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“In this fast-changing, highly competitive era, it’s more important than ever to know who you are and express it with distinction. Karen Leland’s The Brand Mapping Strategy clearly and powerfully shows today’s CEO how to create a personal brand that has a dramatic impact not only on their reputation, but the reputation of their companies.”


—KEN DYCHTWALD, PH.D., BESTSELLING AUTHOR OF AGE WAVE


“Building a personal brand is one of the essential skills for survival now and in the future. In The Brand Mapping Strategy, Karen Leland has provided a roadmap for every entrepreneur and CEO that is looking to master his or her brand, and turn it into a profitable competitive advantage.”


—STEWART EMERY, INTERNATIONAL BESTSELLING AUTHOR OF SUCCESS BUILT TO LAST


“Karen Leland’s The Brand Mapping Strategy is a must read for any C-level executive. It is full of practical advice for any leader looking to enhance their executive presence and transform their team.”


—MARJORIE HUTCHINGS, CIO OF STATE FUND INSURANCE


“The Brand Mapping Strategy has taken the mystery out of branding and provides a roadmap for any small-business owner, entrepreneur, or CEO to dramatically elevate both their personal and company brands.”


—ADAM MARKEL, CEO OF NEW PEAKS, FORMERLY PEAK POTENTIALS


“The Brand Mapping Strategy captures the heart of what it means to have an authentic brand and how to powerfully and profoundly get there. I highly recommend it!”


—LYNNE TWIST, BESTSELLING AUTHOR OF THE SOUL OF MONEY


“The Brand Mapping Strategy is an exceptional book for those who truly want to build effective brands, rather than just talk about it. Candid and practical, Karen Leland’s emphasis on a research-based approach to brand building is a valuable guide for executives at every level.”


—NATHAN RICHTER, PARTNER AT WAKEFIELD RESEARCH


“In The Brand Mapping Strategy, Karen Leland provides insider secrets to creating a world-class brand. Leaders will be inspired to transform not only the expression of their own brand, but that of their team and company.”


—OLIVIA FOX CABANE, AUTHOR OF THE CHARISMA MYTH


“No matter what business you are in you don’t just read The Brand Mapping Strategy study it and use it as your personal tool to set yourself, your company, and product apart from the pack.”


—DAVE AUSTIN, INTERNATIONAL BESTSELLING AUTHOR OF BE A BEAST


“Karen Leland’s dynamic and no-nonsense perspective clearly outlines how to effectively put your personal brand into action using visual, intellectual, and emotional capital! The step-by-step insights and guidelines she shares on how to differentiate yourself as a brand and enhance your brand equity are spot on and essential in today’s ultra-competitive world of branding. A must read for anyone who wants to stand out amongst the clutter by creatively promoting their brand attributes and relevantly communicating their full brand potential!”
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PREFACE


The Power of Conscious, Authentic Branding


Over a nine-month period between the summer of 2013 and spring of 2014, I separated from my husband of 22 years, moved from San Francisco to New York, started a new romance and ended it heartbroken, moved back to San Francisco, and filed for divorce. Shortly after, my mother’s husband passed away after a long illness, and two weeks later, my father unexpectedly died of a stroke.


That was not a good year. But the silver lining was that it brought about a forced rebrand in my personal life that had been a long time in coming. The person I knew myself to be was in many ways gone, and two of the roles I had held dear (my father’s daughter and someone’s wife) disappeared almost overnight. This left me disoriented, but with a life-changing sense of vulnerability.


Over the next two years, I consciously worked to grieve and eventually to reinvent my life (and my personal brand) from an authentic place that reflected who I had become. The inner work I did naturally spilled over and significantly reshaped my business brand.


Along the way, I gained a whole new insight into and appreciation for the power of authentic and conscious branding—be it business, team, or personal. This understanding has transformed my work with CEOs, senior executives, and entrepreneurs and their businesses, organizations, and teams. The book you now hold in your hands (or on your tablet) reflects what I have learned about creating the awareness, developing the vision, and implementing the strategy you need to organically move a personal and business brand to the next level.


TOP TEN REASONS TO BUY THIS BOOK


The people who will get the most out of this book share two attributes with my private clients: 1) They hope to bring their personal or business brands to that next level, and 2) they have a relentless desire to contribute their gifts to the world. If you bought this book, it’s likely to be for one (or more) of the following reasons:


         1. You want to expand your current brand outreach and contribution to a bigger audience in your industry, community, or the world at large.


         2. You know you need to be head and shoulders above the crowd, sought after and seen as having high value, but you are not always sure how to navigate the branding, PR, and marketing waters to get there.


         3. You want to be seen as a thought or industry leader, which requires clear positioning, a specific strategy for brand building (online and off), and a method for implementation—none of which you are sure how to achieve.


         4. You are looking to establish a clearer, stronger, or different personal brand within your current company as a path to greater executive presence, promotion, or expanded opportunity.


         5. You are so busy with the day-to-day needs of your company that you have not developed the knowledge to do the branding and marketing required to build your business.


         6. You have tons of great content that could be better leveraged but are overwhelmed or confused as to how to effectively and efficiently get it out into the world and build your brand.


         7. You believe it is time to rebuild, refine, reinvent, or rev up your personal or business brand, but you are not sure where to start or how to get there.


         8. You feel overwhelmed or confused about what your marketing and social media strategy should be.


         9. You realize you need to be well positioned online for career management, but you don’t have the knowledge you need to maximize your online reputation.


       10. You see competitors being touted as thought leaders and interviewed by the media and think, “That should be me.”


HOW TO USE THIS BOOK FOR MAXIMUM BENEFIT


I happily spend most of my days at work helping CEOs, executives, and entrepreneurs develop stronger personal, business, and team brands. But like all entrepreneurs, my reach is limited by my capacity. I wrote The Brand Mapping Strategy: Design, Build, and Accelerate Your Brand as a way to touch all the people I won’t ever have the privilege of meeting in person, but for whom this message is still important. With that in mind, there are a few ways that you, the reader, can use this book to gain maximum benefit for your brand.


Borrow a Lesson from the World of Hula


For several years I studied hula dancing in Hawaii. I was privileged enough to study under a revered, multigenerational kumu (teacher) of hula named Kawaikapuokalani Frank Hewett.


Frank has a sign hanging in his hula studio that reads “A‘ohe pau ka ‘ike i ka hālau ho‘okahi,” which translated into English means “All knowledge is not learned in just one school.” This is as true in branding as it is in hula.


This book is the accumulation of the work I have done in this area over several decades. The ideas proffered here are not theoretical but rather come from my professional observations in the field working with everything from small businesses to Fortune 1000 companies, in 50 countries around the world, and in every industry you can imagine, from software and shipping to banking and baking.


While the ideas in this book have been proven over time with my clients, no single author or expert has the final say on what works in branding (hence the sign in Frank’s hula studio). My best advice to you in using this book is to take what you like and leave the rest.


Don’t Be Afraid to Go Modular


This book was intentionally written in segments so that you could find the parts in it that are the most important to you at this time. Although I strongly suggest reading Part One first to get a foundational understanding of your business or personal brand, each chapter stands on its own.


In addition, I’ve given many real-life examples throughout the book to help you see how these ideas translate into practical reality. One note: In most cases my clients and the people I mention or interview have given me permission to use their real names and company names. In those cases where using a real name was not an option I have changed the name of the client but kept the circumstances of the situation factual.


Finally, keep in mind that this book is meant to be a companion you can customize on your branding journey.


       •   You may be in a particular pickle right now and need to use this book as an emergency measure.


       •   You may read this book from cover to cover in one sitting and with great gusto take all the actions recommended.


       •   Perhaps you will read one part, put the book down for a bit and implement it, and then pick it up again.


       •   This book may become a part of your yearly brand review.


       •   You and your team may use this book to transform the way you do business.


In any and all of these cases, and more, it’s all about making this book work for you and your brand. Other than that, as your mother used to say, “just do your best,” and call me if you have any questions.


Sincerely,


Karen Tiber Leland


Sterling Marketing Group


www.karenleland.com


San Francisco, California/New York City, New York


If you would like access to my blog, additional ideas, articles, ebooks, webinars, online training, and other free stuff and goodies on social media, marketing, and business, team, and personal branding, please visit me at www.karenleland.com, or contact me at Karen@karenleland.com.









PART ONE


Ready, Aim, Brand
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CHAPTER ONE


The New Branding and Marketing Mindset and Myths


How to Brand Yourself and Your Business in the Digital Age


In its heyday, when The Oprah Winfrey Show was the holy grail of marketing, every new client would invariably ask, “Can you get me on Oprah?” They were all convinced that whatever they were hawking (everything from self-published books on CEO skills for daddies to a new and improved peanut butter) was a perfect fit for the queen of daytime television. If only they could reach that peak of media greatness, the magic would rub off and they would rake in millions. In reality, about 95 percent of them were not a good fit for the show and its audience. Regardless, clients still insisted, “My main goal is to be on Oprah.”


Very few ever made the cut. In the first place, getting on the show was extremely difficult (the realm of the lucky few) and could take months, if not years. For those who did succeed in being booked (full disclosure: I was on as a guest expert based on one of my books), the show did not always turn out to be the panacea that cured all their promotional ills. Guests whose books and products were actually a perfect fit for the Oprah audience had strong results, but for others, it gave a boost to their credibility but did not necessarily translate into more business or higher sales.


I did some consulting with one bestselling author who was strongly leaning toward turning down interviews with several prominent media outlets simply because she was already scheduled to appear on Oprah. When I suggested that wasn’t a strategically sound branding move, she retorted that she had been on the show with her first book, and as a result of “the Oprah Effect,” it had become a hit.


“I understand your temptation to take this approach,” I said, “but your first book was several years ago, and the internet and social media have changed things. The audience and the way people buy books have shifted.”


Nonetheless, she insisted on focusing the vast majority of her book-branding efforts on Oprah and privately expressed to me a few months later how disappointed she was that it had not resulted in the flood of book sales and seminar enrollments she had expected.


In fact, her publisher—anticipating the Oprah windfall—had published a much higher than usual number of books for a first run. In the end, she did sell books from the Oprah appearances, but about 50 percent fewer than her publisher had planned for.


Fast-forward to today. The Oprah Winfrey Show is no longer on the air, and overall, a paradigm shift in branding and marketing has taken place. The most successful entrepreneurs, business owners, and individuals have set their sights on developing a long-term platform for brand and buzz building over time—instead of hoping for an overnight success.


That’s really the key to the new branding (and marketing) mindset—the recognition that building a brand, be it personal, team, or business, is the result of an ongoing, steady stream of consistent small efforts, not a series of one-off, gigantic pushes.


As a branding and marketing consultant, I’ve observed three specific shifts in my field that every entrepreneur and executive needs to be aware of.


SHIFT 1: FROM THE LUCKY FEW TO THE PERSISTENT MANY


Social media has leveled the playing field and made obsolete the old mindset, which favored the lucky few. In other words, if you were fortunate enough to get written about in The Wall Street Journal or The New York Times (or appear on Oprah), you moved to the top of the press heap and considered yourself as having arrived. That was the old model.


Today, businesses (big and small) that are consistent in their branding are getting PR, buzz, and attention. It doesn’t take a big, complicated marketing plan, but it does require a persistent approach to promotion.


Consider the world of book marketing. In the past, when an author would sign a book deal, a publisher would do all the legwork to promote the book. An internal PR department or external PR agency hired by the publisher would send out press releases and create a campaign to get exposure for the book and its author. The highest-profile authors (the lucky few) got the most PR support from the publisher, and the larger pool of smaller fish received just a month or two of minimal PR support.




 






Be Ubiquitous
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In the past, you put your business, book, or product out there and hoped the media found you. Today you become ubiquitous in your field of expertise, and journalists and potential clients looking for experts find you. The goal is to become the haystack high up in the field, not the needle buried deep down in the pile. This new mindset is all about how your proactive efforts put the power and the possibilities of being known within your reach.


For example, I know one woman who almost died due to a severe soy allergy. Inspired by her experience, she began writing widely about the topic on food allergy forums, nutrition blogs, and other relevant online venues. After she had spent about a year consistently contributing via blogs, recipes, comment sections, etc., a reporter from The New York Times who was writing a story on the subject called wanting to interview her.


Since my client was neither a published book author nor a nutritionist, she was curious as to how the reporter had made the connection. “How did you find me?” she asked. “I Googled the topic, and your name came up everywhere,” the reporter replied.









In the interest of getting their books sold, many authors hired a PR firm at their own expense to do additional publicity, which could cost them $20,000 to $40,000 for a four-month campaign. The results were all over the map, and once the four months were up, the book was not considered new or fresh enough to promote further—at least not with any intensity.


Today, many authors, whether their books are self-published or traditionally published, have taken book promotion into their own hands with the background support of PR firms, webmasters, online services, and marketing and branding consultants. The average self-managed campaign can be done on a budget of $12,000 instead of $20,000, and the window for promotion has grown from a few months to a few years (or more) for books whose topics are evergreen in nature.


Book promotion is no longer a sprint won by the lucky few but a marathon conquered by the persistent many—and at a lower cost.


The same holds true for small businesses and entrepreneurs. Those who are making themselves ubiquitous in their fields through the consistent use of content marketing, PR, speaking, and other brand-building strategies are getting noticed as the thought leaders in their industries.


SHIFT 2: FROM THE BIG STICK TO SMALL AND TARGETED


As with the Oprah example from the beginning of this chapter, another change in the branding and marketing mindset is that success is no longer the result of two or three big media hits. In the past, the goal was to be covered by a major magazine, newspaper, or TV program. Those hard-to-come-by hits were considered to make or break your business, book, or product.


Today, success doesn’t hinge on a few hot hits to a huge audience but on hundreds or thousands of smaller ones targeted to just the right users for your brand. I find that for many entrepreneurs, experts, and executives, it’s difficult to shift out of the old paradigm since the allure of the most popular, biggest, and best-known media outlets is so deeply ingrained.


I recently had a conversation with a woman who wanted blog reviewers for her new product launch only if they received monthly hits numbering in the millions. She didn’t realize that a blog that gets 10,000 hits a month—but targets her ideal audience—was worth far more than a blog with millions of hits whose audience wasn’t on the mark. Finding the right audience (small and targeted) instead of going for the one with the most viewers (the big stick) can make all the difference.


Be honest. If I asked you which you would prefer, a popular pin on Pinterest or an appearance on the Today show, which would you choose? I’ve put this question to thousands of people in my keynote speeches, and the vast majority raise their hands for Today. It’s perfectly understandable but not always the right answer.


One of my favorite examples of this is entrepreneur Holly Xerri, owner of the online retail business Camibands. I learned Xerri’s story when I interviewed her for my previous book, Entrepreneur Magazine’s Ultimate Guide to Pinterest for Business.


In August 2011, Xerri was offered the opportunity to appear on Today to discuss her sartorial creation, the Camiband—a multipurpose wardrobe extender for women that acts as a cleavage cover, among other things.


The result of Xerri’s appearance on the show was a happy 3,500 hits to her website and an influx of orders. In December of that same year, a week before Christmas, a huge flood of orders suddenly came in. Xerri checked and saw she had received 40,000 hits to her website over a four-day period. The source of those hits, according to Google Analytics? Users on Pinterest who had pinned images of the Camiband found on her site.


Xerri’s brand was helped by being on Today, but it went viral via Pinterest—a social media site representing her exact audience. Eighty percent of Pinterest users are women between the ages of 25 and 54. According to an analysis by Shopify, Pinterest customers spend an average of $80 with each order, twice that of Twitter and Facebook customers. It may be a smaller audience than Today, but for Xerri it packed a bigger impact.


I’m not saying it’s a bad thing to get booked on a major media outlet—it’s terrific. If you can get word out about your brand on a known television, radio, or print media outlet, by all means do. I always aim to get my clients the “big” hits. I just don’t make the mistake of thinking:


       1. It’s all you have to do.


       2. It’s the only way to go.


       3. It’s always going to produce the best results.


If you recognize the value of the big hits for what they are—great leveraged credibility for your brand by association—then you win, even if they don’t drive huge traffic to your site or inspire customers to knock down your door.


Today, you don’t have to wait for “the big sticks” of media to deem your work worthy of attention. You will be much more successful if you aim your brand building at smaller venues that attract the perfect audience for you, instead of that one giant hit. Just remember: Getting in front of a huge audience won’t grow your business if it’s the wrong audience for you.


SHIFT 3: FROM A SPRINT TO A MARATHON


A potential client recently asked me, “What conversion rate can I expect over the next few weeks in terms of new business if we put out this press release?”


“That’s the wrong question,” I said. “The value of the release can’t and shouldn’t be measured by short-term conversion rates alone.”


Press releases, social media, blogging, and other content-marketing and business-development activities—both online and off—are about the persistent, ongoing process (a marathon) of building a platform, creating credibility, and increasing the number of people you funnel into your potential client pipeline or network. They are not about a quick sprint toward a short-term outcome.


Converting the people you have funneled into your pipeline into clients, fans, or connections may take weeks, months, or years, but this new mindset leads you to strategies that will keep that pipeline full. In short, you need to start and maintain a bunch of small fires to keep your brand burning hot. Here’s an example from my own business.


Years ago I wrote a marketing article for my then-column in The Huffington Post. I got paid nothing to write it, and honestly, I don’t even remember the specific topic. Regardless, it must have struck a chord with at least a few people, because I received an email from a reader saying she had enjoyed the post and thought I should connect with a media trainer named Susan Harrow.


At the time I had no idea who Susan was, so I looked her up on the internet. We seemed to have some professional crossover, and she looked interesting enough, so I sent her a LinkedIn invitation.


One side note here: Whenever I reach out to someone online who does not know me, I like to include a link to my LinkedIn profile as well as a few articles I’ve written or that have been written about me. This is my way of saying, “I’m a legitimate businessperson and not some online nutter out to sell, harass, or hound you.”


There is a whole lot of crazy out there, which has led to people being a bit hesitant when a message arrives in their inbox from someone they don’t know, so it’s important to establish your credibility early on. Part of the value of treating branding as a marathon is that you end up with an online history that validates who you are and where you have come from.


She must have liked what she saw (or at least it didn’t scare her) because she accepted my LinkedIn request and sent me a to-the-point message saying, “I looked at your website, and I loved the vibrancy. Let’s set up a time to chat by phone.”


A week later we were on the telephone having a great conversation and discovered that we live in the same city—about ten minutes away from each other. What are the odds? Taking advantage of geography, we decided to meet for lunch.


Over pad Thai noodles and chicken satay (with extra peanut sauce), we continued to delight in our personal and work similarities. At the end of the meal, Susan looked at me with a gleam in her eye and said, “Let’s order dessert.” That’s when I knew we’d be friends for life.


About a month later, Susan sent me a client referral. It was a small branding strategy project worth about $3,500. A few months later, that client called me saying they had a vendor who was looking for the type of work I did. That resulted in a six-month branding strategy and implementation project with a $30,000 price tag. For a period of two years, I kept track of all the business that came to me through Susan’s referral, and her referral’s referral. At last count it was $150,000.




 






What’s in a Word?
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I want to take a few seconds to discuss some of the terms I will be using throughout this book. Although this may drive the word perfectionists among you crazy, I am going to play a little fast and loose with language. Specifically I’m going to take creative license with the words
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