allocate for  

relationship building?

• What do you feel is your current reputation?

3.FINANCIAL STABILITY

• What is your desired earnings and net worth for 

the year?

• What are three (3) ways you can positively  

influence this outcome?

• What is holding you back from achieving your  

desired outcome?

Establishing your purpose and your goals will help  

you get what you want from your career and life. 

Consistently living this out day after day is how a  

leader develops themselves into a notable brand.
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PERSONAL 
BRAND: SKILLS  
& VALUE

You are a business. In order to  
be ‘valued’ in the market you 
have to bring value. Asking  
yourself the question “How do 
my unique skills, networks, and 
potential add value?” will reveal  
a key element in the effort to  
understand, shape, and apply  
your personal brand.

What is your unique value?
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I asked this question to Richard Gibbons, entrepreneur 

and CEO of Total Pet. His response was that he under-

stands business models, logistics and finding inefficiencies 

in organizations. His strengths are in evaluating new  

business opportunities and potential investments. He  

understands his skill set and how to apply it and it’s 

through those talents that he beats the industry  

standard ROI in the pet retail industry.

The book Go Put Your Strengths to Work: 6 Powerful Steps 

to Achieve Outstanding Performance by Marcus Buckingham 

helps people to know, build and apply their strengths to 

their work and their life. Knowing how you benefit the 

market you operate in is critical to your brand.

Your skills and strengths can manifest themselves in  

all sor ts of ways; such as a) meeting new people and 

helping them buy a product or service, b) recognizing 

trends from data that can be used for strategic planning 

and investments, c) managing operational systems and 

finding inefficiencies and/or cost-savings, d) providing 

exceptional customer service so that brand loyalty builds 

through word of mouth.

It’s impor tant to note that your skills are not your job 

title or industry (i.e. marketing, sales, accounting etc.). 

Rather, it’s HOW you engage with, and bring benefit to, 
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THE WIDER AND 
STRONGER THE 
FOUNDATION 
OF SKILLS AND 
ABILITIES, THE 
HIGHER YOU’LL 
REACH IN THE 
WORLD.

“
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your role… that is what creates value. I’m a marketer  

but some the skills that I bring to marketing are:

• conceptual strategic thinking and ideation

• clear and persuasive communication

• effective team leadership

• confident decision making

When I apply myself I can make a lot of progress and add 

a lot of value. Where I don’t add value is in detailed project 

management, deeper financial analysis, the patience to train 

employees, or editing and reviewing detail. Knowing what I’m 

not good at helps me focus on my strengths. The process  

of elimination can be, well… illuminating. I experience more  

success, and joy, when I’m leveraging my talents and my  

personal brand will only grow when I’m productive and happy.

To help you find your skills, ask yourself:

• What are you known for?

• Why would someone bring you to the table?

• What skills do you have that help drive revenue  

or reduce costs?

Understanding your unique value proposition and  

consistently applying it over time, with success, is what  

gives power to your personal brand.
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PERSONAL 
BRAND: RIGHT 
AUDIENCE

In order to build a powerful per-
sonal brand we’ve talked through 
your purpose and uncovering 
your unique value proposition, 
now it’s time to make sure you’re 
focusing on the right audience.

Your skills and abilities combine 
to provide unique value only if it’s 
valued by people who are willing 
to pay for it.
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The term ‘starving ar tist’ is applied to an ar tist who 

can’t sell their ar t (no one values the ar t enough to 

pay for it). I’ve run into a lot of “starving consultants 

or employees” in my career, they truly believe they 

bring value but something isn’t working, the fit just 

isn’t there. A few factors are likely at play here, such 

as: a) they are vocational martyrs always looking to lay 

blame elsewhere–uggg, b) they can’t demonstrate or 

deliver value to the degree they wish to, or need to–

performance issues–gut check required, or c) they are 

offering their talents to the wrong people (or market).

To ensure you’re engaging with the right audience, ask 

yourself the following questions:

• Who has the most to benefit from your skills and 

abilities?

• Who do you want to serve well and in what  

industry?

• What characteristics or psychographics does this 

audience have in common with each other?

For example, my personal brand is focused on what I 

call Drivers & Keeners.
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People who are determined to improve, get results, 

and who are not satisfied with the status quo. I feel 

I can provide them with value (and on the flip side I 

can’t stand the opposite of them; I have zero patience 

for lazy, complacent people).

 

You may be thinking this definition is too large.  

And you would be right. My audience ranges from  

entrepreneurs and CEO’s to entry level employees.  

However, the brand language, style, and offering is  

the same for all groups, I simply tailor the product 

offering or my time according to the value each group 

will receive and their willingness to pay for it.

I work in-depth with entrepreneurs and CEO’s on 

corporate marketing strategy and branding and 

charge them for the value that this work involves 

which is months of research, modeling, design, etc. 

For others, I’m writing ar ticles, eBooks and speaking 

at events as this activity fits their value paradigm at 

that par ticular time.

It’s similar to BMW creating an i8 Concept car, 7  

Series, 3 Series and more recently a 1 Series. It’s still 

the BMW brand, they still deliver on the promise of 

the Ultimate Driving Experience but the offering is 
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tailored to the audiences’ ability to pay for the value 

they’re willing to accept.

If you’re in Human Resources (HR) your audience is 

made up of current and prospective employees, as 

well as bringing value to your organization’s leadership 

team, helping them foster the right culture. If you’re an 

entrepreneur or CEO I believe your audience is first 

and foremost the customer/consumer you are serving. 

The higher up in a company the more stakeholders 

there are to choose from.

Always evaluate where you are spending your time 

and resources. Focus on the audience that contrib-

utes the most to the results you’re looking for as you 

aim to build and grow a successful career or company. 

That is your right audience.
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PERSONAL 
BRAND: 
ABOVE THE LINE

In order for you to successfully create  
a personal brand you need to have a high 
level of professional self-awareness. Where 
do you fit within the organization? When 
it comes to salary, how much should you 
be making? Why is that person getting 
ahead of me in their career?

Early in my work life I thought that a  
successful career involved securing the 
highest salary and the best position in  
the least amount of time. A race up the 
corporate ladder so to speak. I was  
dead wrong.
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Below is a simplified Career Positioning Chart  

to illustrate the ideal scenario you should  

strive to maintain:

These two triangles represent two employees at a  

company with the same job title and job description.

The green employee is on the positioning line and  

meeting all expectations of the value in their job  

description. They are being paid a fair compensation 

for that.
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The gray employee is applying a skill set that is 

demonstrating more value to the company and  

being compensated at the same level of the  

green employee.

Which employee is in a better position to be  

rewarded with a promotion?

Leaders who consistently demonstrate their skill  

are positioning themselves above the line. Always 

bring more value than your current level of  

compensation; that is the ideal path to success.

There are two (2) things you should aim to  

discover as a par t of your career assessment:

1. You have to know how you contribute and  

add value to your company or organization. 

You’re either generating revenue, delivering  

revenue, and/or saving money; quantify your  

value as much as possible.

2. You need to know as much as possible  

about your competition. I’m not advocating  

the pursuit of internal politics or a vocational  

throw-down, but comparing yourself to your  
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peers is important to understanding your role. 

How do you fare? Or compared to the market, 

how do you compare to other professionals  

doing similar work?

Focus on demonstrating value consistently while  

building new skills, experiences and relationships.  

This approach will lead to higher compensation.  

Over time, you’ll grow your position in the market,  

as well as your net worth.

Remember… the cream always rises to the top, you 

just need patience in that process.
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A RACE TO THE TOP 
IS THE FASTEST WAY 
TO ACHIEVE THE  
PETER PRINCIPLE—
BEING PROMOTED 
TO YOUR POINT OF 
INCOMPETENCY.

“
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PERSONAL 
BRAND: YOUR 
NETWORK 
STRENGTH

We’ve all heard the saying “it’s not 
what you know, but who you know”  
— a statement that is not only cliché 
but it’s only partly true. Having good 
connections and knowing people in  
positions of influence is a great asset 
but the real strength is what people  
are willing to sacrifice for you. Their 
sacrifice could be time, advice, sales, 
connections or referrals.
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However, generosity or servitude isn’t something you 

pine for, it’s something you give. Your personal brand will 

become stronger, and more appealing, only when you 

invest into the professional lives of those around you.

Never focus on what you can get out of your network. 

Always be first to add value, give and build into people 

using your unique skills, abilities and connections. These 

actions push the world forward and any leader worth 

following wants everyone around them to grow.

Here are three (3) key principles I believe can help us 

build a strong network:

1. Be genuinely interested in other people.  

This is one of the best lessons I took away from 

Dale Carnegie’s masterpiece How to Win Friends 

and Influence People. If you don’t like people or 

think you can’t learn from anyone, you’ll never  

build valuable relationships. This social media  

culture we live in perpetuates the notion that 

we must work feverishly to increase the number 

(quantity) of friends and followers we have; but  

this attitude just creates noise not meaningful  

(quality) connections. Work on your listening  
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skills (whether in person or online) and take  

every opportunity to encourage the amazing  

people in your network.

2. Never Eat Alone. This is the title to Keith  

Ferrazzi’s book on networking which is a great 

read! The main concept here is that if you find 

yourself eating alone, you’ve missed an opportunity 

to connect with someone. Lunch may not always 

be doable but always be reaching out. Call  

people in your car (hands free of course) when 

you’re driving alone, invite someone out for a  

quick coffee, or share an ar ticle with someone  

and include a couple notes as to why you thought  

they would enjoy reading it. Don’t wait for people 

to come to you. Always look at your time and  

activities and find a way to connect with others.

DON’T WAIT FOR PEOPLE  
TO COME TO YOU. ALWAYS 
LOOK AT YOUR TIME AND  
ACTIVITIES AND FIND A WAY 
TO CONNECT WITH OTHERS.
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3. Give more than you receive. A well-respected 

consultant told me to give away at least one hour  

of free consulting each week. I’ve tried to do this 

from the very beginning of the company. Giving  

away advice keeps you sharp, it enables you to be  

on the lookout for things that could benefit others, 

and helps you build great relationships.

Over these past few years I’ve come to realize that 

the most important aspect of one’s career is not the 

work we do, but the relationships we maintain. The 

influence, qualities and results that come out of these 

relationships is what we need to give our attention to.
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PERSONAL 
BRAND: YOUR 
PERSONAL 
STYLE
Back in high school my sister would tease 
me, saying things like “You have no style”.  
I didn’t care at the time… mainly because  
I had no idea what she meant. Now that  
I’m older and wiser I’ve come to realize  
how my personal style impacts my personal 
brand, a lesson learned through a lot of  
trial and error and yes, more teasing.

These aspects can include the way you  
dress, the type of car you drive, the style  
of your home and office, your PowerPoint  
presentations — you name it. 
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Your personal brand. style influences the decisions  

you make; as you consistently make those choices 

you’ll develop an aesthetic that represents something 

far more important to your career.

Think about the style of Katy Perry, or even the  

ultra-conservative style of Canadian Prime Minister 

Stephen Harper, their aesthetic choices are an  

extension of their personality and the objectives  

they wish to achieve with the people they want to 

influence. The best brands have a unique and memo-

rable style that resonates with their target audiences 

and are memorable enough to create differentiation.

I’m going through this process myself and I’ve put  

together the star t of my Personal Brand Board.

This board helps ar ticulate my unique style so that  

I can star t to create the pieces of my brand in a  

consistent manner. The board has a theme in  

“Strategic Inspiration” and covers the following:

• Fashion (smart, sophisticated with bold colours  

and trendy accessories)

• Architecture (comfortable modern, West  

coast contemporary)
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• Art (My wife and I really like Andy Warhol  

pop ar t)

• Typography (fonts I use for my website,  

presentations etc.)

• Photography (what will my next family photo  

shoot look like?)

Your style needs to fit your personality, tone, voice, 

resonate with the audience you want to reach, and 

help you develop the reputation that is inline with 

your purpose and skill set.



BRADEN DOUGLAS 
THE POWER OF YOUR PERSONAL BRAND

33

This isn’t a one-time exercise. You will continue to  

update and refine your style as trends change in  

society and your own personal lifestyle changes.  

What you like and resonate with at 20 years of  

age will cer tainly be different when you’re 50. The  

key is to document it so that you can make more  

informed, more intentional choices down the road.

Make it a fun exercise in your free time or with your 

spouse, close friend or significant other to help you 

define it. Jen and I are planning to create our own 

“family brand style” – because we’re nerds :)

As you expose yourself to new ideas and concepts  

allow them to inspire you. It’s your brand and it  

should be as unique and different as you are. Just  

be intentional about it to ensure you actually have  

a defined style.
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YOUR STYLE IS THE 
AESTHETIC MAKE-UP 
OF YOUR BRAND. IT 
IS THE OUTWARD  
APPEARANCE OF 
THE TANGIBLE AS-
PECTS YOU CHOOSE 
TO ASSOCIATE WITH.

“
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PERSONAL 
BRAND: BE  
A GREAT  
COMMUNICATOR

Your charm, personality, and character  
will only take you so far. A strong  
personal brand requires exceptional  
communication skills to back it up; it’s  
a non-negotiable.

I’ve met some very smart and capable 
people who can’t seem to progress in 
their careers because of their inability  
to communicate with others. It doesn’t 
have to be that way.
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If you’re in a leadership position, or desire to be  

in one, you will need to continually hone your  

communication skills. Here are four (4) principles  

I’ve learned that can help you engage and connect  

with your fellow humanoids:

1. Seek first to understand, then to be  

understood. This principle is taken from one of  

my favourite books by the late Stephen Covey: 7  

Habits of Highly Effective People. Always communicate 

from the perspective of the audience. Understand 

their motivation and situation and then tailor your 

message to address their needs. Too often people  

push for their own position first which creates  

barriers and an unwillingness to compromise  

or listen.

2. Remember the outcome. Whether you’re  

giving a speech to hundreds of people or having  

a one-on-one sales meeting, ensuring your  

expectations are clear is imperative. Why are  

you speaking to the group and what do you want 

them to know at the end? People want to know  

the purpose and the intentions of what you’re  

trying to say and do.
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PEOPLE WANT TO KNOW THE 
PURPOSE AND THE INTENTIONS 
OF WHATYOU’RE TRYING TO 
SAY AND DO.

3. Use objective information as a foundation.  

Information is power. When wielded correctly, facts 

provide a baseline of objectivity. More importantly, 

clear and concise information creates a foundation  

for a conversation; it also creates context for healthy 

and substantiated opinions or bias. For example,  

conducting a performance review without sales  

numbers or satisfaction surveys is much more  

difficult. Find reliable information that helps to  

uncover behaviour and/or results. Your conversation 

will then move to the solution stage much faster.

4. It’s not always WHAT you say but HOW you 

say it. This is an attitude issue. If you feel stressed,  

or don’t like someone, or are distracted, you will not 

be an effective communicator. Your tone of voice,  

body language, choice of words, and writing style can  

negatively affect lines of communication. Before you say 

or write anything try to smile first. Think of the person 
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or people as friends that you genuinely care about. 

How would you want people to communicate with 

you? I would rather error on the side of being a bit 

too colloquial than terse and professional.

Overall, evaluate your communication style to ensure  

it fits your personal brand and audience. Positive and  

successful results over time will let you know how  

you’re doing. If you’re not seeing the results you want, 

try changing your approach or ask someone you trust 

to give you some honest feedback. It may be hard to 

hear but it’s the only way to move forward.
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PERSONAL 
BRAND: THE 
THREE R’s OF 
SELF-REVIEW

Everyone is busy. You’re busy, I’m busy; we 
live in a culture that perpetuates busyness; 
but without results it’s all just chaos. What 
are we working for? How do we know  
if/when we’ve achieved what we’ve hoped 
and dreamed for?

A successful personal brand needs  
perspective on the past and clarity for  
the future. The best brands grow and 
adapt and so should we.
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An evaluation is not just a professional development 

exercise; it’s a chance to engage in the shaping of  

our future. Too often our plans for advancement and  

assessment are left in the hands of human resource 

manuals, motivational talks, or books that confirm 

what we already know. The reality is that we are the 

expert in what we need and want from our life/work. 

The most valuable evaluation we’ll ever experience 

will come from consistently analyzing what our own 

gut, hear t, and head are telling us; that and… making 

sure we only listen to those we trust explicitly.

What we all need is a manageable process to help us 

better understand our journey regardless of success 

or failure and it shouldn’t be reserved just for New 

Year’s Resolutions.

Previously I highlighted the value of setting goals, now 

it’s time create for yourself a way to evaluate the past 

so you can plan for the future. Here are my three R’s 

of Self-Review:

1. Simply Reflect. This exercise is not meant to be 

exhaustive; keep it simple. If your goals are written 

down (and they need to be) write how you’re  

doing in relation to those goals and what you  
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I BELIEVE WE NEED 
TO PUT AS MUCH  
EFFORT INTO  
EVALUATING OUR 
CAREER AND LIFE 
GOALS AS MUCH  
AS WE DO INTO  
SCHEMING THEM.

“
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need to do to get back on track (time/resources). 

Ask for feedback and help from a few friends,  

family or co-workers – accountability and a little 

help from your friends goes a long way.

2. Create a Rhythm. At the beginning of the  

calendar year (January) take stock of your current 

goals, plans, action items, and successes/failures  

and dedicate time and energy to scheming up  

new goals. Every three months review your  

progress (April, August, October).

3. Give yourself a Reward. What happens when 

you hit a milestone? Create small rewards for  

yourself. If you finish writing an ar ticle or develop 

your brand board or achieve 500 connections on 

LinkedIn, outline a reward for yourself. Rewards can 

be as small as afternoon movie out, a yummy latte, 

or those new golf clubs you’ve wanted. The idea is 

the motivation and reward so that you get into a 

pattern of positive reinforcement for yourself.

To self-inflict a process of self-review is the best thing 

we can do for our future. Its hard work and most 

people never do it. It’s also the main reason more 

people are not as successful as they want to be.  

Don’t be like everyone else.
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SUBSCRIBE AND  
GET FREE  

MARKETING  
INSIGHTS DELIVERED 
STRAIGHT TO YOUR 

INBOX.

SUBSCRIBE
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