



[image: Cover Image]






About the author


Following 10 years as a national newspaper journalist and 7 years running her own online press agency, Natasha Courtenay-Smith founded Bolt Digital. The agency specialises in building the personal brands of experts, celebrities and CEOs, alongside highly profitable integrated online marketing campaigns for B2C brands and businesses.


Natasha is one of eight founder trainers and speakers for Facebook’s She Means Business campaign, and is part of a team that trains 10,000 founders and SME owners a year on how to use Facebook and Instagram for business, on behalf of Facebook.


Her first book, The Million Dollar Blog, was a bestseller.


Natasha and her team offer readers of #StandOutOnline a complimentary audit of their personal brand and online marketing activity to help improve reach, visibility, audience, allocate adspend and increase ROI. Email tash@boltdigital.media to request yours.




[image: image]




Copyright


Published by Piatkus


ISBN: 978-0-349-41795-0


All characters and events in this publication, other than those clearly in the public domain, are fictitious and any resemblance to real persons, living or dead, is purely coincidental.


Copyright © 2018 Natasha Courtenay-Smith


The moral right of the author has been asserted.


All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted, in any form or by any means, without the prior permission in writing of the publisher.


The publisher is not responsible for websites (or their content) that are not owned by the publisher.


Piatkus


Little, Brown Book Group


Carmelite House


50 Victoria Embankment


London EC4Y 0DZ


www.littlebrown.co.uk


www.hachette.co.uk




Foreword


I recently found an old YouTube clip online from 2012, a fresh-faced 22-year-old version of me is talking about The Reasons You Need to Grow a Personal Brand. I am tripping over my words slightly, I’m not experienced in the slightest, but there is an unwavering conviction in my eyes. I don’t know who or where or why I felt so strongly about this ‘personal’ element of growing an online presence, but I delivered a talk to over 100 people onboard the ship, HMS President, moored on the Thames. ‘Start to lay the foundations, now’, I said to a crowd of all ages, ‘because the foundations you set now will only carry on cementing throughout your career.’ Platforms may change, trends may switch, social media channels change in popularity (RIP Vine), but your personal brand will stand the test of time. I don’t know where this mission came from. When I came across Natasha’s work, I felt that I’d discovered a kindred spirit.


No one is above personal branding. Even Michelle Obama has featured on an episode of ‘Carpool Karaoke’ with James Corden. Anyone can be famous now: a reality star from the Bronx called Cardi B has 22 million followers on Instagram (at the time of writing) and has carved out her own online narrative and new empowering career. Yes, personal branding is important for connection, growth and longevity, but also: it’s a serious money maker.


One of the other main positives of having a personal brand is the connections I have made. Natasha’s brilliant portfolio, brand and ability to connect with anyone made me instantly happy to write this foreword. She shines online and instantly stands out among a sea of emails.


Initially, no one told me to build a personal brand, and I certainly didn’t learn it at school, so where did my dogged motivation to build one come from? Looking back, the reason for me was simple: if I was going to combat career obstacles in an effective way (the recession I faced on graduating from university, or the subtle discrimination women still face in the workplace), I told myself that I not only needed to be shit-hot at my job, but I also needed people to know about my work, too. I needed to craft an online brand that got people’s attention. It’s a noisy world out there. That way, I thought, I would get new, exciting job offers; I would get more eyeballs on my writing; and I would be in a better position if I wanted to dip out of work and one day have a baby. That was my logic, anyway. I needed a way to empower myself.


Fast-forward to now. All of my biggest opportunities have something to do with the fact that I’ve built an online portfolio of work that aligns with one ‘brand’: me. It’s evolved, sure. I’m not the same person I was when I was 22. I even wrote a book called The Multi-Hyphen Method because I refuse to be pigeonholed into one industry. But there is a consistency in my voice, my ideas and the themes of my work. And that enables you to leapfrog and pitch yourself higher and higher, because you have a wealth of evidence at your fingertips, at the click of a button.


I love that the playing field has been levelled for everyone. Anyone can attract a mass audience now. Anyone can be listened to. The old gatekeepers have gone. The Internet has many negative threads to it, but the fact that we all have a way to spread our messages now is an exciting one. When it comes to amplifying diverse voices, or creating new media outlets, or climbing our way up a ladder in a non-linear way, it’s all up for grabs. There’s room for us – and for you, reading this.


Knowing you need to work on your personal brand and actively growing it are two different things, however. I believe we are in a time when we are overwhelmed with tools, tech and opportunity, and yet, we are also in the midst of a confidence crisis. Where do we start? What if it goes wrong? What if I don’t have a passion? What if I fail? What if people see it? What if it’s not perfect? What if I change my mind? These are all understandable and common fears, because building a personal brand also means putting yourself out there, publicly. And for most of us, that’s a horrifying thought.


Building a personal brand isn’t just about becoming the next online celebrity, but it is about growing your business and owning your message. And then, just when we need her, here comes Natasha and her incredible book, #StandOutOnline. In this book, Natasha tells it how it is – there is a real honesty and raw insight in the pages you’re about to read. Reading this book is a confidence-boosting experience, too. As she points out, you already have a personal brand. You don’t need to build one from scratch – you already have one – and Natasha is here to help you grow it. The practical steps and interactive parts of the book are brilliant too. This is a thorough, well-researched guide and your own personal journal all in one.


I love the way Natasha describes building a brand as having your own micro-niche. It’s a call to arms to do it your way, to build your thing and not to try to blend it or copy the crowd. All the practical, wise nuggets of advice you need to get started and dig in deep are in the pages of #StandOutOnline. Buy one for yourself, and for your friends who feel stuck.


If you feel lost, confused or overwhelmed right now, this book is the one for you.


Emma Gannon, award-winning blogger and author of Ctrl Alt Delete and The Multi-Hyphen Method




Prelude


In the United States, a new phenomenon is sweeping the most determined and driven of start-up founders, visionaries, change-makers, CEOs, celebrities and ambitious employees. It involves digital self-promotion to a new extreme – and the employment of a full-time video-content crew. In the same way that reality TV stars have used their daily lives to capture the attention of millions of television viewers, these individuals are using their own regular working routines and their voices to entertain, educate, inspire and build their own audiences via the Internet. The most successful of these people are said to have full-time editorial crews of up to 12 people trailing their daily lives and publishing the content in a mix of formats ranging from text through to videos and audio – and, no doubt in the future, as virtual reality – across social media platforms, blogs, vlogs and websites.


The goal? To build themselves the most visible of personal brands online and to turn themselves into the stars and leaders of their own micro-niche. And it’s working, with these digital pioneers becoming household names in their own right.


I have a question for you. Have you ever felt that someone has come out of nowhere and now they seem to be everywhere? They’re being interviewed on podcasts, they’re on your Facebook feeds, they’re giving talks, they’re writing books and they’re even appearing in the mainstream media? Which means that their business is growing faster, their message is spreading further, their influence is more powerful, and opportunities are landing at their feet. Although they might not necessarily be at the extreme end of the spectrum with the 24/7 trailing film crew, the chances are that the Internet is a key driver in their success – and it can be in yours too.




PART ONE


Strategy




Right now, you probably have a burning desire to build your personal brand, reputation and influence in whatever it is you do. That’s why you’ve picked up this book. And that’s great, because that’s where everyone starts. The first part of this book is all about working on your vision, mission, goals and strategy, so that you have clarity and direction. You have the desire, and this section of the book will show you how to devise a plan of action that will help you achieve your long-term goals and deliver real results.
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Welcome to the Dawning of Stand Out Online


There’s nothing new about the concept of personal branding, of course. Irrespective of your background, you know that the personal brand of Cleopatra is synonymous with Ancient Egypt and for Julius Caesar it is Rome. For millennia, personal brands have supported organisational brands, and individuals have become known for their talents, passions, knowledge and for what they do – and then they have used that positioning to attract more opportunity and to exert more influence. More recent examples include Richard Branson and Virgin, Bill Gates and Microsoft, Steve Jobs and Apple, and J.K. Rowling and Harry Potter.


Against this backdrop, however, there have always been plenty of other people who are just as talented and just as ambitious, yet they never become well known, they never acquire memorable personal-brand status and they are left thinking what could have been if only they’d been given their time in the spotlight. And that’s because a powerful personal brand requires two things: ability and visibility.


You need to be good at what you do – but you also need other people to see you doing it. And in the past, yes, that was often a matter of chance, luck or even connections. The issue was that for most of us, achieving the same degree of fame as these big names in terms of our personal profile just wasn’t an option, unless some sort of miracle occurred. Until now …


Technology is changing everything


We are right at the start of a wave of opportunity that will soon become our new reality. Everyone now has the power to publish and create micro-fame and recognition through putting out content and to do it word-by-word, post-by-post, video-by-video. Smartphones have changed the world forever: the average person spends 3 hours a day on their phone and checks it 80 times a day, according to research from Facebook, and hundreds of millions of everyday people, just like you and me, have been schooled by Instagram, Facebook and YouTube – and they understand not only the power of creating beautiful, magazine-style, billboard-size content, but also how to do it. And if you don’t know the ‘how’ yet, the chances are, if you’re reading this book, you have the inclination to learn.


This pace of change is not slowing down, but speeding up. This means that a consciously created and shaped personal brand is an asset and no longer a choice, but a necessity.


You already have a personal brand


I’d go as far as saying that regardless of how tight your privacy settings (in fact, really you should forget the notion of absolute privacy right now), you already have a personal brand, whether you like it not. If you’ve ever commented on a blog, or set up a profile on a social network, or sent a tweet, or you have been featured on your employer’s website, your personal brand is already out there.


The CV will soon be relegated to history: why bother reading a CV when you can usually find out everything you need to know from Google and social networks? And if you’re reading this thinking: Things just aren’t how they were, no they are not – and thank goodness! You should be happy about this, because in today’s world, people trust and listen to other people, not corporate brands or faceless organisations – and this offers tremendous opportunity for you. Just look at some of these stats on the fragmentation of the media and the changes in our behaviour. They’ll make your eyes water! And we’re only hurtling – as a society – further in this direction!


• Facebook predicts that by 2020, more people will have mobile phones than running water or electricity at home.


• Ninety-seven per cent of consumers search for products and services online (US Small Business Administration).


• One-third of the entire world uses social networks regularly (HubSpot).


• Three-quarters of people aged under 35 want to see a business owner’s photo with their story on a company’s website (2016 Small Business Marketing Trends Report).


• Feeling the urge to pick up your phone? You’re not alone. Researcher Dscout found that the heaviest smartphone users click, tap or swipe on their phone 5,427 times a day.


• Our society is obsessed with screens. Google discovered that 85 per cent of adults consume content on multiple devices at the same time, while three-quarters of the British population go online on a different device while watching TV.


• If Facebook were a country, it would be the largest country in the world. It has more users than the populations of China, the United States and Brazil combined.


• While Facebook is experiencing over 1 billion mobile visitors a day, 24 of the 25 largest newspapers are seeing record declines in circulation. This is further proof that we’re getting all our news online, and most likely via our mobile phones.


Are you a social media ghost?


Let’s look at what this means. If you haven’t got your online profiles set up, you are actually doing yourself more harm than good. If someone can’t find you online, they’re actually going to think there’s something very strange about that and not trust you. In the digital sense, not having great profiles online is the same as not turning up to a meeting.


In fact, I’d go further. Without working on your personal brand, you risk finding yourself in the slow lane for evermore, left behind and overlooked. Whatever industry you are in, there will be others coming up, or even in existence already, who have embraced the power of the Internet, and they will overtake you if they build their personal brands and you don’t.


Likewise, neglected online profiles are also damaging. If people look at your Twitter and see no posts since 2014, they will probably presume that you must have died. You have a personal brand online in the same way that you make an impression in the real world.


You wouldn’t go to your next meeting with food on your jacket, messy hair and having not washed for five days (I hope). But if people visit your LinkedIn profile and see no photo, very out-of-date information and no recommendations, you’ll have the same impact on them as would a scruffy tramp turning up for a job interview. Although this might sound bad, not actually having a profile at all on some of the key social media platforms is considered to be even worse. That’s the real-world equivalent of turning up to a meeting to find that not only has the other person not turned up, but they have sent you no communication before or afterwards. Imagine that. This is what many millennials refer to as a social media ghost. If you cannot be found online, you simply cannot be trusted.


Now think of it in reverse.


Think about how it works in the real world


Imagine a guy or gal who turns up in an Aston Martin wearing a perfectly tailored on-trend outfit with a PA who not only confirms the meeting beforehand but sends a handwritten thank-you note from the boss afterwards. You’re going to trust them more, assume they do a better job and you are likely to be willing to pay above market rates to work with them. That’s in the real world, now bring it online: the people who put out the right impressions digitally, who communicate using interesting and relevant content, who are reaching and influencing thousands of people with ease – it’s same deal. They’re the ones who are charging more, getting more opportunities and moving towards their ever-more ambitious goals.


A leader in this space is the American entrepreneur Gary Vaynerchuk, who has pioneered a ‘document, don’t create’ movement when it comes to content production. Rather than focusing on sitting down and creating blog or podcast content from scratch (although he does do that, too) he has a team of eight (currently) who follow him everywhere and document his travels, talks, conversations, meetings and interviews.


He has created his own set of shows across platforms and media formats – in video, audio and written form – featuring himself at the heart of it. One of the products offered by his digital agency VaynerMedia is VaynerTalent, which costs $25,000 per month and now builds the personal brands of other people in the same way Vaynerchuk has built his own. Their clients are the most successful of entrepreneurs for whom a video crew is put in place to follow them around and capture raw footage, which is then repurposed into YouTube shows, podcasts and social content.


OK, so what we are talking about here are the dizzy heights of personal-brand success and determination, and you certainly don’t have to spend $25,000 a month. At my agency, Bolt Digital, we offer a similar talent product (Bolt Talent) at a lower price, but for most of us, employing a full-time content crew is not going to be a possibility. The reality is that plenty of people have successfully launched their personal brands at no cost at all (bar the cost of their own time) and done everything themselves. But for the sake of inspiration, let’s hear from one of VaynerMedia’s Talent clients right now to show us what happens when you do go large on your personal brand.




MY STORY Cy Wakeman ‘Our revenues have doubled, thanks to my full-time video crew’


Cy Wakeman is a CEO, speaker and author. The American-based founder of Reality-Based Leadership, she began investing $25,000 per month in January 2017 as one of VaynerTalent’s first clients. As a result of building her personal brand, her seven-figure revenues have doubled. The content Cy creates includes a YouTube show called ‘No Ego’ and a podcast with the same title, as well as social content across Twitter, Facebook and Instagram.


Where were you in terms of your personal brand before enlisting the help of a full-time content crew?


I’d been in business for 20 years and was already a New York Times bestselling author. I had a new book coming out, and it seemed that the traditional methods so many people were working with (salespeople, publicists and print magazines) were just not working for me. Historically, if I had a book coming out, I would have worked to get on all the cable shows, all the news shows, and in all the print media. Meanwhile, I employed a full-time salesperson to develop relationships and business with HR people. It felt like nothing had the power it once did. We were getting media coverage, but the sales were still coming from word of mouth, friends of friends who’d heard me speak, and people who’d loved my book.


You wanted to do things differently?


I’m the mother of eight sons, and not one of my kids consumed information in traditional ways. They were all consuming content online. And people couldn’t get to me personally, as although I had Twitter and Facebook, I wasn’t using these in a thoughtful way to engage with people.


So, yes, we decided that if people are going to be distracted by content online, then we should be their distraction. We should be the YouTube show your boss allows you to watch. Our first step was to hire our own videographer to work inhouse. We realised pretty quickly, though, that this was not about video but about a philosophy, consistency and building pillars of content across platforms. In 2017, we became one of Gary Vaynerchuk’s first clients on his VaynerTalent programme.


Any traditional branding agency will tell you to build your company brand, not your personal brand. But the new thinking is to build your personal brand and then you can put anything through it, whether it’s your company or any other initiative that you like. It is really hard to build a company brand and to differentiate yourself, but to build a personal brand isn’t that hard if you’re authentic and have the right motives.


What’s been the cost?


The monthly fee for the VaynerTalent Programme is $25,000 plus around $30,000 in paid media over the course of a year. I’m a pretty gutsy and intuitive person, and I went all in. We pulled out of all other forms of marketing – we used to spend $20,000 multiple times each year to go to large trade shows and stand there for three days trying to talk to people in HR. I felt the money was better spent on new media.


What was the reaction in your industry?


Shock! My peers all said, ‘If you’re giving it all away, why would people hire you?’ and I was like, ‘That is not how the world works, people who play music give it away knowing that more people will come to their concert.’ Everyone was sceptical in the beginning, and now I probably get three calls a week from people asking, ‘How are you doing this?’ and they want me to teach them social media.


It’s a different approach, and I think some people in my industry think I must be very egotistical to have someone follow me around with a camera, but it’s not ego. It’s actually a pretty selfless act, as you are more vulnerable when someone is following you around with a camera, but I just want more and more people to be helped by our work.


What’s been the return on investment (ROI)?


We have so much evidence of ROI. Our revenues have doubled, our business is exploding, and on every call, people say, ‘I heard about you, and then I went and checked you out’ – and they’ve called with the feeling that I am the real deal. We’ve won clients such as Facebook, I’ve been on bigger stages and with bigger audiences, and our voice has been amplified. What has happened, too, is that people will hear about me, check me out, then automatically choose us over competitors. The last time I launched a book, I spent $60,000 on paid media and PR. This year we spent half that amount and I sold three times the number of books. Two months into 2018, we had nearly booked our entire revenue for the previous year.


You’re across all platforms, how does that work tactically?


Yes, we’re on YouTube, Facebook, SoundCloud, LinkedIn, Instagram, I have a blog, a Facebook Watch show, YouTube show, a podcast. A lot of people go nuts trying to serve all these. What we do is we create a pillar of content, and then serving all the different platforms is just the execution. We film for about four days per month, and this is our ‘pillar content’. I also have an inhouse social media person who films me ad hoc, and we send the content over to Vayner for editing. Most entrepreneurs are overwhelmed by the thought of creating all this content, but we document a lot of what I do rather than creating it from scratch. I’m just doing my business and happen to have a team filming, who then create the content for the different platforms with very little effort from me.


Has there been any downside?


At first I put pressure on myself for everything to be perfect. I wanted to review everything before it was published, but I had to let that go.


Also, I would think, Oh I should stay up tonight and engage with more people on Facebook, when really I didn’t want to, I just wanted to go to bed. It is about being OK with good enough. The hardest thing for women on social media is that there are some trolls, so when I first started putting things out there, guys would write, ‘Hey, you would be pretty if you lost some weight.’ Personal trainers would write, ‘I could help you be happier with your body.’ It wasn’t a big deal because I am in HR and handle this stuff all the time. I would just not let my ego get in the way and would thank them for their offer.


Is content a way of life for you now?


Yes, and it will be a way of life for us all. In my presentations, when they introduce me they always say, ‘Everyone put away your cell phones and pay attention’, and I say, ‘Everyone get your cell phones out. I have worked hard on all these graphics so that they will work perfectly as images for Instagram and Twitter, so please take a photo of every single slide. Here is my hashtag.’


My husband (and business partner) was a bit worried about the amount of money I was spending, and he said we could employ a team at less cost. But then I’d have to manage that team and have the vision, and we don’t have expertise in that space. It makes absolute sense to me to outsource it to experts. We’ve leapfrogged over the traditional system, and this is absolutely the future for me.
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From mainstream media to you are the media


When you hear the word ‘media’, do you automatically think of daily newspapers, magazines and TV shows? Does your mind flit to the Sun, the Daily Mail, This Morning and ITV News? If it does, you’re not alone.


But the media has changed, and the power to publish has shifted into the hands of everyone and anyone. At a precise level, what I’m talking about is the power for individuals to become media companies in their own right, and this is down to three things: the rise of the smartphone and lowering barriers of entry for content/video production; the systematic dismantling of the media; and the empowerment of us all as individuals to distribute content through websites and social platforms. You can be a publisher now, you can be a TV network, you can be a radio station, just like those who have previously been responsible for distributing the media we consume.


Because I am a former national newspaper journalist, these major societal shifts are my favourite topics! Over the past 20 years, I’ve seen the world in which I spent the first two decades of my career shattered into a thousand different pieces and fragmented beyond belief, and I still don’t believe most people working in that (rapidly shrinking) industry have any idea what the future will bring them.


This doesn’t upset me, partly because I’m no longer in this industry – in fact, I love it! Of course, there will always be those candle manufacturers who felt utter despair at the invention of the light bulb, and the knocker-uppers who cried real tears at the invention of the alarm clock. But industries can and do die, and, generally, when seismic evolutionary changes happen in society, the best thing to do is roll with it and work out how to use them to your advantage.


To take it personally, or to think it is about the now anyway, is just plain stupid. If we remove the past five years or so from our thinking, we’re actually living through a 90-year stretch of general media evolution which began in 1928 – not that long ago really – with the world’s first television broadcast, and which will end with, well, only time will tell, but probably us beaming into each other’s worlds through virtual and augmented reality.


Think of the Queen: she gave her first televised broadcast in 1957, and in 2017 – just 60 years later – she broadcast live via Facebook for the first time. It took Facebook just three and a half years to reach 50 million users. Compare that to how long it took television (13 years), radio (38 years) and the telephone (75 years).


The media as we know it is being totally dismantled


The further we head down this route, though, the more anyone and everyone is empowered to publish, not just those with money or luck on their side. And this can only be a good thing – and it’s no good keeping your head in the sand.


I remember back in the early 2000s, when I was working on one of the UK’s largest newspapers. People like me were the gatekeepers through which anyone – from ordinary folk to celebrities – could be heard. The phone would ring and whoever was on the end of it, whether they were royalty, a celebrity, a celebrity PR or just a regular person with a mission or experience to share, would have to convince someone like me that their story was worthy of attention. And even then, we might well put our own spin on it.


The ability to publish was owned purely by the traditional media – television, newspapers, magazines and radio – and ordinary people weren’t empowered. I remember a guy phoning in to a national newspaper where I was overseeing the health pages – he’d invented a cream that had cured his wife’s psoriasis. He had a really sweet story of putting all the ingredients into a barrel and rolling the barrel up and down his driveway to mix it. It had worked, and now all his neighbours were asking him for jars of his cream. I thought it was a great story and wanted to feature it, but my editor disagreed and, as such, this man had a door slammed right in his face. If he had developed the same product today, he wouldn’t have to depend on jumping through all the hoops of journalists and editors, he could just get on and share his story on a blog and social networks and via influencers.




MY STORY BBC Presenter Jeremy Vine: ‘Is a journalist anyone with a smartphone?’


BBC presenter and broadcaster (and Bolt Digital client), Jeremy Vine is an avid user of Twitter and Facebook. His daily programme, The Jeremy Vine Show on Radio 2 is now the most listened-to radio current-affairs programme in the UK, having overtaken Radio 4’s flagship Today. He also presents Eggheads, a teatime staple, which is now one of the longest-running quiz shows in British TV history.


Jeremy, as a well-known figure, how do you use social media and digital?


I have a website and I use Twitter and Facebook. With my social media, I am filling in a bit of background behind my daily work in a way that is (hopefully!) compliant with the BBC.


I also use social media as a way to allow people to get in touch with me. People are now pinging on my phone and then they get a reply straight away. The joy of social media is that you don’t need a stamp – a quick reply could just be, ‘Thank-you so much.’ Another great thing is this: it’s rather like being able to eavesdrop on every conversation that is going on about you in every pub in the country. Even to the point when two people are saying in a pub in Bradford, ‘Jeremy Vine’s show is shit!’ and it’s as though I can tap them on the shoulder and say, ‘Oh, can you tell me why? Because I am just having a pint over here and I heard you talking.’ It’s useful for feedback.


How do you get the balance right between the BBC and you as a person?


I think this is something that will resonate with people who work in big corporations. There is a constant tension between a person posting, in other words me saying, ‘I have this amazing woman in my studio right now’, and the organisation itself. I recently had a guest on my show, Sarah Ezekiel, who is an artist but has motor neurone disease and paints using her gaze onto a special laptop. The question is this: is that for me to post as the person in a room with another interesting person; or is it for the show to post? By nature, social media is not very corporate, and that is why there is this tension. It’s all a work in progress.


Are there any downsides to social media for people like you who are in the spotlight?


Anyone is only a tweet away from sudden death, so there’s a huge amount of responsibility. I had a friend who went to the cinema and she realised she had gone into the film with the subtitles on and just before she turned off her phone she tweeted something about ‘Why can’t they turn these ridiculous subtitles off?’ When she emerged from the film two hours later, she was trending, because, understandably, people who are deaf around the world did not like what she had said. It was a genuine mistake, but the thing is you do need to monitor the immediate response so that you can see if things are starting to mushroom out of control. It’s important that it’s handled like petrol and matches. The only thing I would say in defence of people like me, who broadcast, is that we are quite used to the peril of the open microphone. We are not going to think: Wait, this tweet is only going to be seen by ten people. That applies to all people – we used to have an old-fashioned megaphone where 20 people could hear you, and now you have this monster-sized speaker system that reaches the entire world. That is progress, but it is also lethal.


As a journalist what do you think about the way the media is changing?


Well, I can only just go back to my time on the Coventry Evening Telegraph. In 1986 I was a trainee there. I was one of three people they took on every year, and there were 85 editorial staff. Now there are, I think, only seven. I honestly thought, This place has got a thousand years more to come; it is the biggest building in Coventry, full of journalists reporting the news to the people in Coventry – it was so strong! It sold 90,000 copies every day. Now look at it. It is humbling. One of the advantages we have at Radio 2 over print media is that we have an audience in their sixties who may live into their nineties and, therefore, you have got fantastic loyalty, but the challenge is getting young people in. The culture changes. Now, I wonder, is a journalist simply someone who owns a smartphone? Why did we ever think it was a profession? I still believe in it, and I still believe in the truth of reporting, but it’s amazing now that every person has their own platform and they will put it on Facebook and other people can judge whether it is important. The audience decides, and if it’s important, it will be seen by a million people. It makes you wonder why journalists ever thought we were special.


My parents always told me that a job is something someone gives you, and now I am telling my children a job is something you create for yourself. That is the change.
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It’s not just the media – the Internet itself is fragmenting


Even the Internet itself is undergoing seismic shifts. Ten years ago, when I had my first online business, there was really only one door to online visibility: Google and the other search engines and browsers. It was very simple. You googled a name, a service or an idea; the results listed a whole load of website links; you selected one and, bingo! you reached someone’s website. That was it.


Today, that ‘Internet’ encompasses multiple types of social media platforms, each with its own way to find, reach, connect to and communicate with other people. Each social network represents a door to visibility or a channel in its own right, and the number of networks is continuing to grow. Then there are all the new opportunities as each media form – from video through to audio – becomes easier and more within reach to learn how to create and master. When those in the future look back at today, the age of the traditional media (television and newspapers) will be a small part of a communications shift that happened in fewer than 100 years but ultimately gave everyone on this planet the ability to have a voice.


Now, the question is: what will you do with yours?




Prepare for your five-star rating, Charlie Brooker-style


‘Nosedive’ is an episode of Charlie Brooker’s fictional dark-satire series Black Mirror that takes social media to a new extreme. If you haven’t seen it, you must (Netflix or YouTube should have it).


In the episode, a single platform connects everyone to each other, and everyone carries a handheld device and wears a futuristic version of Google Glass. This technology allows everyone instantly to see the ratings of whoever they are looking at, and simultaneously to rate that person.


Rude waiter? Give him one star. Don’t like someone’s dress sense? Mark them down as a two. The result is that the most highly rated are virtual celebrities, living five-star lives (the best houses, jobs, holidays and lifestyles), whereas everyone else hovers around a four-star rating, while dedicating their whole life to improving their ratings. Those who dip below three, well, they become total outsiders and outcasts in society.


Of course, this is pure fiction (although most certainly food for thought), but how far off that are we now, truly? Certainly, from the point of view of corporations, especially places to visit, we are already there. Most of us would be concerned about going to a hotel or restaurant with a three-star or lower rating on TripAdvisor, for example. And as soon as we’re unhappy with customer service, we take to Twitter or Facebook to complain.
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How to Build a Profitable and
Influential Personal Brand
in the Digital Age

“For everyone who wants fo build their online
presence, the RIGHT way!"
Julie Montagu, wellness guru and author of Recharge





