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Build Your
Personal
Professional
Brand

Be Known For What You Want
To Be Known For - On Purpose

Hi! I'm Deirdre.

President + Lead Strategist of TankGirl Marketing

FSMPS, CPSM, 27 years exp, SMPS OC Board

Avid dog lover + scary sport enthusiast

Ilove to win!
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Agenda

What is a personal brand?

How to build a brand
Case studies

Creating YOUR personal brand

Whatis a
personal brand?
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Your brand is built in the moments
no one is formally evaluating you.
Itis what people say about you
when you are not in the room.

Reputation

You already have a brand.
The question is:

Did you build it on purpose,
or did others define it?




Why does your brand matter?

Being good at your job gets you hired.
Being known gets you trusted and chosen.

Trustdrives Visibility Consistency
opportunity drives selection builds reputation

What your brand is not:

Social media Self-promotion

Your brand is what people
experience consistently.

5/18/26




5/18/26

Where your brand shows up

Secret:

Itis what they say about you
when you are NOT in the room
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The reality

Who gets pulled into Who gets protected when
client meetings? something goes wrong?

Who gets recommended
when no one is watching?

How to build a brand

How to build
a brand
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EXERCISE 43 ¢
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Personal Brand
Shapshot

Exercise Questions

What are you currently known for?
How do others typically describe you?
Is that what you want to be known for?

What signals are you sending unintentionally?
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Brand Framework

o O )

Message Behavior Signal

What you How you What people
stand for show up experience

Brands aren’t built
on intention.

They’re built on
consistency over time.




Case Studies

Case Studies

Case Study: Coca Cola @%
< 2 ),

Message

Behavior Signal

“Open Happiness” Consistent visual
Optimism

identity, emotional
Connection storytelling, global
Nostalgia brand recognition,
Togetherness and memorable
campaigns

Happiness

Familiarity
Americana
Celebration

Reliability
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Why Coca Cola Works:
Consistency Builds Trust

What Coca-Cola DOESN'T do: What Coca-Cola DOES do:

Abandon its core identity Repeats core emotional themes
Change tone every year Maintains recognizable visuals
Chase every trend Creates shared experiences

Dilute its identity Delivers a predictable brand feeling

Strong brands )
create
recognizable
emotional
experiences.
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Case Study: Taylor Swift

o 2

Message Behavior Signal

Authenticity Strong audience Relatability
Storytelling connection, Loyalty
Reinvention intentional Vulnerability
Emotional connection eras/aesthetics, Easter eggs
Empowerment highly personal Community
songwriting, and
strategic reinvention

Why Taylor Swift Works:
Consistency Builds Loyalty

What Taylor DOESN'T do: What Taylor DOES do:

Abandon her core identity Builds community with fans
Ignore her audience Maintains recognizable storytelling
Reinvent randomly Evolves strategically over time

Lose emotional connection Delivers consistent emotional experiences




The strongest personal
brands feel recognizable
across every touchpoint.

Case Study: Walmart

<

Message

Affordability
Convenience
Accessibility
Everyday value
“One-stop shop” for
everyone

o

Behavior

Massive scale, low
prices, high-volume
operations, aggressive
expansion, and
convenience-focused
shopping experiences

Signal

Chaos
Long lines
Overcrowding
“People of Walmart”
Low-end perception
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Why Walmart’s Brand Signal
Became Complicated

Walmart DOESN'T want to signal: What people actually experience:

Disorder and stress Overstimulating environment
Poor shopping experiences Inconsistent customer service
Internet meme culture Frustration/stress/crowded stores

Low-quality perception Viral internet stereotypes

Experience
will always
overpower
intention.
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Case Study: Kanye West

o O )

Message Behavior Signal

Creativity Bold artistic reinvention, Controversy
Innovation controversial public Instability
Disruption behavior, unpredictable Unpredictability
Confidence communication, and Polarization
Cultural influence constant attention- Public outbursts
grabbing moments Conflict

Why Kanye West’s
Brand Became Unstable

Kanye’s brand originally signaled: What began weakening the brand:

Innovation & creative leadership Inconsistent public behavior
Artistic vision Emotional unpredictability
Confidence Lack of message control

Cultural relevance Controversy overpowering the work
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Public perception is shaped over
time through repeated behavior. Billionaire No More: Kanye West's

Antisemitism Obliterates His Net
Worth As Adidas Cuts Ties
/) )
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Case Study:
TankGirl Marketing / Deirdre Booth

ONCE UPON A TIME
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TankGirl 11.1.11
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How it Shows Up

o O )

Message Behavior Signal

Strategy-first thinking Consistent strategic Strategy-first thinking
Helping AEC firms win positioning, hands- AEC expertise
Clarity over noise on leadership, Winning work
Creativity with purpose always ready with a Leadership
Industry expertise plan, industry- Training and mentorship
specific expertise Excellence
Bluntness

What | had to say noto

Projects that didn't align

Clients who didn’t value strategy

Being liked vs being respected and chosen
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What this “cost” me

Not for everyone = less opportunities
Tighter filter means shorter sales cycle

Those that fit, we enjoy and pay better

What has NOT changed?

The imagery has changed,
but the core values and
how we show up has not.




TankGirl 2019
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STARTS
HERE.

AEC firms call TankGirl when they need

clear strategy, stronger messaging, and

smarter pursuits.

PURSUITS THAT WIN

D

oposals + SOQs - Interview Coaching & Support

D

Technical Writing + Messaging + Content Developmer
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Branding - Graphics - Templates
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May 25,2023 | 11 AM AZ | 90-minutes 65
‘Zoom Webinar | 1.5 CEUs $
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Creating YOUR brand

Creating YOUR
personal brand

Personal brand gap check

What are you known for?
Is it what you want?
What do people come to you for?

What do they NOT come to you for?
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What are you doing today
thatis reinforcing the right
or wrong message?

Define your brand

| want to be known for
because
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Behavior alignment

If that’s your brand...
how do you show up daily?

Micro-behaviors that build trust

Be the person who summarizes the meeting clearly
Be the one who follows up before being asked

Be the calm voice when things go sideways
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Visibility

Reinforcement

Consistency builds
trust over time.
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If people don’t seeit,
itdoesn’t count.

Where will you be
visible and how?
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What weakens your brand

Overcommitting and underdelivering
Staying quiet when you should speak
Being inconsistent across situations

Trying to be liked instead of trusted

Action Planning

One behavior to change
One visibility action

One relationship to strengthen
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Small shifts in how you show up
change how people experience
you—and that changes
everything that comes your way.

You don't get to opt out of
having a brand.

You only decide whether you build
it, or you let them do it for you.
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Take the Poll!

Please

Deirdre Booth, Fsmps, cpsm

deirdre@tankgirimarketing.com
ph: 480.295.5767
tankgirimarketing.com
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