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What's your dream? Do you dream of living and working in your zone of expertise while your company's brand works
hard for you?Do you want to attract clients and grow your business leveraging your unique talents?

You are the one in charge of ensuring people see your brand in a positive light. Here are three tips for
demonstrating to others that you are taking personal responsibility for who you are. I empathize with people in
difficult situations who are struggling to get on their feet and move forward. At times everyone needs support.
Most of us end up frustrated, overwhelmed, and uncertain at some period in our lives. This is part of life. It is
important to discuss issues and deal with problems as we adjust and readjust our activities on the way to
finding what works for us. However, I also see people who are regular complainers. Gradually, the people
close by lose interest in helping them. Do you take charge and make the changes you need to improve your
circumstances or do you wallow in your situation? Own your mistakes and achievements It would be very
stressful to be perfect. Never make a mistake. The beauty of being human is that we are not perfect; we all
make mistakes. The challenge is to accept our mistakes and to learn from them. The more mistakes we make,
and the more risks we take, the more we learn and grow. Learning from mistakes only happens when we take
personal responsibility. Our litigious society tends to promote this behavior. Burnt your tongue because the
coffee is too hot or gaining weight from eating fast food? Surely someone else is in charge of that. In a similar
way, many people assert they are lucky or fortunate when they achieve success. This is just as dangerous as
blaming luck for misfortune. Are you taking personal responsibility for your actions? Or do you minimize
your part in your mistakes and achievements? We all learn through social modeling. Actions are much
stronger teachers than words. People will see and remember how you act more than they will remember what
you say. They can start to doubt what you say and will find it hard to trust you. If you espouse a value in your
brand, demonstrate that value in your everyday life. Showing who you are by acting in a way consistent with
your message is tougher. When people walk their talk others find it much easier to believe them and buy into
their message. Take charge of your brand by walking your talk, owning your mistakes and accomplishments,
and adapting rather than whining when things get tough. When you take charge of your life you continuously
adapt and improve. Others will notice that you are dynamic, authentic, and self-responsible. These
characteristics are an important part of your successful brand. Know yourself, respect differences, learn and
grow. Follow Donna on Twitter and Facebook and visit her website.

Page 1

DOWNLOAD PDF TAKE CHARGE OF YOUR SELF-BRAND
Chapter 2 : Personal Branding Examples You Can Use for Business Success
Take Charge of Your Self-Brand 3 to enhance your identity and communicate your USP. It also means developing a
personal marketing plan for reaching your goals, tactics to.

This is where this post intends to help. We bring you top 5 personal branding examples with key takeaways
that you can use to build your brand from the ground up. President Obama has recognized him as one of the
Top Entrepreneurs under the age of 30, while United Nations has acknowledged him as one of the Top
Entrepreneurs under the age of How his Personal Brand Propelled his Business? Yes, he is that popular!
Every digital marketer comes to know about Neil at some point during his learning curve. And that is exactly
why Neil is successful. He has utilized his popularity and established brand among his target audience digital
marketers to turn mere tools into four million-dollar-companies. You have to learn fast and then start teaching
people to establish your expertise. Take this Assessment to Find Out. Earn the awareness, respect, and trust of
those who might buy. Keep doing it till the world recognizes you as an expert. This might take some time and
test your faith but it is the only sure-shot way to becoming a hot-shot. He is one of the leading evangelists for
content marketing, an entrepreneur, a speaker, and the author of four books on content marketing. At the time
of inception of the Content Marketing Institute CMI , the idea of using content to market any or all businesses
was non-existent. And mostly the advertising agencies were in charge of content marketing for offline
businesses. Content for those businesses was what they saw on the ads and billboards. Today, however,
content is everywhere and any story can be turned into a campaign. Not only did CMI bring about this content
revolution but it also played a major role in making everyday marketers, like us, a part of the revolution.
Today, CMI has more than K email subscribers and more than K followers across social media channels, the
numbers only going up. Their how-to guide section is a perfect place for any marketer looking to get started
with content marketing. Key Takeaways Want to prove your mettle in a highly competitive niche? Carve your
own micro-niche and work on expanding it. This quote from Forbes perfectly sums up Godin as we know him
- [Godin] is a demigod on the Web, a best-selling author, highly sought-after lecturer, successful entrepreneur,
respected pundit and high-profile blogger. He is uniquely respected for his understanding of the Internet. He
writes about the post-industrial revolution, the way ideas spread, marketing, quitting, leadership, and most of
all, changing everything. Success in business is about understanding people and their wants. Understand what
ticks for them and how you can build that into your business. The golden age of advertising is over. Almost all
of his success, be it his numerous bestsellers or his best-selling courses on Udemy, is because of his personal
brand as the post-industrial era marketing genius. His blog is ranked 2 in Inbound. He was inducted into the
Direct Marketing Hall of Fame in In fact, his books are more observations than steps, guides, and to do lists.
He simply observes to understand the most common problems that people face, experiments to find out what
works and puts it out there for the world to benefit from his insights. You can be innovative and immensely
successful at what you do; you just have to be stubborn enough to ignore the general perception and curious
enough to look beyond the obvious. It has sold more than 1. Today his blog at fourhourworkweek. If your
ideas do not conform to the way the world works, if you are a misfit, it is not necessarily a bad thing. Just test
if your ideas really work and put them out there to see if they help others as well. Today everyone talks about
breaking out of the rat race, starting lean etc. You can be completely different and that can be your personal
brand. Some people think of personal branding as presenting and being perceived the right way. What do you
want to be? The best marketer in the world? Remember, personal branding is all about becoming and being
seen as the best version of yourself.
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Take charge of your brand by walking your talk, owning your mistakes and accomplishments, and adapting rather than
whining when things get tough. When you take charge of your life you continuously adapt and improve.

U R a Brand! Read an interview with the author, Catherine Kaputa. U R a Brand!: Or maybe your mind
wanders to images of the hot iron branding of cattle as a rangeland mark of ownership? Are the images and
feelings conjured up by the words "brand" and "branding" negative or positive? They might be either, or both.
You see, for more than 4, years -- at some time in all countries and all civilizations -- brands have been used as
identification: They have been symbols of disgrace for, say, convicted criminals -- or symbols of pride for; i.
A relatively new concept in the long and conflicted history of branding is the idea of self-branding, a strategy
for success that includes and employs the practice of self-awareness and commitment to who you really are,
and a way to turn an ordinary career into an extraordinary one. Catherine Kaputa -- a year veteran of branding
and advertising; and the founder of SelfBrand, a brand-strategy firm that works with people, products, and
companies -- has taken the most positive, authentic and noble form of personal branding, and written about it
in her self-help book U R a Brand!: A self-brand represents a Big Idea, a belief system, that other people find
special and relevant. Self-branding is more than your name, identity, and image. It is everything you do to
differentiate and market yourself, such as your messages, self-presentation, and marketing tactics. For people,
branding is about achieving greater success, as represented by money, fame, self-esteem, or whatever measure
is important to you. The trick to effective self-branding is to devise a strategy that works in achieving
professional and life goals but also is true to you -- that brings more of you into the equation. And really
looking at what is different and unique about you, and highlight that difference. The key thing that branding is
really about is differentiating yourself. Not being afraid to stand apart and highlight that, and to make that a
powerful thing That will make you successful. Kaputa acknowledges that this was no accident: What I wanted
to do was give people a lot of things they could think about and utilize. Branding is all about perception;
building positive perceptions for a product, or building positive perceptions for you. If people think you are a
bit player, you will be one until you change their thinking. What matters are the impressions in the minds of
other people. Those perceptions about you control your destiny. Kaputa talked about one of the ways this can
be achieved: What do other people comment about you? Listen to what other people say. What kind of
messages are you hearing more than one time about yourself? That people think you do really well? And jot it
down. It will help you focus on your strengths and deflect your weaknesses. It will help you zero in on
opportunities and threats on your professional horizon, even uncover hidden information. Doing a periodic
SWOT analysis will keep you on track. You know, here is somebody who has written more than some
countries have done in their whole literature. Also, he was very famous for coining a lot of words; tons of
words that never existed before, and expressions that are timeless and so rich. Shakespeare himself was such a
great brander with the naming he did; with the characters and words he created. It seems no matter how we
change or what we achieve in life, families often cling to that "label" or brand" assigned to us when we are
young. It can be a problem and I found that when I went home, I had to resist falling back into the trap of who
that brand was that my parents saw me as.
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CHAPTER 1. Take Charge of Your Self-Brand. And say to all the world, "This was a man." William Shakespeare Julius
Caesar (V, 5). In 64 B.C., the Cicero brothers, Marcus and his younger brother Quintus, were political wannabes.

Share via Email Spend a day learning to describe your brand and it will help you to filter business decisions.
Alamy What does the word brand mean to you? Is it a badge, a logo, a name, a colour or a collection of these
things? For me a brand is something that runs much deeper than that â€” the best way that I have heard it
described is as a promise. For example, if you buy a can of Heinz beans, you know what you are getting and
they deliver every single time. It is the same with Innocent smoothies and companies like Apple, Google and
Nike. These companies have a promise and they align the three main parts of their business â€” culture,
product or service and reputation â€” around it. From who they hire, to what they make, to what people say
about them â€” everything is in line with the brand promise. Do they all say exactly the same thing? If not,
you may have an issue. However for a SME with limited resources, finding your brand promise and
redesigning your brand identity can seem frivolous or even a waste of time. But there is a low-cost solution
that has stood me and my clients in good stead over the years. We call it finding your brand DNA, and when
you have done this it should be the lens through which you view and filter all business decisions â€” such as
who to hire, what to sell and where to sell it. How to find your brand DNA Start off by choosing people from
across your organisation or if you are smaller run it with who you have. Ideally attendees will be from
different departments, levels of seniority and length of service. Hire a venue outside the office, put aside a half
day, and set a date. Find a facilitator who must be an objective outside party to run the day. They force the
group to make decisions on every question and encourage discussion. The questions that the group must
answer are: Describe your business as if you were describing it to your grandmother. No corporate jargon and
no waffle. If you could only have one type of customer for the rest of your business life, who would that be?
Think of all of the possible reasons why customers would use your product or service. List as many as
possible, and have a vote on the main reasons. Take three competitors that are keeping you awake at night and
allocate each one to a team. Ask them to pretend that they are in charge of those companies and list all the
reasons why they are better than your company â€” be honest, brutal and factual. You then have the chance at
the end of each presentation to say why you are better than the competitor. Back from the brink: Take a good
range of recent magazines travel, music, gossip, home, food, photography, sport. Pass these out to the group
and ask them to find one picture each that encapsulates the personality of your company. Ask people to
present their pictures, and words that describe them, to the group. Write up the main personality words and
then narrow all the collated words down to four that describe your brand. Once you have agreed on your brand
personality keywords, select supporting words for the main brand personality words. For example, if brave is
one of your main brand personality words, it could mean that pioneering, confident and spirited are good
supporting words for your tone of voice. Pull all of the answers together â€” think of it as your Cluedo
moment. You start the positioning statement as follows: An example could be: This should be a tight
paragraph that has no waffle in it. It will be packed full of everything that you have discovered over the
session. Finally, can you take your brand DNA statement and sum it up in two words? Think of this as a
shorthand version of your longer brand DNA statement, for everyone in your business to keep at the back of
their mind.
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What is the meaning of life What is the meaning of Life I doubt whether a doctor can answer this question in
general terms. For the meaning of life differs from man to man, from day to day and from hour to hour. To put
the question in general terms would be comparable to the question posed to a chess champion: The same holds
for human existence. One should not search for an abstract meaning of life. Everyone has his own specific
vocation or mission in life to carry out a concrete assignment which demands fulfillment. Therein he cannot be
replaced, nor can his life be repeated. As each situation in life represents a challenge to man and presents a
problem for him to solve, the question of the meaning of life may actually be reversed. Ultimately, man should
not ask what meaning of his life is, but rather he must recognize that it is he who is asked. In a word, each man
is questioned by life; and he can only answer to life by answering for his own life; to life he can only respond
by being responsible. The Essence of Existence This emphasis on irresponsibleness is reflected in the
categorical imperative of Logotherapy, which is: The more one forgets himself-by giving himself to a cause to
serve another person, to love, the more human he is and the more he actualizes himself. In other words, self
actualization is possible only as a side-effect of self-transcendence. The meaning of life always changes, but
that it never ceases to be. According to logotherapy, we can discover this meaning in life in three different
ways: The first, the way of achievement or accomplishment, is quite obvious. The second and the third need
further elaboration. The second way of finding a meaning in life is by experiencing something-such as
goodness, truth and beauty-by experiencing another human being in his very uniqueness-by loving him. Love
is the only way to grasp another human being in the innermost core of his personality. No one can become
fully aware of the very essence of another human being unless he loves him. By his love he is enabled to see
the essential traits and features in the beloved person; and even more, he sees the potential in him, which is not
yet actualized but ought to be actualized. Furthermore, by his love, the loving person enables the beloved
person to actualize these potentialities. By making him aware of what he can be and of what he should
become, he makes these potentialities. The Meaning of Suffering We must never forget that we may also find
meaning in life even when confronted with a hopeless situation, when facing a fate that cannot be changed.
When we are no longer able to change a situation-just think of an incurable disease such as inoperable
cancer-we are challenged to change ourselves. Man is even ready to suffer, on the condition, to be sure, that
his suffering has meaning. But let me make it perfectly clear that in no way is suffering necessary to find
meaning. I only insist that meaning is possible even in spite of suffering-provided, certainly, that the suffering
is avoidable. If it were unavoidable, however, the meaningful thing to do would be to remove its cause, be I
psychological, biological or political. To suffer unnecessarily is masochistic rather than heroic. In accepting
this challenge to suffer bravely, life has a meaning up to the last moment, and it retains this meaning literally
to the end. Here I raise the question, how is it possible to say yes to life in spite of all that? How, to pose the
question differently, can life retain its potential meaning in spite of its tragic aspects? In other words, what
matters is to make the best of any given situation. It must be kept in mind, however, that optimism is not
anything to be commanded or ordered. One cannot even force oneself to be optimistic indiscriminately,
against all odds against all hope. And what is true for hope is also true for the other two components of the
triad inasmuch as faith and love cannot be commanded or ordered either. Now let us turn to the question of
meaning itself. To begin with, I would like to clarify that, in the first place, the logotherapist is concerned with
the potential meaning inherent and dormant in all single situations one has to face throughout his or her life.
To invoke an analogy, consider a movie: However, we cannot understand the whole film without having first
understood each of its components, each of the individual pictures. Finally, forces beyond your control can
take away everything you possess except one thing, your freedom to choose how you will respond to the
situation. You cannot control what happens to you in life, but you can always control what you will feel and
do about what happens to you.
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It's a new year and time for woke brains and new mindsets. Here are a few ways to embolden your "Brand" and help you
course-correct or keep your moonshot on trajectory.

Chapter 7 : Take Charge of Your Battery
Take Charge of Your Self-Brand 3 to enhance your identity and communicate your USP. It also means developing a
personal marketing plan for reaching your goals, tactics to get from A to B (and through all the other letters of the
alphabet, depending on your goals). And it means engaging your target audience without seeming self-promotional and
obnoxious.

Chapter 8 : ngoakorasebotsa
they have written two books to date - bananas about marketing: how to attract a whole bunch of happy clients and
perception: take charge of how others veiw your brand, become irresistible, and make a bigger impact.

Chapter 9 : U R a Brand! Interview with Author Catherine Kaputa
Personal branding is one of the most important business trends. Moreover, for a good reason, as it offers great
privileges to persons who conduct it successfully.
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