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To Ernest, Michael, Morgan, and Marty


You inspire me…













Foreword by Dr. Phil McGraw



There is no substitute for talent, but it is not enough. To be successful on the national broadcast stage takes some luck. And the harder you work, the “luckier” you get.


Areva Martin has that rare combination of unprecedented talent, “in the trenches” experience, and a passionate, driven work ethic that makes her impossible to exclude from any relevant narrative.


In Make It Rain!, she provides invaluable advice about how to leverage the incredible power of the media to get your message out to the people who need it most. She shares the inner workings of the fast-moving, sophisticated world of “experting” on the national broadcast stage. I should know: I have the No. 1 syndicated informational talk show on TV, and Areva Martin is my No. 1 expert. She always delivers.


It’s tough out there. Inside information can let you know how to present your expertise to bookers and producers in the most effective ways and give you an edge that helps you stand out from the competition.


I’ve always believed that, if you hope to succeed, you need to build a strong core of supporters who share your visions and your passions. It’s a proven way to make important things happen.


That’s exactly what Areva Martin’s dynamic new book, Make It Rain!, is all about. With her own expertise at using social media to leverage her TV appearances into a platform that continues to grow at astounding rates, she shows you how to break into radio, podcasts, cable, and national TV. This book will help you get out of your comfort zone—the ways of building your business and your brand that have taken you only so far. It can be frightening, but if you want things to change, you’ve got to take action. Make It Rain! will show you how to make those efforts succeed.


Areva is the first true expert to reveal these secrets about how TV news works behind the scenes. This is how the pros do it. Anyone hoping to become a thought leader in today’s competitive market will find this book invaluable. One chapter alone, “Jump on Breaking News Stories,” is worth the price of the book.


I believe in a “defined product.” Areva tells you exactly how to define yourself as an expert and “own your lane” to become the go-to resource when your subject is pushed front and center in the country’s collective consciousness.


Areva Martin made her first TV appearance as an expert on my show. It was immediately obvious that she had a lot to offer. When I asked for her opinion, she answered with powerful, poignant statements that went right to the heart of the issue. Her insights always help clarify the pivotal issues. And with all her energy and panache, the camera loves her.


Areva is now a part of the Dr. Phil family, regularly appearing on my show and co-hosting one of the other Stage 29 productions, the Emmy Award-winning daytime show The Doctors.


I’m delighted that she has written this book to share the skills she demonstrates every time she’s on the air. On my show, I can always rely on the fact that Areva never strays from the goal of the show; she follows my lead, treats the guests with respect, doesn’t compete for the mic, and always comes prepared. These are exactly the qualities every show is looking for.


Make It Rain! will be a great tool for all of my producers as they prepare experts for appearances on Dr. Phil. Following Areva’s well-articulated guidelines and watching her appearances is the formula for assured success.


Well done, Areva!













Introduction: The Call That Changed My Life



Making media appearances is one of the best things I’ve ever done. When I learned how to amplify those opportunities on multiple levels—using the techniques I’m going to show you in this book—it utterly revolutionized my business and made me a rainmaker. To this day, it’s still one of the best tools I’ve got.


Stepping up and into the limelight gives me the honor of taking part in some of the most important conversations happening around the world today. It lets me reach more people than ever before on the issues I’m most passionate about. Whether it’s a shooting in a high school, the unfair treatment of a special needs child, or a question of civil rights, I’m asked to shed light on complex social and legal issues five to seven days a week on shows like Good Morning America, CNN Tonight, Anderson Cooper 360°, CNN International, The Doctors, and Dr. Phil.


I was always taught that when you’re lucky enough to learn something or have some advantage, you should share it. When you do, it will come back to you a thousandfold. So this is my chance to share with you a great opportunity and your chance to step into the limelight and share with others the knowledge and experience that you’ve worked so hard to develop all these years.


If you’re like me, you had no childhood dreams of being an expert on TV. Growing up in a housing projects in North St. Louis, I was about as far from Hollywood as you can imagine. My fondest dream was to work hard enough to get into law school so I could make a real difference in people’s lives.


With years of loving help from my mother, grandmother, and her best friend, my godmother, I realized that dream. After graduating from Harvard Law, I opened a practice that grew to be one of the largest female-owned, African-American law firms in LA. I was a typical trial attorney: working twelve-and fourteen-hour days, arguing cases in court, asking questions in depositions, and toiling away on complicated legal briefs into the night.


One day I was contacted by the parents of five nonverbal autistic kids in Las Vegas. They were beyond upset. A teacher had been abusing their kids. The evidence was so clear and so appalling that we decided to sue. Because it was one of the first times a teacher had been prosecuted in Las Vegas for child abuse in a school setting, it made headlines.


That was when I got a call from the Dr. Phil show.


The producers told me they had seen the story and wanted to invite my clients on the show to talk about child abuse in schools and kids with autism. They knew their audience would be interested in hearing what parents ought to look for and how they should respond in similar situations.


As their lawyer, I was invited to be on the show with them. Although I later became a legal expert on the show, that first day, I was there to give my clients moral support and advance the story by explaining what was going on with the criminal case and the civil lawsuit we had filed.


When the show aired, I was shocked to see how many calls I received. It took two days to return them all.


Parents across the country had seen the show and wanted to hire my firm to handle problems they were having related to their kids and school districts and other organizations. Some were the parents of special needs kids; others were not. Many of them said they’d been worried about similar situations at school or elsewhere, but simply hadn’t known whom to call! After seeing me on TV, they felt like they could trust me with their story and they knew I would help.


My staff and I had to scramble to handle all the new referrals. It was a great windfall. But apart from that, I started to think about how much I enjoyed being on the show. For one thing, the staff on the Dr. Phil show had been wonderful. Their high level of professionalism and commitment to making the show great was an inspiration. And I couldn’t shake that moment when the lights went up, the cameras turned to face us, and a wave of excitement rustled through the audience. We were taping a show that would be transformative for families across the country! Millions of people would watch and listen to every word we said.


No moment has given me a stronger urge than that one to be at my very best. To come away from that, knowing you’ve risen to the occasion and given it all you’ve got, feels good. It was a defining experience for me. I wanted to do more.


While I was on the set, the producers had asked if I had other specialties as an expert. It gave me a chance to fill them in briefly on my background and let them know about other kinds of stories where I could provide valuable information. Producers of talk shows have to come up with memorable new episodes every day of the week. They were happy to give me their contact information and invite me to call them if any other cases of interest came up. It made me start looking at talk and news shows in a completely new way, and after taking them up on their offer, I was appearing regularly on Dr. Phil, which led to appearances on other shows.


Every night for years I’d watched TV interviews with legal experts and assumed they had connections that I would never have. Not until I started going on these shows myself did I discover that most of the time, the only difference between experts being interviewed on TV and those sitting at home watching was that the ones on TV had defined their brand, identified an audience, and took the first critical step of pitching a producer.


My goal in writing this book is to empower, inform, and educate you on how to use the media, as I have over the last ten years, to revolutionize your business, explode your sales, build your platform, and maybe even become one of America’s most sought-after thought leaders—in short, I’m going to show you how to make it rain!













PART I



RAINMAKING













CHAPTER 1



Make Your Own Luck


It’s happening right in front of you every day. On network TV, broadcast radio, Internet radio, podcasts, blogs, and live streams, guest experts are getting local and national exposure for their businesses and brands that they could never have afforded to reach with ads.


The smart ones—the rainmakers—are amplifying every single appearance by magnitudes across a vast web of influencers to reach thousands or millions more on social media.


What if you could get this kind of movie star visibility for your brand? How would you like to get your business or organization in front of millions of prospects with the avid endorsement of the hosts—without spending a dime?


In Make It Rain! I’ll show you exactly how to do it. It’s not as easy as making a phone call to Lester Holt, the anchor on Dateline NBC, or Candi Carter, the executive producer of The View, and saying, “Hi, I’d like for you to feature me as an expert tonight!” But it’s far less complicated and intimidating than you think. And the rewards are unbelievable.


With as little as a three-minute segment, an expert can persuade someone to vote for a candidate, shop at a local mall, move a government agency to change its policy, subscribe to a website, register for an event, or show up for a march. What’s more, it can flood your business with new clients. The first time I came back to my office after making a media appearance as a guest expert, piles of messages from new prospects were waiting for me, and because I’d talked passionately about my brand message on the show, they were already well-qualified leads.


After almost a decade as a guest expert on everything from local podcasts to the top cable and network shows, I can tell you that as powerful as media appearances can be, they’re not just for megastars. You can get in this game.


But, of course, there are a few caveats. You have to know how to match your brand to the right audience and venues, craft a pitch that producers can’t resist, make sure you’re 100 percent on message with your talking points, follow the Rule of 4, and amplify it all.


In the chapters ahead, I’ll reveal what only insiders know about the power of media appearances to revolutionize your business. If you want to grow your revenue, increase your followers, raise awareness for your cause, or build a stellar personal brand, you need the skills and savvy to make it rain. By the time you finish this book, you’ll know how.


Who Are the Experts?


You may not realize that a lot of the experts you see in the media are just like you. Most are not paid contributors. They don’t work for the network or a particular show in any capacity. They aren’t so famous that the executive producer from MSNBC has them on speed dial and calls them for every show.


The anchors, hosts, and reporters, and some contributors who we see on TV regularly are working for the networks and media channels. People like Anderson Cooper, Brian Williams, Kate Bolduan, Christiane Amanpour, and Shepard Smith are career newscasters. These top-echelon experts are in such high demand that they have made it a career. Signing an exclusive with a particular network, they command six-and seven-figure-plus contracts paid on retainer or by appearance.


But by far, most of the experts emerging today are not under contract. They are savvy businesspeople and influencers who have learned how to leverage media appearances to reach tens of thousands, or even millions, of new customers, to increase their authority and cache in their field, and to magnify their message in vitally important ways.


Most likely, none of the experts being interviewed on your favorite network and cable shows were paid to appear. They don’t work for the station or the show. A savvy person with verifiable expertise approaches the producers of a show with a pitch, explaining their credentials and talking points. And if it fits with the story the show is covering, the expert is now sitting on a studio set sharing his or her expertise with millions with the tacit endorsement of the host, the show, and the network.


In today’s 24/7 media, producers have to book so many guests, they have long since run through their own personal lists of experts. They rely on referrals or pitches from publicists, bookers, and the experts themselves to match the best person with the news of the hour.


This creates the perfect opportunity for business owners, professionals, authors, and experts of all kinds. Everyone from firefighters to sushi chefs who are experts in their fields can enter the mainstream conversation taking place on myriad media channels to voice their opinions and talk about their expertise. Although they are not paid by the networks, they can reap huge benefits. But only a fraction of qualified experts are taking advantage of these incredible opportunities. That’s one reason why this is an ideal time for you to get involved.


Who Are the Rainmakers?


Tribal societies around the world have relied on rainmakers for centuries to magically bring back prosperity to the land in times of drought. Without enough water, the crops wilted, the livestock suffered, and the very survival of the tribe was cast in doubt.


In North America, Native American medicine men made it rain for settlers in exchange for trade. In China, mysterious Wu shamans danced in a ring of fire, until the rain came down like the drops of sweat on their brows. Farmers in Thailand ceremonially drenched their water-hating cats to bring on the rain. Young girls in Romania danced through the streets, singing songs of supplication to Dodola, the Slavic goddess of rain.


Today corporate rainmakers may not resort to a rain dance, but their methods are equally mysterious. A few words whispered in the right ears, a friendly game of golf, an invitation to an exclusive event—simple things, yet somehow the rainmaker knows how to wield them to produce the desired result, as if by magic. That’s what rainmaking is.


In today’s 24/7 media cycles, rainmakers are experts who are not only visible in the media, but who also leverage that media to build revenue, followers, and influence.


If you are only an expert, without leveraging all the media channels available to you, you’re not a rainmaker. If you’re a social media influencer with thousands of followers, but haven’t figured out how to convert that into revenue, you’re not a rainmaker. You need revenue, followers, and influence to create that magical synergy that is more than the sum of its parts, that results in influence, abundance, and power. Rainmakers don’t sit around hoping for a lucky break. They take the initiative and make their own luck!


What Is the Payoff?


Making frequent appearances in the media brings in so many prospective new clients to my law firm that it’s virtually eliminated our marketing budget. A single interview can generate more response than I could ever have gotten with paid advertising.


Most shows actually have many more viewers and reach a much bigger audience on their websites and social media than they do on TV. Unlike a print display ad, any appearance you make can be amplified a thousandfold on social media. It can be used for your next pitch and as your calling card to connect with more producers.


Even a relatively small Fox affiliate in Cleveland, WJW-TV, reaches 1.1 million on social media. The local affiliate of MSNBC in Atlanta had over 33.6 million page views in 2015 alone.


The beauty is, TV viewers have already opted in. You’re not forcing an ad into their line of sight. They’re expecting to like what you have to say. Out of all the stations they could watch, they’re watching this one. With so much competition, that’s more of a vote of confidence than it’s ever been before. And here you are, talking to the host they listen to regularly, about issues that are closely connected to your brand.


Can you imagine trying to get that same TV host to endorse your business or display ad? Not likely to ever happen. But if you appear as an expert on a show, for those three to five minutes on the air, the host is asking your opinion and listening to your advice. It immediately imbues you with validation, authority, and cache, as if by magic. Many entrepreneurs read books about social media marketing and analytics, they hire crews of people to manage their SEO, ROI, KPI—or whatever metrics are most popular at the time for getting their brand in front of their target market. They spend a fortune on advertising and promotion and giveaways. It’s all part of building a platform and brand in a competitive environment. But despite all of this hard work to be seen by the right audience, they’re missing the golden ring.


A single appearance on the right TV show would allow them to speak directly to their audience. Not only that, but media appearances give them what would be rare or nearly impossible with ordinary promotions: an implicit endorsement by the famous host that the viewer already likes enough to watch every day or week.


In 2017, Lu Kang of the Chinese Ministry of Foreign Affairs was interviewed by Richard Engel on NBC News about trade relations. Laverne Cox, an actress from Orange Is the New Black, talked with Chris Matthews about transgender rights on MSNBC’s Hardball. Brian Kelley, the chief content officer for U.S. News & World Report, appeared on CBS This Morning to talk about the best states in the country with Gayle King. Each of the people being interviewed were experts who were most likely not paid to appear and did not work for the networks.


Media appearances can give you the opportunity to make your expertise available, to raise the profile of your business, and to get your message out. If you inform, educate, and empower people in the process, producers will be quick to invite you back. Those invitations can lead to a dramatic uptick in business.


When I asked my friend Eric Guster whether or not appearing as an expert on local TV has affected his bottom line, he told me flat out, “My revenue has quadrupled. Television gives name recognition and credibility. I get calls now from all over the country and leads on new cases. It’s been great. A local television presence helped tremendously.”


Dr. Jennifer Berman, who cohosts The Doctors with me and often provides medical commentary on network and cable shows, says that her appearances on TV provide a lot of calls and interest in her work, as well as a platform that she can leverage for greater opportunities and access to relationships with other brands. For Dr. Berman, the high visibility has also helped her to support nonprofits and other causes that she believes in.


Like Dr. Berman, media appearances have been incredibly important to my philanthropy. Later in the book, I’ll talk about the incredible fund-raising opportunities it has made possible for my nonprofit, Special Needs Network. By raising your stature and profile, you can drive more donations, enlist more involvement, and maintain a much higher visibility for the causes that ignite your passion. Whether you have an expertise in a profession, like law, science, and medicine, or a special interest, like consumer reports, movie reviews, and cooking, there has never been a greater need for experts who are willing to step up and there have never been more people listening.


That said, media appearances are not advertising. You never say anything like:


“Yes, Matt, that tragic accident resulted from a broken axle that could’ve been fixed by a mechanic who knew what that vibration underneath the car meant. At Murphy’s Car Parts, we’d never let that kind of thing happen. And in fact, we’ve got a sale on axles this week!”


A successful guest appearance requires a lot more finesse. You need to employ the skills discussed in this book. You’ll learn how to weave your message into the talking points instead of pushing your own agenda, how to get the host to ask you questions that open the door to issues that matter most for the show’s audience and your business, and how to pivot to your message when the conversation starts heading another way. As you practice the skills in the chapters that follow, they’ll soon become second nature.


Over the years, I’ve met so many experts who appear regularly on TV. A few find they love it so much, they decide to make a career as an anchor, host, or paid analyst, but not all of them do. Some are invested in growing a business that offers a product or a service, or expanding a brand that is tied to a social or political cause. Whatever your message, there’s no better way to get the word out than by appearing as an expert. It immediately drives business to your website and, ultimately, more money to your bottom line.


Making regular media appearances that you amplify in all the incredible ways that are available to us today can revolutionize your business in ways you can’t even begin to imagine. That’s what happened for me.


Never before have there been more ways to build a presence that matters.


If you are the executive of a corporation, the author of an upcoming book, the owner of a rapidly growing small business, or the public face of a local nonprofit, if you have a business to build or people you want to help, nothing beats using the media to create the visibility, influence, and power you need.


Are you ready to learn how to make it rain?















CHAPTER 2



Lock On to Your Brand


When I talk to talented people about the incredible opportunity it is to be an expert in demand by the media and how much it can do for their business and their platform, I’m surprised to hear how quickly some of them doubt themselves.


In my experience, a lot of people out there have an expertise, but they don’t give themselves credit for it. Other people are comfortable claiming to be experts if they have formal credentials and experience, but they may be overlooking other areas of expertise they’ve developed over the years. And let’s face it—some people profess to be experts, but they are not. They clearly need to spend more time researching and honing their skills.


By all means, look to your career when you’re thinking about which expertise to claim as your own, but don’t stop there. In TV and the media, experts are called upon to share information on a wide range of topics: terrorism, the economy, the housing boom, aircraft stability, gun safety, parenting, educational policy, the Electoral College, Neighborhood Watch, cooking, landscaping, medicine, fitness—you name it. If it’s in the news, there’s a producer somewhere looking for an expert. The question is: Will you seize the opportunity?


Start by asking yourself whether you have developed an expertise as defined by one of these three areas:




• Training and Education: Professional training and education qualify you to offer an opinion on matters related to your field. Maybe you’re a nurse, a psychologist, an accountant, a pilot, a firefighter, a pharmacologist, a professor, a scientist, a programmer, or a florist with years of training and experience. If you don’t have the requisite education, there are more options than ever, including online and weekend and evening programs that cater to adults and working professions. Most of these programs offer affordable opportunities to get college and advanced degrees in a range of disciplines. You can even get a law degree or PhD online!


• Knowledge and Experience: Sometimes knowledge and experience alone can be enough to qualify you as an expert, regardless of formal degrees or certificates. Think about an electrician with thirty years of experience, or a ship captain who has spent the last six months working in Antarctica, or a dauntless fitness trainer who worked with the athlete no one expected to win in the Paralympics. Wouldn’t you want to hear from them if a news story broke in their area of expertise? Think about what you spend your time doing. Have you built up enough knowledge and experience in something to qualify as an expert?


• Accomplishments: Regardless of education and training, a serial entrepreneur who has carved out a successful business niche again and again, or a CEO with finely honed insights into leadership and intimate personal knowledge of what it takes to make it to the top, can undoubtedly bring invaluable information to a media conversation. Your own accomplishments and those of your business confer an authority and expertise that have earned you a place at the table.




If you meet the qualifications based on education, training, or accomplishments, you have the expertise that a range of media outlets are looking for. The key is having a clearly identified brand, a concrete strategy, and the commitment to go to the next level.


Understanding Branding


We used to live in simpler times. The only brands most of us knew about were managed by big corporations: IBM, Coca-Cola, BMW. “Personal branding” wasn’t on anyone’s radar. Selfies didn’t exist. If you wanted to build a business, you advertised; you didn’t have to strategize about how to keep a conversation going with thousands of strangers online.


If that sounds like a better world to you, you’re mistaken. The advantages available to us—for free—in the last decade are so much greater than anything that’s ever been possible, the two worlds can’t even be compared. Never before have you had the chance to build a personal brand like you can today.


Although 70 percent of professionals think they know their brand and 50 percent believe they are living it, that’s not the case. In the Forbes article “Personal Branding Is a Leadership Requirement, Not a Self-Promotion Campaign,” Glenn Llopis explains that less than 15 percent of all business people have defined their personal brand clearly and not even 5 percent are living it consistently.1


What people often mistakenly mean by “branding” is actually “self-promotion.” They are simply committed to promoting themselves in any way at any time, rather than zeroing in on a clear brand identity that provides value to others.


Self-promotion is much easier. Crafting a brand requires reflection, strategic thinking, and self-awareness. Promoting it consistently means taking action and being accountable for the results.2


Your personal brand should convey who you are and what you represent as an individual and a leader. Your business brand, too, conveys the core of your business, what it represents and the value it brings to your customers.


When you present your brand consistently, people come to know what to expect from you and ultimately look to you for insights and leadership in your niche. A brand gives you a means to earn respect in your field. While it may feel uncomfortable at first to adjust your public actions through the lens of a brand, it will give you a firm foundation to build on. Your message, your choices of media appearances, your posts, your tweets—everything you do to promote your business and brand will rest on that foundation.


That doesn’t mean you’re acting, or pretending to be someone you aren’t. Instead, your brand should allow you to focus on being more of who you naturally are—and, more important, who you want to be—so you can bring your best self when you share your message with others.3 The more your brand matches who you genuinely are, the more sustainable it will be. Consider it an opportunity to use your own traits and distinguishing characteristics to your advantage.


Robert Reich, the former U.S. Secretary of Labor, is less than five feet tall. For his whole adult life, when people first meet him, they react to his height with stunned silence. There was no way around it. So he took charge of the issue and built it into his brand. Now whenever he appears on stage, he starts with a joke about his stature to put people at ease. It allows him to join them while they take it in. When he wrote a book about the presidential campaign, he led with that aspect of his brand again, naming the book: I’ll Be Short. By owning this unavoidable part of how people perceived him, he shrewdly leveraged it into his brand.4


When space scientist Natalie Starkey appeared as an expert on the BBC after a meteorite hit Russia in 2013, she was part of a new wave of confident women appearing on TV because they recognized that branding is good for business. In “The Rise and Rise of the Female TV Expert,” Kirsty Walker describes a wide-range of women who share their expertise on a wide range of shows: volcanologists, geologists, cosmologists, physicists, neuroscientists, anthropologists, and classicists, as well as a racing car stunt driver, a jet pilot, a world backgammon champion, a founder of a chocolate company, and Angelina Jolie’s stunt double from the Lara Croft movies.5


People often tell me that they can’t limit themselves to a single brand because they have so many different interests and skills. The truth is, we all do. There is no reason to think of your brand as your entire personality. It’s a useful selection of who you are.


Suppose it were possible for you to appear on Dr. Phil this week as an expert on landscaping and next week as a military flight instructor and the week after that as a salsa dancer. Putting your expertise in all those niches on the air might allow you to include more of your life on Dr. Phil, but it would confuse people and dilute the message of your brand. Besides that, why would you want to? This isn’t show-and-tell. It’s an opportunity for you to make rain for yourself or your business.


If the brand you value most is flight instruction, and you have important points to make about the safety standards in small aircraft or a change in regulations that has led to the loss of life, then every time the viewers of Dr. Phil see you, you want them to think “military flight instructor”—not: “Isn’t he that guy with a trick for keeping ferns alive?” or “That dude’s got some killer salsa moves!”


You can’t start to create an immediate association with your brand if you’re all over the place. Even worse, jumping from one expertise to another can make you seem like a dilettante. Commit to your brand. It will change your life and improve your bottom line.


When I met with Arielle Ford, who has been one of the leading book publicists in the country for almost twenty years, I told her, “I’m an attorney, but I also want to help shape the conversation about women, children, autism, race, and politics.”


“Fine,” she said. “You will. But first go with what people instantly recognize you as: an attorney.” As she explained it, if I started making appearances as a legal expert on the kinds of cases I worked on, I could gradually build out my brand to include my broader range of interests.


It is counterproductive to pitch shows with a long list of things you’re an expert in—law, politics, children’s rights, special needs issues, parents of children with autism, advocacy, women in business, celebrity divorce, human rights. Harried producers won’t take the time to figure all that out. Producers want people they can readily identify and who have a specific topic they can discuss: “Areva Martin, legal expert.” Once you’ve established that, you can let them know there’s more.


Establish Your Brand


Arielle’s advice was absolutely right. Locking in your brand and pairing it with a coherent story is the first step to being a rainmaker. No one is going to book you on TV, radio, or even podcasts if you don’t have it.


It’s like that old joke where a woman tells her friend she’s dating a new guy. “He’s very talented. He’s a sailor, a musician, and carpenter—and practically a computer genius!”


“So. Unemployed, then?” her friend says.


A coherent narrative is extremely important. It not only lets people know where you’re coming from, but it helps them integrate the other things they know about you, too.


Maybe you started out as a journalist, reporting on the finance industry. That was a great career, but now you’re moving in a new direction and you’d like to build your brand in writing about the restaurant world. Your narrative might be: “I used to write about the financial side of many industries, including food.… I realized that my big-picture knowledge of agricultural trends and finance uniquely positioned me to cover restaurants with a different perspective.” Just like a job interview, you turn a perceived weakness into a strength. Before people can say, “This guy’s been writing about finance for twenty years, what does he know about food?” You take control of the story: “I bring an inside knowledge to the food industry that nobody else has.”6


Always avoid explaining any brand adjustments in terms of your own interests. Instead of saying, “I got bored with that” or “It wasn’t the real me” or “My journey took me down a different path,” keep your message on point. It’s fine to share your personal journey with your friends, but when you are appearing on behalf of your brand, control the narrative. Emoting about your process may feel cathartic for you, but it does nothing for your message, so leave it out. Take people’s attention back to the value your previous experience brings to your brand.7


Even millennials who couldn’t find jobs after college and ended up flipping burgers can build that into a coherent narrative, if they reframe it as “learning valuable skills on the front line of a customer service organization.”8


What do you remember most about Nelson Mandela? Most people know that he spent twenty years in prison for his opposition to apartheid, then became the first black president of South Africa. This great, inspiring story was the heart of his brand. Other aspects of his life—his three marriages, seventeen grandchildren, love of boxing, and long-distance running—might have been very much a part of how he thought of himself and his life. But those elements were not related to his brand. Ask yourself which high-profile figures in your brand niche you admire most. Why do you admire them? What story do they tell?


Grow with Your Brand


You can expect the focus and the story of your brand to grow and develop as you go along. I took Arielle’s advice and identified “legal expert” as my brand for many years. It opened doors, as she said it would. As time went on, however, I gradually began to comment via social media about other issues, such as women’s rights, children’s rights, autism, and even pop culture. At first, my comments were closely related to the law, but over time, I was able to expand the boundaries a bit further. My core message is still advocacy because it’s my genuine passion, so I never stray too far from a legal perspective on those issues. But eventually I’ve gone on to be a cohost on a panel on The Doctors, a medical show where I routinely talk about a wide range of issues on a weekly basis.


Choosing a narrow brand message gets you in the door. Once you’ve established yourself, you can look for opportunities to bring other issues in. As you are growing your brand, you can start to think about your passions and hobbies. Growing up with my grandmother, who was wheelchair-bound in a poor community where so many families lacked the basics, inspired me to want to be a champion for the underdog. From as far back as I could remember, I have always been inspired to help vulnerable children and women. I took that into consideration as I started to build my brand out. Now my chyron (the explanatory caption shown at the bottom of the screen on TV shows) identifies me as a “children’s rights advocate” or “women’s advocate” more often than “legal expert.” It’s come back full circle to where I began.


Define your brand as clearly as possible, but realize that it’s a work in progress.


“Many people ask me how I decided to brand myself as a social media and pop culture expert,” my friend Samantha Schacher says. “It did not happen overnight, and was not necessarily a decision, but rather an evolution of passion that stemmed from my work.”


In her early days as a commentator and host, she didn’t know to hone in on a specific niche, so she followed her own interests in entertainment, pop culture, fashion, gaming, and sports. Only after hosting many shows did she realize that pop culture was the area where she flourished most and got the most engagement from her followers on social media.


“A host or an expert today needs to live, breathe, and genuinely love researching their work,” Sam says. “Because the more you know your field, the more informed your opinion will be, and the more others will want to hear what you have to say.”


Dr. Drew Pinsky once told me that he had no specific plans to make appearances in the media. While he was still a medical student in the eighties, he was asked to appear on a radio show, where people were calling in with important medical questions about AIDS. Lives were on the line, and he felt an obligation to educate himself and other people about the epidemic.


Intuitively, he believed that, as a doctor, it was his job to educate others about issues that were medically and socially important. For ten years, he saw patients all day, then went to the radio station to answer questions from midnight to 3:00 a.m., while his colleagues were sleeping. He started out appearing on the radio show for free, then ended up getting paid.


After the radio show, he began to speak out about teen mothers who were exposed to trauma. That evolved into interviews about what drives at-risk sexual behavior. By the nineties, that turned into conversations about the epidemic of substance abuse. Running a substance abuse treatment center led to a VH1 show on celebrity rehab, then regular appearances on CNN and HLN as a substance abuse expert.


While he adjusted to the trends taking place in the culture and the marketplace, looking for new places to contribute his expertise, Dr. Drew always stayed close to brand: an abiding interest in human behavior. From the beginning, he has seen his media platform as an opportunity to make a real difference in the world.


As Sam Schacher says, “Focus on the blueprint. Lay the groundwork. Work hard and build, build, build.” When you’ve built a solid brand, booking media appearances will be infinitely easier to do. The key is being tenaciously consistent.



Be Ready


Timothy Snell has styled some of the biggest celebrities in Hollywood, such as Queen Latifah, Angela Bassett, Denzel Washington, and Taraji P. Henson. He styled and traveled for fourteen years with the late Whitney Houston. Throughout these experiences, he never lost his passion for his brand, which he describes as “helping curvy women look and feel their best.” For years, he thought women who wore size 14 and above were forgotten in the fashion world, and he wanted to change it.


Timothy’s big break came when he was asked to do regular segments on Queen Latifah’s nationally syndicated talk show. Rainmaker that he is, he automatically used this precious media time to show the vast audiences that size 14 women could wear the same outfits as a size 2 model.


Not only were these segments a huge success, often rating higher than some of the show’s celebrity interviews, but they cemented Timothy’s brand as the go-to expert on dressing curvy women. He became known to all in the fashion and lifestyle industry as the expert on making women look and feel their best. As a result, he got scores of new clients, requests for other interviews, print magazine features, and, in 2016, his own fashion reality show on Centric. Timothy was ready!


I wish I could say the same thing about my friend Madison. When she self-published her first cookbook based on recipes from her grandmother that had been passed down for generations, I was excited and so were all of our mutual friends. We eagerly attended her book launch party, as did several high-profile people she had invited to help give the book more visibility. In the end, we had a great time, but the luncheon did very little to promote her book for one reason: Madison wasn’t ready.


As we got closer to the event, it was clear that Madison had not clearly identified her brand. I automatically started dropping little posts to heat things up, and that was when I noticed Madison’s social media pages. She had no public page for her book, only a personal page with photos of her family and friends—and very little mention of her book at all!


The head shot she sent me to promote the event was another shock. I knew she’d invested a lot of money to hire a big-time photographer, but it was sad to see that photo was completely off message. The lighting was great. Her makeup was pristine. She looked into the camera with focus and intensity. It was perfect for a serious, no-nonsense CEO of a major corporation, not for a master chef.


She had failed to ask so many questions before that photo was taken: What is my brand? How do I reflect that brand? When people meet me, what would they expect me to look like? And who are these people? At the end of the day, I’m trying to sell my book to people who care about what exactly? It’s not Fortune 500 companies, where that photo might be appropriate. It’s not people who read financial or legal books. In fact, it’s not even people who like home makeovers or decorating. It’s a cookbook geared toward African-Americans who love traditional soul food but who are also health conscious, so they’re interested in recipes that allow them to eat their favorite foods without gaining a ton of weight or elevating their blood pressure.


The African-American demographic likely to buy this book would assume that a woman in a business suit would not be the go-to expert on cooking the dishes they grew up eating at big family dinners or at church outings. In their fond memories of home-cooked meals, their grandmother was not wearing a high-end business suit to crush garlic and dice tomatoes.


Madison doesn’t need to try to look like her grandmother, but if her photo doesn’t embody the spirit of the book, she’s missing the mark for her brand.


When New York Times bestselling author Patricia Cornwell’s novel Depraved Heart came out, it was the twenty-third book she’d written about badass forensic pathologist Dr. Kay Scarpetta. At fifty-nine years old (though she could be mistaken for forty), her press photos show her standing outdoors in a mountain range, wearing hiking gear and camouflage pants, while holding an arrow. When she tells her interviewer, “I can take things that have been traumatic and use them as rocket fuel,” you believe her.9 It’s easy to imagine her fearless character as her alter ego. She’s sold over 100 million books.10


Candace Bushnell, author of the book Sex and the City, which led to the six-season-long HBO series of the same name, often poses for photos in short, shimmering cocktail dresses with long flowing hair and six-inch heels. She looks every bit like one of the girls on the show. Her photos match her brand. They say, “When it comes to sex in New York, I know what I’m talking about.”


Madison missed the boat with the photo. She missed it with social media, too.


She did hire a videographer to shoot the book-signing party, but the video showed people talking or arriving. It had very little, if any, brand value in the first place. Madison didn’t post clips from it to tie it to her message, either.


Her biggest opportunity to convey her message came when she addressed the guests over dessert. Instead of talking about her book, Madison spent the precious currency she had in those few minutes of rapt attention by sharing her own personal journey. Most of us came away with no sense of what set her cookbook apart from all the others. We couldn’t even remember her grandmother’s name.


Overall, we got a little more sense of who Madison was as a person, but not as an author, and we had no ideas whatsoever about her brand. Most likely, Madison didn’t, either.


The point is, you’ve got to start thinking strategically. Otherwise, the same thing could happen to you. This opportunity fell into her lap. And she missed it.


It’s a clear case of not thinking things through, but it’s not about being stupid. Madison is a supersmart entrepreneur who has run a successful consulting firm. If she can excel as she does and still miss out like this, any of us can do it. If you are thinking you would never make the mistakes Madison made because you are clear about your brand, great. But if you are one of the 85 percent of the people in the Forbes magazine article I cited at the beginning of this chapter, you can learn a lot from Madison’s story.


When you are learning the ropes and developing your brand or looking for ways to expand an existing one, look to the experts in your field who have already figured it out. Do an exhaustive audit of their social media accounts; review their websites and blog posts. What articles have they written? What colors are they wearing in the photograph on their book covers? This is the most important time to monitor what the influencers in your field have already figured out. Even if you don’t always understand why they’re making the choices they make at first, it’s safe to assume they’ve tried a lot of things by now. Emulating them can save you a lot of wasted effort.


In Madison’s case, she could have looked to successful chefs who have published countless cookbooks. Famed chef Bobby Flay uses a photo on his Twitter page that has him standing over a stove sipping from a pot. On the cover of his book, Bobby Flay’s Barbecue Addiction, he has on a casual blue shirt and he is literally flipping meat on a grill. Alice Randall has on a black blouse and is holding a tray of food on the cover of Soul Food Love: Healthy Recipes Inspired by One Hundred Years of Cooking in a Black Family.


It may be tempting to assess your brand and the projection of it by checking with your family and friends, but don’t rely on their advice—unless they are influencers with an established following and proven expertise within your field. Apart from lacking the knowledge you need to make a good decision on your brand, a good friend is going to try to be supportive regardless of whether your message is on point or not. If you ask them to evaluate a photo, they are likely to base their opinion on how flattering the photo is, not knowing that it could be completely wrong for your brand. Check with people in your industry to see what they’re doing instead.



Leverage Your Brand


Leveraging your brand to full advantage—in the media or at events like Madison’s book party—requires a new way of thinking. It’s not easy. It’s taken me years to train my brain to think like this. In Part IV, we’ll take a closer look at how to build your social media presence and use it to amplify your media appearances. But here are a few things you should consistently focus on doing:




• Always be on the lookout for opportunities.


• Commit to doing three things a day to promote your brand.


• Amplify every appearance you make with several social media posts.


• Notice how influencers in your field are doing it.


• Audit your brand and how you project it at least quarterly by comparing against competitors and influencers in your field.


• Keep a running list of ideas—even ideas you think of after you’ve missed an opportunity! There’s always next time.




It’s human nature to think of some of your best ideas after the fact, but that’s a sign that you are thinking like a rainmaker! Write them down and use them the next time!


After Madison’s book party, she realized that I could have moderated a panel with her answering questions about her book, or we could have actually staged a cooking demonstration. She could have shot an Instagram video or streamed it on Facebook Live or Periscope. Madison might have set up a red carpet outside and interviewed guests as they arrived: “Lydel just joined us. Did you have a chance to read the excerpt from the book that arrived with your invitation? What did you think? Why do you look forward to reading it?” A thirty-second video clip with a prominent person saying, “I’m excited about reading the book!” is great social media fodder.


At my friend Ginger McKnight-Chavers’s book party for her debut romance novel, In the Heart of Texas, one of the celebrities who attended was Beyoncé’s mom, Tina Knowles Lawson, a media personality, philanthropist, and fashion designer known for the brands House of Deréon and Miss Tina.


Because promoting my brand is like second nature to me now, I made the most of the great conversation I had with Tina. Besides being a lovely person, she was eager to hear more about my work with underserved women and girls, because she had started a nonprofit and a group, Tina’s Angels, to help middle school girls from disadvantaged communities. I posted a photo on the spot letting both our followers know that we were going to be collaborating on projects together to help young girls, and I tagged Tina.


The unspoken message of the post was: “Here are two influencers coming together to make things happen.” Posting “I’m at a party with Beyoncé’s mom!!!” is the kind of thing neophytes do all the time on social media. It’s not what’s done by influencers who are serious about promoting their brand.


To avoid losing out on important opportunities like this, you have to keep the end result in mind. When you go to a convention, a workshop, an event, a trade show, a book fair, or a party on behalf of your brand, make sure you’re constantly on the lookout for ways to amplify your message.


You’ve got to think through all this before the event, before you take your show on the road. You can’t start thinking like a rainmaker in the middle of a storm of activity. Be ready.


Build It Out


If you’ve already established your brand, you can consider bringing in other aspects of your business or your life. You can expand the brand in new directions.


If you don’t immediately think “fashion show” when you hear the terms “autism expert” or “social justice activist,” you’re not alone. Yet 2018 will be the tenth anniversary of the Pink Pump Affair, the charity fashion show for the autism nonprofit I started a decade ago, Special Needs Network.


Empowering women and raising awareness about children with autism and other special needs, as well as my own love of fashion, came together to make this a logical way for me to build out my brand, even if the connection isn’t obvious at first.


My ongoing media appearances have raised the profile of this event and its attendees every year. The higher-profile my brand becomes, the easier it is for me to attract top-notch fashion designers, bloggers, actresses, and other celebrities to this event, which in turn attracts more guests and more generous donations. While media appearances are a phenomenal way to revolutionize a commercial business, they can do exactly the same thing for a nonprofit organization.


The key is not only to host a great event but to build it out in as many ways as possible before, during, and after the event.


At a recent Pink Pump Affair, we honored Jamie Brewer, an actress with Down syndrome from FX network’s hit anthology horror series, American Horror Story, as the new face of beauty. We then had a fashion show for curvy women to celebrate a variety of body types. Journalists were invited to cover the event and write about this important topic.


Earlier that day, I hosted a beauty blogger panel discussion called “The Changing Face of Beauty.” The subjects we talked about were ready-made headlines for articles, blogs, and news coverage: What’s changed in the last decade? Is there a new standard of beauty? What are the standards of beauty? How is beauty affected by age, hair, body size? How can aspiring entrepreneurs capitalize on the multi-billion-dollar beauty industry?


Afterward, everyone on the panel amplified the event (as I’ll be encouraging you to do in Part IV) by posting blogs and articles about it. Every time the bloggers promoted the event to raise awareness for autism, it drove more traffic to the Special Needs Network site and allowed donors who weren’t present at the event to make contributions using an online portal. The Pink Pump has become a mainstay in the Los Angeles business, philanthropy, and entertainment communities, selling out weeks in advance. Using my social media outlets and those of our celebrity guests, we have generated more than eight million impressions and have engaged with thousands of women and men across the country, thereby raising the profile of Special Needs Network while raising much-needed funding for the organization’s many autism programs.


I meet a lot of people who are able to use the platform they have built with media appearances to promote a cause that they care about, either directly by speaking out about it or indirectly, by rallying their celebrity friends to raise money for the cause.


TV and movie stars do this all the time. In 2016 Sean “P.Diddy” Combs launched a charter school in Harlem for marginalized and low-income students. Born in South Africa, Charlize Theron uses her high profile to boost her Africa Outreach Project. Kristen Stewart’s volunteer work with Shoe Revolt helped draw attention to the problem of sex trafficking in the United States. Alicia Keys’s music platform allowed her to magnify her impact as an ambassador for Keep a Child Alive. 50 Cent used his name recognition to raise money for Bringing Positive Change Charity Day.
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