
Your Personal Brand:
Perception is in the Eye of the Beholder

In today’s competitive marketplace, you can easily become lost in the crowd. Thanks to the Internet, laptops, 
tablets, and smartphones, people have the luxury of an endless stream of information. With just a click or a 
touch, people can research you, your history, your strengths and weaknesses, and decide whether or not they 
want to hire you, connect with you or do business with you.

Not surprisingly, people do business with people they know, like and trust. They want and need a reason to 
do business with you! They want to know your expertise, and your day-to-day position. They want honesty, 
consistency and reliability.

Now, more so than any other time in recent history, customers rule. What do people find out about you when 
they conduct that Internet research or ask centers of influence and industry leaders for their thoughts on you and 
your services? What do you stand for? Why should someone do business with you and not someone else?

To answer these questions, you must separate yourself from that voluminous crowd. You must establish Your 
Personal Brand. This isn’t something you can do overnight. It takes introspection, reflection and research. Yet, 
if you don’t define Your Personal Brand, someone else will, and it may not be one you want.

However, by creating Your Personal Brand, you can guide that reputation and perception. The process means 
stepping back for a moment and thinking about your guiding principles and why you do what you do. To create 
Your Personal Brand you must do the following:

• Identify your unique qualities

• Consider your vision or business approach

• Seek feedback from others

• Craft your statement

• Demonstrate and communicate Your Personal Brand

Keep in mind, you are who people say you are. You are also who Google says 
you are. While it’s a little scary, it’s important to realize you don’t own your 
reputation. Perception is in in the eye of the beholder.
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Define Your Personal Brand
Your Personal Brand must clearly differentiate you from the competition and tell your story. What is your value 
proposition? What is your mission statement? How can you and your services solve your clients’ needs and 
address their problems and concerns? Clients and prospects want to know what you can do for them.

Author and business thought leader, Simon Sinek says your happiness and the happiness of those around you is 
best realized once you discover Your Personal Brand. To help identify Your Personal Brand start by considering 
these key characteristics:

Your values – Think about the reasons people like doing business with you, and why you do what you do. Go 
beyond the surface and consider your emotions, your stories, and your core values. 

Your strengths – Are you good at getting people to open up about themselves and their worries? Or, 
perhaps, are you best at seeing the big picture and then orchestrating the little details? Whatever you do well, 
better than most people, are the strengths you want to define.

How and why did you get into this industry? – Your backstory and history is often critical to setting
yourself apart from others. Perhaps you worked in another area of treasury services, or were on the client-side of 
the business; consider how your background affects the work you do and how it impacts your relationship with 
your clients.

What do you care about and what drives you? – There are many ways to help people in your community 
of people, but you most likely have some key motivating factors that are uniquely your own. Tap into those 
driving forces. 

Keep it simple – If you had to explain your job to a three-year-old, how would you describe it? Forget about 
the fluff, the big words, and the jargon. Consider Your Personal Brand using simple and meaningful terminology.

What is Your Vision?
You cannot be all things to all people. Instead, you must pick and choose your target market and establish a 
clear business model. Your vision is where you want to be with your business. What are you striving to achieve? 
Consider the following to help outline and create your vision:

Clients, colleagues and community – Who is your customer? You need to focus your attention on the
attainable. Consider again your background and specialization. Perhaps you do best by serving people in a 
particular business or industry.

Client goals and concerns – What are your clients’ needs and goals? What keeps your clients up at  
night? Much of Your Personal Brand exploration needs to focus on the concerns and realities of your clients and 
prospects. 

Your guiding philosophy – Consider your approach or your mission. What principles drive the way you 
conduct business? How does this translate to the customer or client experience?
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Seek Feedback
While you are crafting Your Personal Brand, it’s important to seek feedback from your current clients and business 
contacts. Ask them why they do business with you and what you do differently than others in your field. 

Most people will be happy to help, and will actually appreciate your interest in their thoughts. Be sure to listen 
carefully, and don’t put words in their mouth. 

Making Sense of it All
Once you’re ready to write Your Personal Brand statement, start with just a couple key words that summarize 
who you are and what you have to offer. Then, flush out those words into action statements. 

Keep the focus on how your attributes impact your customers. While it’s tempting to use “me” and “we”, think 
instead of “you” and “your”. 

Communicate Your Personal Brand
Creating Your Personal Brand statement is just the first step. Now, you need to communicate those whys, values, 
and unique characteristics. Remember, Your Personal Brand may be clear to you, but it’s probably not apparent to 
others. You must take your definition and articulate this message consistently with all forms of communication. 

While they are many brand touchpoints, start by considering the following ways you 
communicate your message:
In person – The saying “action speaks louder than words” is particularly important when it comes to conveying 
Your Personal Brand. You can say all you want, but if your actions don’t demonstrate those values and vision then 
the exercise is useless. Everything needs to align. This means, if Your Personal Brand statement says you are 
approachable, quirky and funny, your language, tone, and dress all need to demonstrate those qualities as well.

Digital Conversation – Your LinkedIn content, Facebook posts, and other social media platforms are 
all key communication avenues for Your Personal Brand. Just as with in-person communication, your digital 
conversations need to reflect your personal tone and style. They need to convey the essence of your why and 
value-add by focusing on the client first.

Your Personal Brand is a real, tangible perspective into your career vision and it shows 
what you have to offer that is unique and valuable. No one has your exact history, insight or 
approach. Use Your Personal Brand to articulate and communicate why a client should do 
business with you today and in the future. 



LinkedIn Optimization Guide
LinkedIn is where professionals communicate with one another, find each other, and learn. It has nearly  
350 million users; it is easy to use; and Google™ loves it. By maintaining your LinkedIn profile, you are 
simultaneously raising your Google™ profile—a great bang for your personal branding buck. Your compliance 
department will have something to say about how you use all social media, including LinkedIn, so make sure  
you understand the rules before you start. 

In addition to communicating information about yourself and your services, LinkedIn is also a great social media 
platform for building business relationships and contacts. With a quick search you can find those contacts you 
make at a meeting, conference or event. Just use the connection request feature—be sure to send a personal 
note and not the standard text—to build and cement your network. Also consider following thought leaders  
and topics of interest. LinkedIn Groups provides a particularly good way to forge relationships with others in 
your area or business interest. Be sure to listen first, and only participate in conversations when you can add 
something of value.

� Yes � No  Current professional photo; 200 x 200 pixels
� Yes � No Cover photo; 646 x 220 pixels
� Yes � No Professional headline
� Yes � No Vanity URL
� Yes � No  Links to your company LinkedIn profile, blog, and website

Connections
� Best: 500 and above
� Better: 250 to 500
� Blah: Less than 250

� Yes � No  Personal summary that is not a rehash of your resume
� Yes � No  Videos and/or SlideShare presentations
� Yes � No Relevant experience
� Yes � No Activities and interests

Skills Profile
� Yes � No  Licensed? Best practices point to hiding or eliminating recommendations and endorsements 

from your Skills profile.

Profile Checklist



Profile Photo
LinkedIn’s profile format is growing more visual in nature 
with each new release. The profile’s photo is the foundation 
of the page. As of 2013, the actual photo size is larger and 
consumes a larger part of the overall profile screen. LinkedIn 
also uses the image to show users how they are connected 
with other users. A professional photo is critical.

Professional Headline
Using a professional headline to re-state a job title is a 
waste of valuable real estate. This area is best used for a 120 
character elevator pitch. Good questions to answer with this 
headline: How do you help those that you serve? What do 
you bring to your clients?

Connections
LinkedIn likes profiles that have more connections – it adds 
to the validity of the individual. Shoot for over 250 to start. 
Connect with your current clients, prospects, vendors, 
colleagues, wholesalers, etc.

Vanity URL
In this world of sharing and connecting, having a sloppy 
URL at the bottom of emails or introductions doesn’t cut 
it. Use your name if possible; use your business name as 
an alternate. A vanity URL is an easy way to add some 
Google “juice” to a profile as well. (Juice = search engine 
optimization (SEO).)

Summary
A summary is not the place for a resume list. Given its 
prominence on a profile, the summary acts as an immediate 
hook for YOU and the reasons for what you do. A 
personalized summary creates a personalized interaction.  
If possible, try to sprinkle in a few keywords to help SEO.

Experience
This is the resume/job description area. Importing your 
existing resume is a good start, then take time to ensure 
that the content is focused and compelling for your 
particular audience.

Getting It Right: Top Tips for Your LinkedIn Profile

Recommendations or Endorsements
Since LinkedIn now posts only two recommendations 
for each position, make certain that you’ve selected 
the best or most relevant. If you’d like, you can request 
recommendations, while endorsements seem to be akin 
to Facebook’s “like” button. Note: Stay out of regulator 
hot water. Licensed individuals may have issues with both 
recommendations and endorsements. If so, you can easily 
hide these through the Edit Your Profile function.



Best Practices for LinkedIn Networking

Personalized Invitation
� Best: Shares the context for your invite
� Bad: Use standard LinkedIn message
� Horrible: Importing your email list

Build Your Network
� Clients
� Prospects
� Centers of influence
� Colleagues
� Business Partners
� Industry Leaders

Publish or Share Content
� Best: Weekly
� Better: Bi-Monthly
� Blah: Monthly 
� Bad: Rarely or Never

Groups
� Yes � No    Join and participate in  

industry groups
� Yes � No    Connect with group  

members using “Group” 
connection option

Publish or Share Content
� Best: Weekly
� Better: Bi-Monthly
� Blah: Monthly 
� Bad: Rarely or Never

 
Cybersleuthing tips
� Investigate Companies
� Follow Companies
� Use Advanced Search Function
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