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Defining Moments 

Developing a personal brand will help you attract the right clients 
July 01, 2005  
 
Ziggy, the cartoon character, once profoundly announced that "even the little guy can cast a big shadow once he's found his place in 
the sun!" As a small business owner for more than 28 years, I had faced, along with thousands of others, the dilemma of how to be 
competitive in the marketplace with bigger firms. 
 
The simple answer is always: marketing, marketing, marketing! But small business owners, often wearing dozens of hats and having
few if any employees to share the load, find marketing efforts getting pushed back to make time for day to day routines and keeping
an active cash flow. There are limited dollars in the budget for marketing campaigns, much less salary and benefits for an employee 
to focus solely on getting our names in front of potential clients. Even in those areas where sun and warmth are the norm, it can 
seem difficult to cast a significant shadow in a very competitive marketplace. 
 
So, how can you gain a competitive edge and find your place in the sun? How do you differentiate yourself, your firm and your 
services from the competition? This too, has a simple answer: brand yourself. 
 
The great thing about a personal brand is that it truly is all about you. It is based on your personal characteristics, business 
attributes, skills and talents, and your personal style. It's what makes you unique because there is no one else like you. We are all a 
little different. So are potential clients. The trick is to understand and develop your personal brand to be marketed so that clients 
who appreciate what it is that you, and only you, have to offer, can find you. 
 
An effective personal brand will bring three things to the minds of your target market: You are superior, you are different and you 
are authentic. The authentic part may be the most important. Because the brand evolves from you, it is authentic. Everyone is 
different. Some people are happy, cheerful workers. Others are more quiet, focused and somber in the way they work with clients. 
Neither one is better nor worse, they are just different. There are clients who appreciate that happy, bubbly type of personality, and 
others who prefer the more introverted types. The key is to let potential clients know which you are so you are easier to find and 
hire. 
 
So now we know what a brand can do. But how do we narrow in on the right brand for you? Following are four basic components of 
your business identity that you should use to pinpoint your personal brand: 
 
1. Personal characteristics like hobbies, interests, accomplishments, possessions or even your group of friends are all elements 
somewhat unique to you. How have these interests or hobbies shaped your work? If you think they haven't, you're wrong. They are 
part of who you are and inevitably affect and help define everything you do. 
 
2. Business attributes are another important part of a successful personal brand. What are your strengths, or even your 
weaknesses, in business? What can customers expect when they work with you? 
 
3. Skills and talent including having a college degree with a major in your field of expertise, post-graduate education or continuing 
education that allows you to specialize can add to your brand. Even a natural talent or an experience in an area totally unrelated to 
the work you do can add strength to a personal brand. 
 
4. Personal style is the component that really puts you in your personal brand. How do you routinely perform services for your 
customers? How do you generally relate to people? Are you quiet, shy and studious, or do you have an upbeat, bubbly personality? 
 
Make lists of your personal attributes using these four components as a guide. Ask your family, friends and a close-knit group of 
colleagues to do the same and then compare the results. Then, step outside the comfort of your own little world and seek input from
customers, potential customers and even subcontractors that you work with and ask for their input. The feedback you get from 
them amounts to your existing effect in the marketplace where you want to do business. 
 
It is important to develop a personal brand statement based on your personal characteristics, your skills and services, your target 
market and key business attributes. This brand statement is not your tag line. It is not your 30-second elevator commercial. It is the
essence of your personal brand to be used internally as a filter through which you view everything you do in marketing or public 
relations. Business cards, letterhead and invoices should reflect your brand. As should advertisements, presentation materials, pens 
and any thing handed out as a representation of your firm. Brand them all and watch your clients respond. 
 
 
 
— Terri L. Maurer, fasid, is principal of Maurer Consulting Group in Akron, OH. 
 
 
 
There is scientific proof that the human brain creates neuron paths to the memory of things that are seen or heard repeatedly over 
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time. Once your brand has been put before customers over and over, that information becomes imbedded in their brains so that 
they can call you up easily when the need arises. Develop that brain tattoo now, laying claim to your place in the sun, and then cast 
a big, big shadow. 
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