


Engage

If you are going to brand yourself using social
media, you have to start engaging with social
media. There are hundreds of social media and
micro-blogging platforms on the Web and it’s
impossible to utilize them all in your personal
branding campaign. Start with one or two. The
big ones are and

Tips

*Upload a professional photo of yourself and
use the same photo for all social media sites.
*To be recognized throughout all social media
avenues, and to create consistency among your
brand, use the same username for all social
media sites.

*Use your personal branding statement and link
to your blog or Web site.

*Engage with other professionals in your
industry and provide tips or trends for readers.

Proceed with Caution

Your personal brand on social media may be an
organization’s first impression of you. Studies
show that in most cases potential employers
will almost always check social media sites to
research an employee before they even call for
an interview.

Therefore, any information or photos you
share online will be found and may work
against your personal brand. Use your personal
brand in conjunction with social media to
encourage communication and conversation
and ultimately drive traffic to your blog or Web
site.




8. Listen and Engage

Your personal brand is now created and
you are beginning to market yourself
through social media and your blog, as
an expert in your area of expertise.

Listen

Listening is a key component to
maintaining your personal brand. Listen
to what others are saying about your
brand to improve your product and
engage with them.

Engage

Your personal brand is meant to be
shared with others. With a personal
branding statement and a presence
online you will have more than enough
opportunity to engage with others in your
industry
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9. Conversation

Business luncheons, cocktail parties and networking
events —These are all of the places you can, and should,
weave your personal brand into conversation. As you
become comfortable with your personal brand, practice
talking about it with your close friends and family. You
want your personal branding speech to be perfected. Tell
who you are, what your area of expertise is, and provide
the avenues in which you communicate your area (i.e.,
blog, social media) on your business card.

Your personal brand is a part of you who are—so don’t be
afraid to talk about it with friends, family and other
business professionals. If you are hunting for a job, use
your personal brand on business cards and share your area
of expertise with business professionals. This will not only
allow you to stand out above the rest, you will create a
personal brand and image that sticks.




8. Watch Your Brand Grow

Your personal branding statement and goals
are completed. You are engaged with others

in your niche community and you are well
on your way to creating a successful blog.
Now what?

Create

Now that you are considered an expert in
your field of expertise you can offer your
services to organizations. Consider creating a
speakers packet and outline for speaking
engagements that support your area of
expertise and personal brand. This is a great
way to measure ROIl. Eventually you can
produce Podcasts, Webinars and even
publish your own book.

With a strong personal brand you can
create an empire of expertise by following

the roadmap to personal branding success!
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About the Author...

| am a senior at the University of Oregon’s School of Journalism
and Communication, earning a degree in public relations. |
wrote this e-book to learn more about personal branding. Now
| want to share it with you!

Do you have questions about personal branding or PR?
Connect with Sarah:

e-mail;: sarahannelilly@gmail.com

twitter; @sarahannelilly

facebook: facebook.com/sarahannelilly

PPOpenmic: propenmic.org/profile/SarahLilly

>Read more about my thoughts on personal branding, public
relations and social media on the Vierze PR blog!
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