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W O M E N @ W O R K

PUT IT OUT THERE
Ensure your brand is well-known

B randing is not just for movie stars,
athletes, musicians and politicians.
It’s for everyone – including
lawyers. As you look forward to the
new year, it is a good time to think

about developing and strengthening your profes-
sional brand.

A “brand” is the image people and companies
put out for public consumption. And whether you
realize it or not, you have a personal brand. It’s the
image that comes to mind when others think of you.
That brand may be the same across all areas of
your life – friendships, family relationships and pro-
fessional relationships – or it may be different.

In the professional realm, your brand is your
reputation with clients, colleagues and those who
sit across the table from you.

If you think objectively, you likely already have
some ideas about your reputation. You’ve probably
heard it over the years through comments and
seen it from other people’s response to you. If you
haven’t, and you need help determining the image
you are projecting to the world, ask your peers for
some honest feedback.

Once you have evaluated your existing repu-
tation, consider whether it is what you want your
brand to be. If so, you are on the right track and
you simply may need to strengthen it. If not, now is
the time to assess how you can align your brand
with your professional goals.

Here are four tips to consider when you develop
your brand:

1) KEEP THE THREE C’S IN MIND
The team at GrowthPlay, a consulting firm with
expertise in business development, says a strong
personal brand will have three core components:
competence, character and credentials. Compe-
tence relates to your skills, character pertains to
your style and credentials are your proof points.

“When we coach attorneys in developing a per-
sonal brand, the competence piece is typically the
easiest for them to define. They can quickly iden-
tify a list of skills that they would put on a calling
card and either are or would like to be known for –
their go-to status,” said Brianna Leung, a principal
consultant at GrowthPlay.

“The character component is often harder for
attorneys to identify, and yet equally important to
intentionally brand. Much like how people would
describe a doctor’s bedside manner, an attorney’s
character is defined by the way people experience
working with him or her. Character is found in how

the attorney connects with, relates to and be-
comes trusted by the people in their network.”

2. ALWAYS HAVE A HEADLINE
Your personal brand is developed every day: in
conversations with your colleagues, while net-
working with professional contacts at a confer-
ence and during meetings, phone calls and emails
with clients. The team at GrowthPlay notes that
you need to be headline message ready.

“When someone asks you what’s new, be ready
with a positive and informative response that helps
people understand your competencies and char-
a c t e r, ” Leung said. Your headlines will help shape
other people’s perceptions of you, so be sure your
messaging aligns with the vision for your personal
brand.

3. HIGHLIGHT WHAT MAKES YOU
DIFFERENT
What is it that makes you stand out from your
competition? How does this bring value to your
clients, colleagues and other professional and per-
sonal contacts? Highlighting your unique skills and
style reminds people of why they connect with you
and propels important relationships forward. Build
your brand around things that set you apart and
you’ll make a strong impression when it counts.

4. PROMOTE YOUR BRAND
Consistently marketing your brand and establish-
ing visibility are critical parts of a brand strategy.

Within your organization, such promotion may
include taking on projects and leadership roles
that will help you showcase and develop your skills
and expertise. In the larger legal community, you
can market your brand by contributing to journals,
speaking at conferences, joining organizations and
networking with individuals and groups of people
so you become known in your industry.

Social media platforms such as Twitter, LinkedIn
and Facebook also can be important tools for de-
veloping your brand.

As noted by Leung, attorneys “are their prod-
ucts.” The first steps of developing a robust prac-
tice are effectively selling your services and de-
veloping strong relationships.

By taking control of your professional brand,
you proactively work toward achieving your career
goals and communicate your unique skills and tal-
ents to the world.
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