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			I dedicate this book to all those who want to know more. 
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What and who is this book for?

			You, the person who is looking at this book and deciding whether to read it, buy it or leave it where it is, will discover that you need it, because it will change your life. 

			Why? 

			The Image Revealed is the description of a method that aims to increase awareness of how we look at people and perceive them, dissecting the content of the image, and as a result offer you a personal and professional tool with which to develop your own image. It describes the mechanism of perception and sets out to help you to formulate answers to questions like: why am I seen like I am seen? 


The questions and answers apply to individuals as well as to organizations, institutions, services and products, and provide a way to position or re-position an image. You might be, let’s say, an average person, one of those who don’t stand out from the crowd.  You’re grey or a punk like everyone else – your daily life is hard-earned, routine and reasonable, but it’s not causing any great changes to the course of history. Neither at home nor at work, although you have a good circle of friends. All of them like you. 

			This book is for you. 

			Have you ever wondered what people think about you? What their opinion is of you? And what makes them perceive you like that? Or are you the sort of person who just counts the number of likes and dislikes you receive? Is this enough to know whether you are a great, fantastic person with a good image? And are you upset when people ignore your comments on Facebook? Why is it that happens? Does everyone forget your birthday? Do people overlook you? 

			This book will do more for you. It will explain why people do and don’t like your Facebook posts. Not even a smiling emoji? And no kiss? 

			But you aren’t one of those average individuals. You make things happen. You are an advisor, a consultant – one of those people who help others, or companies, or organizations, to pick themselves up – and you literally chase after things, so that your boss or client has a good image, so that they are publicly recognized for their qualities. You are a press, marketing, media or image advisor, a crisis manager and need to be ready every day to ensure and make it known that everything is going to be fine. Your job is to make sure that the “public” continue to like the company, the boss, the institution, the product, or the service. 

			I don’t want to convince you of the importance of this book, but I want to tell you that in it I share the concepts that have changed my way of looking at events, of reading the news, of judging people, and have also enabled me to construct the image that I want to have, the way I want to be understood. 

			To achieve these objectives, it is necessary to understand what an image is, what it is composed of, what its importance is and how to take action to transform it. It is necessary to know that what I see in myself is not always perceived by another person, that there is a big difference between image and self-image, and that it is necessary for the two to be aligned to establish a stable connection with my various publics, whether I am an individual, an organization or an institution. 

			An image is a map, a drawing sketched in the mind of each one of us that attributes positive qualities to something or to someone. To sketch this drawing, we choose colours and strokes – the attributes. 

			An image is the way I am identified or recognised, and it defines my relationship with the public. It is not randomly constructed, but rather results from a combination of elements, from a formula. A knowledge of how this operates allows us to create the image we desire, revealing what we are.

		


		
			
1.

			
The point of departure

			In the beginning God created the heavens and the earth (...) And God said ‘let there be light’, and there was light.

			From this opening line the Catholic Bible’s book of creation, Genesis, narrates the sequence of events that defined the formation of the Earth, of its inhabitants and elements, the arrival of human beings, who gave everything a name and compared them, classified them and attributed qualities and defects to them. 

			That was where it all began. In the separation between and the judgements about what is good or bad, when “good” and “bad” were attributed. The next step was: I want the good and I don’t want the bad. These choices were then made – what I want, what I like, what I don’t like - as one of the human beings pointed in a certain direction and said: “hmm, that’s good!” or pointed a different way and stated: “oh, that’s bad!”. 

			It wasn’t necessary to be familiar with or to try something, or even analyse it for oneself, in order to accept it as good. If someone classified something as being worthwhile, that was enough for this “thing” to be accepted or rejected even before coming into contact with it. “I’m not familiar with it and I don’t like it”. It is the image that determines our choices... 

			So, there we are, everything started back then when all things were given a name and identified by man. Everything wasn’t just one thing, even though, according to the philosophy of astrophysicist Carl Sagan, we are all made of the same star dust... 

			But, to return to the point of departure, this is a book about image, its nature, importance and the mysteries of its genesis, as well as the ingredients that maintain it. At the end of the day, what is it made up of? Of that good thing and that bad thing, of what we like and admire and of what we reject and dismiss? Even without trying it. Where does image come from, and what is it composed of? Why is that thing over there good, and this thing over here bad? Where does this incredible power to instantly determine if something will be accepted or rejected come from? 

			Before going any further, it’s important to underline an essential clarification: what is image? What kind of image are we talking about? This is such a simple question that we might be embarrassed to ask it. 

			Let’s go back to basics. Image is something that contains some kind of representation, that can be observed. To be less abstract, it is everything that has a form. And when required to give an opinion on this form, the good and the bad constitute an image. How so? Abstraction, which is nothing more than a judgement made about something, is the representation of this thing. Yes, image becomes the thing. So, if I’ve never eaten yams – which might be unlikely – and I have an image of this vegetable as bland, even before I’ve tried it, when it arrives on my plate I may have already declared: “No, thank you! I don’t like it” (because I don’t like bland food... I prefer Thai or Mexican dishes...). 

			That is image: I imagine qualities or defects, characteristics and attributes and I plough on, making judgements, because in the past someone pointed at a yam and said: “That’s bland!” and I believed it. But why did I believe it? Well, I heard people mention so many times a yam’s lack of taste, because I trust in what I’m told, and even before trying the vegetable myself I formed an opinion about it: it’s insipid. Therefore, the image that remained of yams is that they are rather tasteless food. 

			If, on the one hand, I identify something from the evaluation passed on to me by someone else, on the other I can also stamp things, people, services and products with qualities or defects, based on my own experience. There is a mystery to be unveiled about this mechanism that leads us to swiftly classify things with good grades or to fail them. This mystery will be revealed later in this book. 

			I want to return to God – as many people believe, it is to him that we all return in the end.  The central idea is that, when everything was just one thing – and in the beginning there was no separation between light and dark, between earth and heaven, everything was generic –, there was no need to make choices, there was no one or nothing to choose, just as there were no agreeable or disagreeable things. Then diversity arose. Tribes were formed, and here I am referring literally to ancient, historical tribes, and now a decision had to be taken: whose side am I on? I’m joining the side that gives the best impression. That has a better image. 

			There are more people speaking well of me, but not just that, I’m having a more pleasurable experience, but not just that. In any case, I’m not going to completely reveal now the mystery of what makes people speak well or ill of someone. I begin by recognizing that having a good image is the major ambition of people, companies and institutions – because, as I already said, my image arrives before I do and opens doors. Or closes them, definitively.

		


		
			
2.

			
The mirror challenge

			The mirror reflects what is in front of it. Confident as always, the stepmother walks towards it: – is there a fairer woman than me? And the mirror, to her surprise, answers: – yes, Snow White. The stepmother has cultivated an opinion of herself as a person of unsurpassable beauty, something that, unfortunately for her, the mirror does not confirm. When she hears the answer she doesn’t want, the furious stepmother smashes it and orders a hunter to kill her rival in beauty. We are all familiar with the ending of this children’s story. 

			In the Brothers Grimm fairy tale that has become popular with millions of children of different nationalities, there is an age-old but still current preoccupation, one that underpins the most established human desires: to be well-seen, or seen in the way that meets our expectations, and our own sense of who we are. 

			What I see in the mirror is not necessarily what the mirror reflects. The genie in the mirror shows something that I don’t always manage to see – my image, whereas I only see my self-image, the opinion that I have of myself. 

			Self-image is how I see myself. Image is what the public sees and imagines. When there is a gulf between what I see and characterize myself as, and what the person who sees me does, a great sense of frustration can ensue, like that of Snow White’s stepmother. “What? I’m not the fairest of them all?!” It is in this context of great annoyance that victims also emerge – Snow White in a deep, poisoned sleep and the communication advisors who are unable to convince the mirror to disseminate that good opinion that I have of myself. The mirror doesn’t reveal self-image, it simply shows the form in front of it. 

			My opinion, in other words, how I characterize myself belongs to me, but I have no control over another person’s view of me, what they perceive and infer about me. That is image. Beauty and ugliness are in the eye of the beholder. 

			The mirror simply reflects. 

			This is where tensions arise. The other person does not perceive my good qualities. The mirror is passive and lazy. We would thus be condemned by an image that we don’t recognize because the mirror does not always have a polished surface. It can indeed distort the form of the object in front of it. Who is the mirror? The public I present myself to, whether as an individual, as a species, as a business, service or product. 

			In front of this public I face my first major challenge: to align my image and my self-image, being seen and recognized as the best I have to offer, being applauded for the qualities that I recognize when I look at myself. 

			How can I ensure that my self-image – a positive one – is confirmed by the public, if the mirror only captures what is in front of it and the image it creates takes into account its own limitations? I cannot change the nature of the mirror, but I can create conditions so that it reflects the best of me, as far as it’s able. I need to show it my good qualities, and to do so I must first identify and present them. 

			The first step is therefore to study your own self-image. It’s necessary to recognize whether we actually have the qualities we think we have. Companies carry out internal studies, 360-degree evaluations of their teams, led by human resources departments. They compare what each person thinks about themselves with what colleagues see. In addition, they value recognition in the form of nominations like “best workplace”, the merits of which are noted by collaborators. Politicians also survey the opinions of the electorate and crosscheck with the perceptions of their assessors, in a context of facts that they play a part in, to evaluate if everything they see in themselves is also recognized by their public. 

			After researching and consciously identifying your strengths and weaknesses in what you do, in your relationships and your motivations, the time has come to clearly reveal the message. Be explicit and understandable when you present your wishes, beliefs and needs. Don’t try to hide anything or create artificial qualities. The mirror only reflects what has consistency and form. 

			Coherence between my opinion of myself and what another person sees in me must be created so that there isn’t an abyss between the two – between two characters, the intimate one and the public one. To achieve this, image is the bridge that connects me to the other, the one we choose and which we need to relate to. 

			The construction of this unique identity is an immense challenge, and the fundamental tool is communication. Communication is the link between the image and the public and it is the way I bring to the mirror what I want to see reflected in it. As well as qualities needing to be true, it is also necessary to think about what the mirror reflects, to have an initial understanding of what the other – the mirror – perceives. 

			A practical exercise can help us understand what are image, self-image and the process of alignment between your own opinion and the public’s perception.

			
					Establish a goal, a personal or professional objective. 

			
					Decide on the relevant publics for achieving this objective. It might be one public or several. Be very clear about them. For example: you dream of writing a book. Your public would be the editor, whom you depend on to publish it, and the readers for whom you are writing and on whom the purchase and success of your book depend. 

			
					On a sheet of paper draw pictures – don’t write words – that are answers to each of the following questions, deciding first the public that will respond to each of them: 

			
					How would you like to be seen? 

			
					How do you not want to be seen by them? 

			
					How do you imagine you are seen by them? 

			
					How do you think they want you to be? 

			
					What can I be right now?
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