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Leaders For What's Next



Personal Marketing
Wh e rtleeéveeet spof

Each one of us igniquein our ownspecialway. Whilst
t her e ¢-definednorm for&€ompetitive advantage
there areframeworls that can help ugprepareto be

different.

First, we must be able tomagineourideal roleCthe one
that helpsus achieveour objectives.Thismeansknowing

what we want to becomeAnd this in turnrdepends on two
lines of enquirywhat we already are anthe effortwe ¢ | |

maketo develop.

Now we can perform a gap analysis - and take
steps to close that gap.

Our analysis may surprise us. We may find that
some of our characteristics deviate in a positive
way from our aspired role stereotype. Herein lies
our competitive advantage.

For example, imagine that your self-assessment
reveals an aptitude for observation and analysis
developed over your career. Could this put you
in line for leading disruptive innovation?

Once we have identified our zones of
competitive advantage, the next step is to
leverage and monetize these. It may mean
further developing and refining our advantages,
to the point where our differentiation is crystal
clear. (The opposite is to passively let our
advantages quietly shrink on the vine — a wasted
opportunity!).
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Take Luis. In his first decade after graduating,
Luis worked in financial management. Thanks in
part to Luis’ contribution, his organization
transformed itself from an undynamic ‘also-ran’
into a competitive FMCG player.

His solid university education in management,
combined with the knowledge he accumulated
in financial management, put Luis into the line
of succession for CFO. Once he held the
position, he was exemplary. He fulfilled his
responsibilities to internal and external clients,
developed his team at a good pace, and was
well-perceived by stakeholders.

What's more, his transversal activities gave Luis

an over-arching vision of the business. He began
to understand the impact of specific actions on

the company’s growth, and became increasingly
attuned to market trends.

It became increasingly clear to Luis that if he
could just pursue a few more years in this
setting, he could expect to be selected for
general management.
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Instead, Luis shifted to a senior business development role. He
realized that he had developed outstanding communication
skills and the ability to influence. He also realized that he could
deploy these skills in combination with his analytical and
numerical track record, to position himself as a strategic
negotiator. And his approach paid off.

Luis had figured out that despite never having studied sales and
marketing, his analytical profile and finance experience were
strong differentiation factors, evidence of skills increasingly
appreciated in the business development arena.

Personal Marketing

From moving as many units as possible, contemporary
marketing, like business as a whole, has moved on. Today, it’s all
about sustainable, win-win relationships. Business leaders and
investors alike increasingly understand that a win-lose mentality
may create such reputational damage that the apparent victor
ends up in a losing position. Like a boomerang that returns and
hits its thrower on the nose.

From consumer goods, to ideas and social programs, today’s
marketing techniques are applied to political systems, many
aspects of social life, and the subject of this piece — our careers.

Levitt, Kotler, Drucker... a succession of marketing gurus have
drummed into us the importance of thinking about our product
or service in terms of our clients and consumers. This principle
has withstood the test of time. Digitization and social media —
channels that saturate the market with ‘noise’ - have only
served to confirm the age-old validity of being relevant.

However, when it comes to personal marketing in practice,
theories fall by the wayside. Too many executives | encounter,
people with a fine grasp of business, not only fail to take an
outside-in view of themselves, but miss the inside-out
perspective too: their own vision, needs, and abilities.

Personal marketing is about creating a sustainable image of
ourselves, one that truthfully and consistently represents us,
and addresses an audience to whom our specific profile matters.

Whenit comes to
personal marketing in
practice, theories fall by
the wayside. Too many
executives | encounter,
people with a fine grasp
of business, not only fail
to take an outside-in
view, but miss the inside-
out perspective too: their
own vision, needs, and
abilities.

Personal marketing is
about ceating a

sustainable image of
ourselves, one that
truthfully and consistently
represents us, and
addresses an audience to
whom our specific profile
matters.




Building your brand prism

When we think about Apple, Disney, L'Oréal, or our own
organizations, what are the first images that spring to mind?
Companies who are fighting to grab the attention of stakeholders
and secure their loyalty rely on a clearly-defined and compelling
departure point.

In my first article | referred to some
characteristics of starolut executives.
They are in some way atypical. They
connect well on a human level. They can

color their existence with something

disruptive and innovative, that lingers in
my memory like a work of art that Developed in the 1990's by Jean-Noél Kapferer, the brand prism is

touches and awakens me. a model to structure this departure point. It can be an invaluable
approach to your personal marketing strategy. The brand prism
has six dimensions — adapted here to a personal brand prism.

1 Physique:your tangible, visible 4 Reflection: the main characteristics of your ideal
features organization/client group

2 Personality: your main traits 5  Culture:your values, what you stand for

3 Relationship: how you treat your 6  Selfimage: how your ideal organization/client
organization/clients views itself

In my first article | referred to some characteristics of stand-out executives. They are in some way atypical.
They connect well on a human level. They can color their existence with something disruptive and
innovative, that lingers in my memory like a work of art that touches and awakens me.

Here is a brandprism - inspired by a real example of a stand-out executive.
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Building your 7P model

You're almost certainly familiar with the
7P marketing model. However, you may
be surprised by how well it has stood
the test of time. It is based on the 4P
model originally published in 1960

by American marketing professor E.
Jerome McCarthy in ‘Basic Marketing.

A Managerial Approach’. (The

textbook entered its 19th edition in
2013).

Promotion

1981 saw the addition by two more Physical
scholars, Bernard H Booms and Mary Environment
Jo Bitner, of three new elements -
extending the 4-point model beyond
products, to services.

The7Pmodelcan be our basis
to performthe next step of our
exercise in personal marketing.

Target Market -

If we have worked out our personal brand prism, we have
mapped out a stereotype of our target market- as this is
related to the ‘reflection’ and ‘self-image’ dimensions of the
brand prism. Our task is now to make the connection between
us and that target market (the organization, organizations, or
other parties who will buy our product our service).

TARGET
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Product -

If we were a product, what would we look like? Thinking of ourselves as a product
(or better still, a service) may seem like a rather alienating idea. Yet it is precisely
because it is alienating that it helps us take an objective view, to capture and
express our difference, our added value. In doing this, we must take advantage of
our own lifelong R&D process — our foundations (family, education) and the
circumstances that shaped and refined us (professional experiences, social
stimuli, extra-curricular interests). But above all we must filter out our golden
seeds, extract and sow them, cultivating and nourishing them so that they grow.
And the process of learning, change and personal innovation is continuous and
endless.

Promotion -

Meeting our audience involves selecting the best physical and digital channels for
our messaging: networking, conferences, social media, a press column, an
executive search firm (and/or digital substitute). Groups are also invaluable:
university alumni, sporting or cultural.

Focus, shaping our message for our target audience, is critical, and often
overlooked. | frequently meet senior candidates who shoot in all directions, waste
energy, incur dissatisfaction and frustration, and gradually lose all sense of
optimism and opportunity as a result. Conversely, others send me an ‘optimized’
CV - optimized not only in its targeting and structure, but in the evidence it
provides of learning and development. So do be selective and demanding on
yourself and others. Send your personal data only to executive search consultants
who have the gravitas to properly connect with you, understand, || || | Gz
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