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PERSONAL BRANDING 
GOES TO WORK
A powerful tool for employees and employers alike

www.mpressions.be
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           THE MERGE OF THE CORPORATE
           AND PERSONAL BRANDS

Personal and corporate brands, once entirely separate 
entities, are now overlapping, as organizations realize the 
value of the influencers in their workforce. 

Innovative organizations understand that when you help your 
employees build their brand, you create authentic brand 
ambassadors. At the same time, you enable them to perform 
at a higher level and to become more deeply engaged in your 
organization. Today, most major companies across the globe 
incorporate personal branding programs into their leadership 
development programs.

We will see the rise of companies with social employee 
advocacy programs, social listening programs and 
professional development plans that include instructions 
and governance models on how employees can enhance
their personal brands while supporting company goals. 

TALK HUMAN TO ME                                                                                   
Your customers are human. Your partners are
human. Your employees are human. Even your
social media fans and followers are human. 

Human 
beings speak 
to, 
communicate 
with and 
buy from 
other 
human 
beings. Of 
course a 
brand is not a 
human.
A logo is not 
a human. 

However, we can help make brands more human by 
empowering and bringing the front of the human 
beings who make the brands what they are. Using 
effective ways of connecting with your audience in a 
more authentic way.

And don’t think this applies only to external-facing 
employees like consultants or salespeople; whether 
they are in purchasing, accounting, or the IT 
department, they, too, have clients. Having a strong 
Persona Brand builds solid connections with these 
clients—and solid connections are good for business.

Your employees are your greatest asset and can 
be your most powerful brand army of loyal brand 
advocates.

The bottom line is that 
we trust people more than 

we trust brands, and we 
engage with people more 

than we engage with brands. 
If you don’t get your 

employees involved in 
creating powerful engaging 
stories online and offline, 

you’re absolutely losing out 
to companies that do. 

THEN NOW

PERSONAL
BRAND

CORPORATE
BRAND
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THE POWER OF EMPLOYEES’ PERSONAL BRANDS.

When brand messages are shared by employees on social media, they get 
561 percent more reach than the same messages shared by the 
brand’s social media channels.  

24X Brand messages are re-shared 24 times more frequently when posted 
by an employee versus the brand’s social media channels.  

Employees have 10 times more followers than their company's 
social media accounts.  10X

Content shared by employees receives 8 times more engagement than 
content shared by brand channels.  8X

RE-SHARED

FOLLOWERS

ENGAGEMENT

561 %
REACH
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At the end of the day, we’d all rather deal with people 
who are real, rather than those who are faking it. 
And that couldn’t be more true or 
relevant in today’s world of work. 
Given today’s global climate of 
distrust, business leaders must 
understand how valuable it can be 
for them to simply be themselves in 
building a trusting and fulfilled 
workplace. Importantly, the buck 
doesn’t stop with them on this. 
Empowering and encouraging their 
employees to be authentic, and feel 
confident in doing so, can also be 
hugely greater employees’ feelings 

of authenticity are, the greater their job satisfaction, 
engagement and  performance. Employees who are 

‘real’ at work are generally more 
comfortable and as a result, more 
successful. If you think about it, 
creating an authentic workforce 
means that employees will feel 
more able to express themselves, 
and thus empowered to share their 
unique talents and skills. Surely that 
can only be a good thing because 
unengaged employees still make 
up 75% of the average company’s 
workforce. 

THE TRUE FACE OF YOUR WORKFORCE:
ENGAGEMENT & AUTHENTICITY 

EMPLOYEES AT COMPANIES THAT INVEST IN 
PERSONAL BRANDING INITIATIVES ARE:

Employers who help 
employees identify their 

personal brand as it aligns 
with the organization’s 

employment and leadership 
brands reap the rewards 

in increased engagement, 
which leads to increased 

business value.

more likely to feel 
optimistic about their 

company's future

27%

are more likely
 to stay at their 

company

20%

are more likely to believe 
their company is more 

competitive

40%
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THE VALUE OF 
LEADERSHIP BRANDS                                                               

INNOVATE THROUGH INDIVIDUALITY                                             
Successful organizations are the ones with the ability to 
adapt and innovate, qualities that are employee-driven.  

Investing in talent development that goes beyond the 
standard fare of job related topics could boost 
employee morale because it empowers them to take 
ownership of their growth and development. 

Having employees who understand the importance 
and impact of their personal brands sets them up for 
moving into leadership positions in your company in 
the future. The process helps them identify their 
differences, passions, mission, vision & values and 
then learn to use those to create a memorable 
reputation. Having a brand distinguishes them from 
the crowd by celebrating their individuality and 
drawing on their unique strengths to offer value to 

the people they serve. 
Investing in employees is 
crucial to a company, because 
employees are the company. 
By investing in their training, 
empowerment and happiness, 
you set yourself up for 
success. 

Many companies are 
uncertain of where the lines 
exist when investing in 
employees. Some are afraid to go all in only to lose 
value hen employees resign from their posts. What 
many companies fail to realize is that they could just as 
easily lose employees to their hesitation to invest in 
employee well being.

Gone are the days when purchases were made solely 
on product attributes. Decisions are now increasingly 
based on additional factors such as the company 
behind the brand, what the company stands for and 
even the standing of its senior leaders. CEOs can’t 
assume that what they say and what their teams do
 are going unnoticed by the public. Leadership 
behavior from the top down must set the tone and 
shape the brand and the values it stands for.

Today’s CEOs are expected to be seen and heard and 
to be on the scene internally, externally and virtually. 
CEOs have entered a golden age of opportunity in 
which to tell their company story and join the 
conversation. This new era is marked by the recognition 
that CEO engagement is particularly critical to 
corporate reputation and is facilitated by high demand 
for content to help grow the business. 
A CEO’s reputation accounts for 50% of a 
company’s reputation.

A CEO brand is a collection of the perceptions that 
people have of that brand, and to be successful the 
CEO brand needs to be borne from true values, what 
they stand for and their outstanding qualities. Often 
their different approach and attitude will make their 
brand unique and well known. The business brand is 
inspired by the individual personality and values 
of the CEO. 
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87%
attracts 

investors

83%
generates positive 
media attention

83%
affords crisis 
protection

77% 
attracts new 
employees

70% 
retains current 

employees

The stronger the CEO brand is with the audiences 
that matter, the easier it is to accomplish great things. 
It’s easier to drive his vision forward, attract
 attention, influence people, hire great talent, align 
people around his plan, win trust, and deliver results. 
A bigger brand makes you more influential. 

The same goes for other team leaders in the 
organization. As leaders representing your company 
you want them to be armed with a solid 
understanding of how their personal brand impacts 
them being effective leaders, not only from the 
perspective of how they lead internal teams but also 

how they appear as thought leaders in their industry. 

Their reputation is the company’s reputation! 

Leadership branding can help organizations because it 
can help attract investors, high quality 
customers, and top talent.

It can also increase the organization’s value, in 
revenue, Net Income, and share price, according to 
a survey conducted by Oliver Wyman and the 
Economist Intelligence Unit.

NO MONEY IN THE CEO’S BRAND?  - Steve Jobs

Look at what happened  in January 2011, when Jobs announced that he would be taking a third 
medical leave of absence. Although U.S. stock markets were closed when the announcement 
broke, in Frankfurt, Apple’s shares immediately plunged by 6.4 percent. 
Think you can’t measure the value of a leader’s brand? It’s as tangible as that. 

What has made Steve Jobs so formidable is the way he leveraged the power of his brand values.

IN ADDITION TO ENHANCING MARKET VALUE, A STRONG 
CEO AND LEADERSHIP REPUTATION…
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Whether you target future employees or potential customers, who better to talk about your company than 
its employees? 

AN EMPLOYER BRAND THAT 
EMPLOYEES WANT TO TALK ABOUT                                                                

WINNING THE WAR FOR TALENT
Prospective employees visit social media and portals like GlassDoor and Kareer to get inside information about a 
company – its culture and work life – from employees. Employees are considered the most trustworthy source of 
company performance, operations and culture (Source: Edelman). 

Highlighting company culture through your employees is one of the best ways to set a company apart as 
an employer.

BUILDING TRUST WITH YOUR AUDIENCE
Because only 33% consumers trust brands, while 90% of them trust employees, or their personal connection on 
social media networks (Source: Nielsen) it is for that very reason that positive content about your company is more 
powerful when shared by employees on their social networks than when shared on official company pages. Personal 
Branding and employee advocacy gives you opportunity to facilitate that process.

According to the National Business Research Institute, 
a 12% increase in brand advocacy generates a 2x increase 
in revenue growth. 

MAXIMISING YOUR REACH
Your employees’ networks and 
their messages can be far 
reaching. The math is simple. Let’s 
say a company of 100 employees 
has 2,000 fans of their Facebook 
business page. Their potential total 
reach is 2,000. Now if every 
employee in that company had an 
average of 338 friends on 
Facebook, the total reach of

all the employees combined is 
33,800. This calculates to a 
1,590% increase in reach. By 
utilizing your employees’ social 
media networks, you have the 
ability to reach a much larger 
audience and have your 
message be seen by 
exponentially more people. 
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FIRST IMPRESSIONS
Your Product Managers, Sales, Marketing and HR 
professionals probably interact with prospective
consumers and employees on a regular basis.

Imagine your prospective consumer or employee has 
already seen your brand on social. They regularly see 
updates from your company on their social media feeds 
and posts published by your client-facing personnel. 
When it’s time for them to make a decision, they are 
more likely inclined towards brands and people they 
know than companies they have never heard of before.

Strong Personal Brand in addition to the corporate 
brand, creates the trust and deference necessary to 
make more honest and authentic connections with 
your audience. You’re creating a situation in which 
your prospects are followers who respect and enjoy 
advice from your customer facing employees. 
Considering a purchase, individualized expertise will be 

a huge selling point.

Even when consumers have a referral, they do start 
their buying process online. What kind of first 
impression do you want to make? A terrific presence 
lends credibility and gets customers excited while a bad 
or irrelevant presence turns customers away. 

Employees are considered the trustworthiest source of 
company performance, operations and culture. 

If you’re looking to grow your pipeline and get more 
attention for your offerings, then you’ll want to invest 
in personal branding initiatives. Train your sales and 
marketing teams to use the free tools at their 
disposal, such as social media, blogging, videos and 
webinars. People have so much going on these days 
that if you don’t make an effort to stand out, you risk 
getting left behind.

92%
of people trust 

recommendations 
from individuals 

(even if they don’t 
know them) 
over brands.

53%
of decision makers 

have eliminated 
a vendor from 

consideration based 
on information they 
did or did not find 

about an employee 
online. 

70% 
of customer

 brand 
perception is 
determined 

by experience 
with people. 

88% 
of people will 
conduct an 

online search 
before a first 

meeting.
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BRANDING BENEFITS TO                                                         
EMPLOYEE AND EMPLOYER
When branding converges between the employee and the employer there are benefits to both parties.

• BUILDS TRUST in the market through the human engagement by employees.
• STRENGTHENS THE CORPORATE BRAND through the convergence of personal and  
              corporate branding touch points with the customer
• DRIVES LOYALTY among employees to reinforce the corporate brand
• ACHIEVE MAXIMUM POSITIVE PERSONAL IMPACT and delivery in any customer facing      
              business situation
• DEMONSTRATES COMMITMENT to personal development
• IMPROVES SALES SUCCESS
• REINFORCES CORPORATE IMAGE AND CULTURE, internally and externally
• DEVELOPS EXECUTIVE PRESENCE
• INCREASES EFFECTIVENESS for all other corporate training programmes investments.
• OPTIMIZES YOUR CORPORATE BRAND INVESTMENT – people are the strongest element               
              of your corporate brand today

EMPLOYER BENEFITS

• CAREER DEVELOPMENT - Declaring a personal mission and value proposition 
• INCREASED VISIBILITY and presence within the corporate workplace & the industry
• CREATING OPPORTUNITIES for growth within the industry and the employer organization
• INCREASES SELF-UNDERSTANDING and personal effectiveness
• DIFFERENTIATION - Defining relevance in the marketplace 
• WEALTH - Differentiating yourself from competitors 
• ACHIEVEMENT - Connecting with your unique value 
• FULFILLMENT - Overcoming your barriers to success 
• TAKING CONTROL AND OWNERSHIP - Drafting a solid action plan to realize your goals
• SELF CONFIDENCE - Establishing a signature look and style 

EMPLOYEE BENEFITS
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RISKS TO EMPLOYEE PERSONAL BRANDING

TO INVEST OR 
NOT TO INVEST?                                                                          
Investing in employees is crucial to a company, 
because employees are the company. By investing 
in their training, empowerment and happiness, 
you set yourself up for success. 

Many companies are uncertain of where the lines exist 
when investing in employees. Some are afraid to go all 
in only to lose value when employees resign from their 
posts. What many companies fail to realize is that 
they could just as easily lose employees to their 
hesitation to invest in employee well being. 

Every organization should assist its employees—from 
low-level workers up to CEOs—in becoming brand 
ambassadors. In this way, they can give the 
organization a sustainable, competitive advantage 
while improving reputation, improving employee 
satisfaction and retention, and, most important, 
improving reach and visibility. 

“Personal branding has the potential to make lasting 
change. It is one of the new future job skills that 
cuts across levels and should be part of the companies 
Brand Strategy & Culture. A successful 
implementation should happen from the Top, 
because company leaders and executives are 
leading the brand and set the example for the 
rest of the organization.”

EM
PL

O
YE

E
O

RG
AN

IS
AT

IO
N

   Success& Image

Commitment & Identifi cation

Engagament drivers  

Lo
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                           Ambassadorship

Dissatisfaction 
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                              Self-actualization
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There are some inherent risks when corporate 
branding and personal branding converge. Suffice 
to say that other factors come into play including 
corporate culture, proper planning and nurturing 
of the employee’s personal brand. 

The biggest risk is associated with the alignment
or gap between an employee’s personal brand and 
the corporate brand. Another risk is lack of proper 
planning to harness the two for mutual benefit.
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PERSONAL BRAND ROI 
IS MEASURABLE                                                                               
The tagging and tracking functionalities of most CRMs 
have made it a lot easier for companies to see more 
detailed steps of the buyer’s journey, from submitting 
contact info after a keynote address by your CEO 
to reading an article in a publication and following 
employees’ social profiles and clicking through to 
your site. Whether you’re able to identify leads directly 
or pinpoint more general opportunities for awards or 
partnerships, it’s much easier to track and measure 

the benefits that come from high-quality branding 
efforts.

We can now track how various opportunities come to 
us and assign values to them, and that makes it much 
easier to invest in individual brands without worrying 
about a lack of return.

LINKING PERSONAL, EMPLOYMENT, 
AND LEADERSHIP BRANDING                                              
Companies should foster personal, employment, and 
leadership branding in their organizations because each 
one adds value to the organization, and all three are 
inextricably linked. Helping employees identify his or 
her own personal brand helps the employer understand 
a person’s career goals and aspirations, and can help 
HR and talent management professionals develop 
learning and development plans for that employee. 
It can also help in succession planning, recruitment, 
and cultural fit placement. Employers who know their 
employees’ personal brand can use that knowledge to 

identify and groom future leaders and to start the
process of leadership branding early in an employee’s 
career cycle. Personal branding can help the
employment brand because employees who are clear 
about their personal brands and how their employers 
are actively fostering them are engaged, motivated 
employees who say good things about their employer. 

They become “brand ambassadors” who share the 
same values as the organization and who are happy to 
communicate those values to others. 

STRONG PERSONAL BRANDS HAVE CLARITY, CONSISTENCY, AND CONSTANCY. 
A STRONG PERSONAL BRAND HAS CLARITY WHEN THE PERSON OWNING IT 
KNOWS WHO THEY ARE AND WHO THEY ARE NOT, AND CONSISTENTLY 
COMMUNICATES HIS OR HER BRAND THE SAME WAY IN ALL COMMUNICATION 
MODES, BE IT VERBAL COMMUNICATION, NONVERBAL COMMUNICATION, EMAIL, 
TEXTS, OR IN SOCIAL MEDIA. IT IS ALSO STRONG WHEN IT IS CONSTANTLY VISIBLE 
TO THE PERSON’S TARGET AUDIENCE.

THE 3 C’S OF A STRONG BRAND
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READY TO PUT YOUR 
EMPLOYEES BRANDS AT WORK? 
DON’T KNOW WHERE TO START?                                                       

CONCLUSION
Business leaders know that today’s successful organizations are the ones with the ability to adapt and innovate, 
qualities that are employee-driven. 

Employers who help employees identify their personal brand as it aligns with the organization’s employment and 
leadership brands reap the rewards in increased engagement, which leads to

In an overcrowded competitive market it’s hard to get 
in front of key decision makers, prospective clients and 
employers, so you need to be prepared to 
present yourself and your unique offering today. 
Having a concise branded message about who you are 
and what makes you or your organisation distinctive is 
the key to success.

MPRESSIONS can help you do just that,
using personal branding as a tool. 

MPRESSIONS helps clients to define who they are 
and communicate the attributes that make them 
unique. We give them the tools and strategies to enable 
them to be seen as credible experts in today’s market.

We offer custom executive coaching, workshops, 
training courses, Brand Ambassador development 
strategies, Personal Profile Audits & Setup for both 
individuals as for companies.
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About Mpressions
At MPRESSIONS WE believe that we are all 
Ambassadors (and stand for something). 
We help companies build more 
employee-centric employee ambassador 
programs. 

Call us: +32 474 700 677
E-mail: karen@mpressions.be
www.mpressions.be

About Karen Verheyden
Karen Verheyden is a true 

entrepreneur, passionate 
about what she does as a 
Personal Branding expert 
and coach. Enabling 

professionals define their 
true values, authenticity, DNA, 

motivation & vision. She helps companies be 
successful by turning employees into true 
Brand Ambassadors.


