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WHAT IS 
PERSONAL BRANDING?
Personal Branding means...
Positioning you (or a key member 
of your team) as the expert in your 
manufacturing niche.

We’ve been conditioned to operate 
business in a relatively faceless 
world. ‘Professional’ has become 
synonymous with being dry and 
corporate, and B2B (business to 
business) marketing has become 
incredibly dull.

The digital revolution has 
continuously gained momentum, 
and many other types of businesses 
have capitalised on its potential. Yet 
many manufacturers have been left 
behind. Trying to do business the 

old way just isn’t working anymore. 
Trying to push out the same old sales 
messages doesn’t capture anyone’s 
delight. In fact, we all practically 
ignore such old-school marketing 
messages. The world has moved on. 
As manufacturers, now is the time to 
move on with it.

Remember: We are human beings, 
even in business; and people like 
people.

Transform for growth: Move out 
of the old B2B faceless world. 
Instead, use the P2P (Professional to 
Professional) revolution to establish 
yourself as the expert in your 
manufacturing niche.

PART 1
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The result: You will improve 
relationships with current and 
potential customers, generate 
consistent interest, become the 
go-to person (and business) in your 
manufacturing niche, and promote 
business growth and profits.

If you think that personal branding 
is a load of mumbo-jumbo – then 
you’ve missed the entire P2P 
revolution. It’s not too late; and if 
you start now, then you’ll still be way 
ahead of most other manufacturers!

WE’RE GOING TO:
Discuss what personal branding is.

Consider in what ways personal branding can grow your business 
and increase your profits.

Ask if your customers will care about your personal branding, and 
therefore if it’s worth the resource investment.

Help you with the beginning steps of creating your personal 
branding.

Offer a course of action for maintaining and extending your 
personal branding.
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PERSONAL BRANDING:  
LET’S GET TO GRIPS WITH IT

Building a personal brand means 
proving to your customers that you 
are an expert in your field, often 
before they have even met you. Think 
of the companies who have seen 
phenomenal growth on the back of 
the reputation of their founder or key 
engineer. You may look at these as 
clichéd and well rolled-out examples, 
but Dyson wouldn’t have become 
what it is today if James Dyson hadn’t 
built a reputation as a creative and 
unique problem-solving engineer 
long before entering wider public 
recognition. Apple employed many 
engineers and product designers but 
wouldn’t have become the richest 
company in the world had Steve Jobs 
not proven himself to be one of the 
most creative product developers in 
computing.

As manufacturers, how often do we 
say we want to find customers who 
have a problem so we can engineer 
them the solution? These problem 
solvers (whether it be engineers or 
key team members) you have in 
your company are your potential 
experts – they are your starting point 
for personal branding considerations. 
They either already are, or could be 
raised to be seen as, a true expert in 
their specialist area. This person could 
even be you!

Ultimately, your expert doesn’t need 
to become known worldwide like 
James Dyson - they just need to 
become known and well-regarded in 
a well-defined niche.

Remember:

•  B2B is an outdated notion; it 
has been replaced with P2P 
(Professional to Professional). 
Don’t underestimate the power 
in that.

•  Your customers are comprised 
of people. People like people. 
Capitalise on that and don’t be 
a faceless dry company.

•  People want to deal with 
experts. They like advice and to 
get it from the best. 

•  It’s not about making you 
famous – it’s much easier than 
that! It’s about establishing 
you as the most important 
knowledgeable and contactable 
expert in your niche.

YOU CAN PROVE TO 
YOUR CUSTOMERS 
THAT YOU ARE AN 
EXPERT BEFORE THEY 
HAVE EVEN MET YOU 
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HOW PERSONAL BRANDING 
CAN GROW YOUR BUSINESS 
AND MAKE YOU MORE 
MONEY
A quick route to good marketing 
with real results

Tasks have a hierarchy of importance. 
Within manufacturing, getting the 
product out of the loading bay on 
time is usually at the top, followed by 
making sure you do it in such a way 
that actually makes you money. As 
an owner or senior decision-maker in 
manufacturing you will be constantly 
‘firefighting’. So, it’s unsurprising 
that marketing rarely makes it high 
enough up your list to receive any 
quality thought - time is scarce.

Even if you have a marketing 
department they probably spend 
almost all their time on day-to-day 
production and support. There is no 
time for true creative thought, or for 
considering and then implementing 
marketing strategies to completion.

Marketing has changed 
phenomenally in the last decade. 
Just ten years ago social media was 
something that had little place in 
the business world. In the present 
time, LinkedIn, email marketing, 
blogging, webinars, YouTube and 

PART 2
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so on, all present an overwhelming 
wall of noise that most of us in 
manufacturing simply don’t have the 
time or the energy to engage with. 
You will hear: “Where are the sales 
from this? Where’s the ROI on all 
that time? I’ve never posted anything 
on LinkedIn and then had someone 
read that post, pick up the phone 
and call me with an order.”

However, these kinds of questions 
have missed the point of what 
opportunities are presented 
here, and this is why you need 
to understand how the role of 
marketing has changed: leading with 
the expertise of an individual key 
person in your business is a quicker 
route to getting real results.

Capitalising on the digital and P2P 
revolutions helps you establish 
yourself as the expert quickly - 
saving costs in comparison with a 
large marketing strategy budget

The digital revolution has brought 
you closer than ever to your 
potential customer in terms of 
communications. Platforms such 
as LinkedIn have been built around 
individuals over companies, and 
YouTube allows you to make the 
experts in your business familiar to 
a potential customer well before 
you get a foot in the door. The 
P2P (Professional to Professional) 
revolution has meant that a buyer 

is now influenced as much by the 
person they are buying from as the 
product and company they are 
buying from.

Marketing tools have therefore 
evolved. We can now achieve in a 
couple of years what would have 
taken a decade, and what would 
have taken a couple of years in a 
couple of months. This means that 
by using the right tools and strategy 
you can be seen as an expert in your 
marketing niche much faster than 
you probably think.

Establishing your company as the 
home of the expert builds authority 
and customer loyalty

By using personal branding to 
establish yourself as the expert, you 
are also increasing the authority and 
good reputation of your company. 
Your company is now seen as being 
led by (or employing) experts - and 
all for the benefit of your customers. 
You are their first port of call and 
they’ll have no reason or desire to go 
elsewhere. Even when they could buy 
the product elsewhere cheaper, they 
know they won’t receive the level of 
advice and support from anywhere 
other than you. That level of trust and 
the relationship it builds with your 
customer inspires their loyalty, which 
creates repeat custom and therefore 
increases your profits.
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Mutual promotion of expert and 
company increases exposure and 
potential for sales

Every time you promote yourself as 
the expert, you are also promoting 
your company. Your company will 
also be promoting you as their 
expert. This mutual promotion 
increases exposure for your brand 
and therefore increases your digital 
imprint, meaning you are much more 
likely to be found by those searching 
for a company/expert to purchase 
your products from.

Remember:

•  Leading with the expertise of 
an individual key person in 
your business is a quick route 
to getting real results in a 
manufacturing niche.

•  The P2P (Professional to 
Professional) revolution has 
meant that a buyer is now 
influenced as much by the 
person they are buying from as 
the product and company they 
are buying from.

•  Establishing your company as 
the home of the expert builds 
authority and customer loyalty.

•  Mutual promotion of expert and 
company increases exposure and 
digital imprint of both, helping to 
maximise potential for customer 
retention and growth.

EVERY TIME 
YOU PROMOTE 

YOURSELF AS THE 
EXPERT, YOU ARE 
ALSO PROMOTING 

YOUR COMPANY
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MOVING FORWARD:

You need an expert

In order to begin personal branding, 
you need an expert. You may have 
more than one expert - an expert 
representing each of the different 
relevant areas in your business. If 
this is the case then they should all 
engage in personal branding. Either 
way, think of your expert not just as 
a face for the business, but as the 
solid establishment of your company 
offering the best expertise in the field.

You need resources to implement

You are going to need time and 
some knowledge to be able to 
establish yourself as the expert. 
However, as you read through the 
information that follows, that time 
and knowledge can mostly be 
provided on your behalf by someone 
else - you would just need to spend 
a small amount of time imparting 
some of your expertise, and they will 
do all the hard work of implementing 
for you.

Be aware of the potential pitfalls - 
and use them to your advantage

Don’t be afraid of using personal 
branding! You may be worried about 

the risk of making an employee a 
recognisable face of the company 
– what if they resign? What will you 
do then? Stop disaster thinking. 
If your expert leaves the company, 
then it gives you an opportunity for a 
positive spin - you are not a company 
willing to stagnate, you are constantly 
looking to improve your offering to 
your customers. So, first you employ 
(or promote) a new expert, and then 
you extol their expertise as being 
even better! Think ‘new & improved’. 
Think ‘we’ve invested even more in 
our team members so that we can 
offer our customers even greater 
expertise’.

Remember:

•  You will need at least one person 
suitable to be the expert.

•  You will probably need 
additional resources - whether 
internally or externally.

•  If your expert leaves the 
company, use it to your 
advantage by acquiring or 
promoting a ‘new and improved’ 
expert - use lots of positive spin 
and tell your customers it’s part 
of you investing in them and 
their needs.
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ESTABLISHING YOUR COMPANY AS 
THE HOME OF THE EXPERT BUILDS 

AUTHORITY AND CUSTOMER LOYALTY
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ARE YOU ASKING ‘WHAT 
DIFFERENCE WOULD MY 
PERSONAL BRANDING MAKE 
TO MY CUSTOMERS’?
Your current and potential customers 
want to purchase from a company 
they trust. They want to know that 
you are the experts. They need to feel 
valued and connected with you.

Establishing your company as the home 
of the expert grants you a great deal 
of authority. Your customer feels safer 
with you than going anywhere else.

Establishing yourself as the expert 
and investing in personal branding 
gives your current and potential 
customers a route to you on a 

more personal level. They regularly 
see your face in video interviews, 
segments, and photos. They see your 
thought processes, expert content 
and comments on a regular basis. 
They begin to feel as though you’re 
familiar; you’re becoming a trusted 
friend. All this time, you probably 
have no idea who they are; yet the 
next time they see you they’ll come 
over and shake your hand like you’re 
an old friend...

YOU have become the person and 
the company they want to deal with.

PART 3
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Personal branding also positively 
influences the ‘invisible buyer’ (those 
people who are looking to make a 
purchase and so are scoping out the 
potential companies, but they don’t 
make contact so you don’t know who 
they are). Personal branding makes it 
much easier to convert the invisible 
buyer into not only a sale but a long-
term repeat loyal customer. They look 
at your competition and find nothing 
that compares with your offering - 
expertise. They look at your company 
website and social media, and it’s full 
of your expert’s content. They search 
for your expert and they find tons of 
expert content on all platforms (social 
plus own website perhaps), all building 
authority. They feel safe. You are who 
they want. You are number one.  This is 
how you establish trust. This is how you 
establish loyalty. And the groundwork is 
minimal in comparison with the result.

Remember:

•  Establishing your company as 
the home of the expert grants 
you a great deal of authority.

•  If your customer trusts you 
then they will feel safer 
doing business with you in 
comparison with anyone else.

•  Effective personal branding 
means that YOU become the 
person and the company the 
customer wants to deal with.

•  Personal branding makes it 
much easier to convert the 
invisible buyer into not only a 
sale but a long-term repeat 
loyal customer.

PERSONAL BRANDING IN ACTION:  
TITUS UK / PHIL BEDDOE
Titus are one of the leading global manufacturers of 
cabinet hardware in the kitchen and bedroom markets. 
In the UK, a huge amount of this success has been 
down their general manager Phil Beddoe becoming 
recognised as the go-to expert in the niche area of 
furniture connectors, dampeners and concealed 
hinges.  Raising Phil’s profile amongst key contacts 
by using video, regular expert articles and LinkedIn 
activity has enabled him to walk into meetings with the 
biggest high-street retailers in the knowledge that they 
are ready to listen to what he has to say.
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HOW TO BEGIN YOUR 
PERSONAL BRANDING 
JOURNEY
Building your expert

First, you need to decide who the 
expert is going to be. This sounds like 
it should have an obvious answer: 
surely it should be the person in your 
company with the most expertise? 
Ideally, yes. But sometimes that 
person isn’t always the best person 
for your company to promote, or 
simply may be unwilling to be 
pushed out into the limelight.  The 
slightly uncomfortable but practical 
truth is that anyone can be portrayed 
as an expert. Granted, it is much 
better if they have years of experience 
behind them and it will make 
building their personal brand so 
much quicker. However:  To be an 
expert you only need to know more 
than the person you are talking to.

If you have an expert who has 
been in the job a long time but is 
not passionate or doesn’t have a 
willingness to engage, then look 
elsewhere. It’s more important to 
find someone in your business who is 
passionate about your company, has 
a lot of enthusiasm and willingness to 
continually improve their knowledge; 
they can be presented to your 
customers in a much better way  
However, the ideal situation is that you 
already have someone in your business 
who is already known in the industry 
and is open to becoming a face of your 
company. Once you have decided, and 
also have their commitment, you begin 
to build their personal brand as an 
expert. (For the purposes of this article, 
we’re now going to assume that this 
expert is ‘you’).

PART 4
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When thinking of choosing your 
expert(s), the qualities to focus on are:

 presentable 
 likeable 
 confident 
 down to earth 
 enthusiastic 
 passionate 
 willing to learn 
 (at least a little) charisma

Remember:

•  Choose your expert carefully, 
and not based solely on 
expertise.

•  To be an expert you only need 
to know more than the person 
you are talking to.

Converting your expertise into 
content

If you’re lucky then you’re already 
in the habit of writing industry 
comment, or your seniority in the 
business gives you the luxury to put 
time aside to plan and create content 
that you can share on your blog, post 
on social media and send to industry 
publications. To most however, the 
prospect of having to find time to 
regularly produce content on top 
of everything else we have to do is 
enough for us not to start in the first 
place.

TO BE AN 
EXPERT YOU 

ONLY NEED TO 
KNOW MORE 

THAN THE 
PERSON YOU 

ARE TALKING TO
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It doesn’t have to be YOU doing the 
extra work

This is why you need to have a 
sustainable strategy to produce 
good, high-quality content over an 
extended period of time. Often this 
means using someone else to work 
with you to extract your knowledge 
and create content on your behalf.   
In a half-day session with you, a 
skilled writer can map out a series 
of articles and take away enough 
information to produce several 
months’ worth of content written 
under your name and using your 
knowledge.

It’s important that you (as the expert) 
have the final say on any content to 
check it is technically accurate and 
that you are comfortable with the 
tone being representative of you. 
Once signed-off the content can 
be posted to your LinkedIn page, 
emailed out to your customers and 
even submitted to publications over 
a series of months - without needing 
any more time from you. 

This ‘batching’ is important to 
maintain regularity, and means you 
have content produced and ready to 
go well before it is needed.

Getting involved in video and 
audio segments or interviews is an 
important part of the process, as it 
helps customers feel much more 
familiar with you in comparison with 
written content. It doesn’t have to be 
costly either - these days you can do 
all this with a decent phone if you 
want to do this in-house. Posting this 
type of content on a regular basis is 
the best way to establish familiarity 
and trust with your current customer 
base, and helps to engage potential 
customers.

Remember:

•  The extra work involved doesn’t 
have to be done by you.

•  Outsourcing the work (internally 
or externally) means it can be 
published on a regular basis 
and in a consistent manner, and 
completed in batches.

•  Ensure you have the final say 
on any content created on your 
behalf.

•  Making use of video and audio 
is the best way to establish 
familiarity and trust with your 
customers.

VIDEO DOESN’T HAVE 
TO BE COSTLY - THESE 
DAYS YOU CAN DO ALL 
THIS WITH A DECENT 
PHONE IF YOU WANT 
TO DO IT IN-HOUSE



Personal Branding for Manufacturers 15

Reaching your potential customer 
with your content

There’s no point in creating content 
proving your expertise if nobody 
is listening. If you’re going to go to 
the time and expense of producing 
good-quality content then you need 
to leverage it so that as many of your 
potential customers see it as possible. 
If you operate in a very niche industry, 
you may only need to concentrate 
on a small number of decision 
makers. In fact, in high-value high-
niche markets it’s not unusual for 
manufacturers to look to influence 
only a handful of individuals with 
their content.

Start by making sure you have a 
platform of your own as a landing 
place for all your content. This will 
usually be a blog, or a resources 
section on your website. Email your 
current customers (and prospects 
who you have collected permission 
to keep in touch with) sharing links to 
your specific content, so they start to 

get familiar with you and the topics 
you are expertly talking about. Make 
sure that someone landing on a 
specific page can also easily see other 
content you have produced that they 
might be interested in. All this activity 
builds your reputation and authority 
with current and potential customers 
- you’re building an archive of 
expertise with every action.

Remember:

•  Leverage your content so that 
as many of your potential 
customers see it as possible.

•  Be specific about who you want 
to be your audience and who 
you’re seeking to influence.

•  Have a platform of your own for 
your content.

•  Ensure all your activity and 
engagement is leading towards 
building your reputation and 
authority with current and 
potential customers.
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LinkedIn – it’s the home of the P2P 
revolution, NOT a job-finding tool!

Many people are still confused 
about what LinkedIn is and what 
it’s used for. We still hear people in 
manufacturing say that it’s just for 
finding a new job - that is not true! 
If you think that, then you’re missing 
the entire P2P revolution. So let’s 
begin with some basic information:

What is LI? LinkedIn is a way 
for professionals to connect to 
each other, share knowledge, 
comments and expertise within 
their industries.

Why use it? Connecting with the 
‘right’ individuals on LinkedIn 
builds your audience for your 
content. Engaging with their 
content and comments increases 
your visibility and over time 
encourages mutual engagement. 
Your content posts establish 
you as the expert and over time 
builds a library of your authority 
and knowledge.

LinkedIn is fast becoming the 
cornerstone of making and 
promoting expertise. It only takes 
a few months of people seeing 
you posting about specific topics, 
or sharing videos and eBooks you 
have produced for them to start 
regarding you as an expert in that 

field - even if they never click-through 
and read the articles in full. It’s 
just as important that your current 
customers see you doing this as well 
as potential customers, as it builds 
their existing trust in you and your 
relationship with them. Remember: 
people like people, and how often do 
they usually see you? This is a way of 
continually building your presence 
with them without ever actually 
being there or picking up the phone.

If you have a LinkedIn account 
but are not actively using it, a 
sustained campaign of building 
up your contacts by an assistant on 
your behalf can make sure you are 
connected to the right people within 
the companies you are looking to 
influence. 

Initially you may not be comfortable 
giving someone else access to 
your LinkedIn account to post on 
your behalf. However, a careful 
introduction period where all content 
is checked before posting, and all 
interaction is run by you first, means 
that someone managing your 
LinkedIn account on your behalf will 
quickly pick up what you are (and 
are not) comfortable appearing on 
your page.  This could be a social 
media professional or just someone 
else in your business, but having 
someone else be responsible for 
sharing content on your page means 
posts will go out with regularity and 
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consistency. You can still continue to 
interact and post more personalised 
content, or photographs of your 
production processes alongside the 
scheduled content. This personalised 
content builds your profile even 
further, and keeps that personal 
touch which your customers will 
recognise and value.

Remember:

•  LinkedIn is part of the P2P 
revolution, not a tool for finding 
a job.

•  If you don’t have a LinkedIn 
account then you’re not seen as 
being professional by others in 
the industry.

•  LinkedIn is fast becoming the 
cornerstone of making and 
promoting expertise.

•  A sustained campaign of 
building up your contacts 
ensures you are connected to 
the right people within the 
companies you are looking to 
influence. 

•  LinkedIn management can be 
outsourced.

IF YOU THINK LINKEDIN 
IS JUST FOR FINDING A 
NEW JOB THEN YOU’RE 
MISSING THE ENTIRE 
P2P REVOLUTION

LINKEDIN 
IS FAST 

BECOMING THE 
CORNERSTONE 

OF MAKING AND 
PROMOTING 

EXPERTISE



18 Personal Branding for Manufacturers

Controlling what people find when 
they search for you online

‘Pushing’ content to the people you 
want to influence is all well and good, 
but you also need to control what 
people see if they decide to do their 
own research. 

People don’t just Google a company 
after they meet someone for the first 
time - they Google the person they 
met too (and they usually do this 
first!). This means that YOU need to 
be in control of what appears when 
someone enters your name into a 
search engine, and that what appears 
then reinforces your personal brand.

If you are trying to convince someone 
you are an expert and they Google 
you and find nothing, then obviously 
that’s the worst possible start!

In second place for the worst 
start is if they find unprofessional, 
embarrassing or damaging person 
content of yours. So, Google yourself. 
What do you find? 

If you have a personal Facebook 
profile then ensure that any 
potentially unprofessional photos or 
posts are set to private rather than 
public – then only people you’re 
already Facebook friends with can 
see these. With Twitter make sure you 
delete these posts or photos entirely.

PEOPLE DON’T 
JUST GOOGLE A 
COMPANY AFTER 
THEY MEET - THEY 
GOOGLE THE 
PERSON THEY 
MET TOO
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If you have a Linkedin account then 
this will often come up as the first 
search result when someone Googles 
your name. This reinforces the need 
to have an active and regularly 
updated LinkedIn page.

To make sure that the other top 
results also lead to pages that you are 
in control of, you may want to register 
a web address with your name in it 
that search engines will index. Here 
you can set up a separate, simple 
website that reposts your content 
and also has links back to your 
company’s website, or invites people 
to directly contact you.

Finally, make sure you create an 
extended profile page for yourself on 
your main company website, so that 
search engines pick this up as one of 
the top results also.

Don’t ignore images that search 
engines find. Google will pull 
these from both social media and 
your website, so make sure that 
professional photographs are posted 
with your name as the file name or 
that you are mentioned by name in 
the photograph’s caption.

If you have a common name then 
people will likely search for your 
name and company name together, 
so make sure the file names also 
include your company name.

Remember:

•  When people meet you 
professionally, they will most 
likely Google you afterwards.

•  You need to be in control of 
what appears when someone 
enters your name into a search 
engine, and that what appears 
then reinforces your personal 
brand.

•  Ensure that there is no 
unprofessional, embarrassing or 
damaging content which can 
be found when searching for 
you.

•  Regularly update your LinkedIn 
page with relevant expert 
content.

•  Have your own website where 
the website address contains 
your own name, and populate 
it with expert content which 
reinforces your personal brand.

•  On the company website ensure 
there is an extended profile 
page just for yourself.

YOU NEED TO BE  
IN CONTROL OF WHAT 
APPEARS WHEN 
SOMEONE  
GOOGLES YOU
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BECOME THE GO-TO PERSON (AND BUSINESS) IN 
YOUR MANUFACTURING NICHE
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SO... NOW WHAT?
If you haven’t already begun your 
personal branding journey then now 
is the time to assess if it’s right for 
your company. Stop worrying about 
staff turnover or lack of resources; as 
we’ve seen, the potential positives of 
personal branding far outweigh any 
negatives you could think up.

So, you are the expert. Go ahead! 
Create amazing written, audio and 
video content (with someone else’s 
help to ease time-resource issues). 
Make sure you’re connected digitally 
on all the right channels. Create a 
schedule of this great content and 
start putting it out there.

If you do all this (along with what 
we’ve discussed) consistently and 
excellently, then you will become 
well known and respected in your 
manufacturing niche. You will 
then have the respect and loyalty 
required to build and nurture 
amazing relationships with your 
current customers. You will then 
also have the authority and history 
of great content to inspire trust and 
excitement in potential customers.

The only question is: What on earth 
are you waiting for?  Whilst you’re 
pondering it gives someone else the 
time to establish themselves as the 
expert you rightfully are.

EXTEND AND 
MAINTAIN YOUR 
PERSONAL BRANDING

1. Know who is showing the most 
interaction with your personal brand

When building your personal brand 
you need to make sure that you’re 
not setting out on a vanity trip. You 
need to know who is paying the most 
attention to your posts and then you 
need to engage with them.

Examples of ways to do this are:

•  Email marketing: Using email 
marketing software like MailChimp 
means you can see who has clicked 
on a link to read an article in full.

•  Collecting information on 
interested people: On your website, 
asking for a name and an email 
address to download an e-book 
your expert has written means that 
you can see who is interacting with 
the content.

•  Keeping track of LinkedIn 
interactions: Keeping a spreadsheet 
of who ‘likes’ your LinkedIn posts 
means you will start building a 
picture of who you are getting 
through to.
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Combining all this data means you 
can start picking out individuals 
who are actively engaging with your 
content, identifying each person as 
someone who has an interest. Look 
to start a conversation with them, 
even if it’s only to lay the foundation 
for a sales conversation later down 
the line. This is all about beginning, 
building and nurturing these 
relationships.

2. Pick up the momentum of your 
personal brand

Being able to introduce yourself as 
an expert to a potential customer 
puts you in good standing, but 
having someone else introduce you 
as an expert to potential customers 
is very powerful. If you are consistent 
in building a brand around your 
expertise then (over a period of time) 
people will start coming to you – 
asking you to share what you know 
to wider audiences. This might be 
looking for expert industry comment, 
or as a keynote speaker at an event. 

This is where your status is truly 
cemented, with others introducing 
you to a whole new group of 
people with your expertise already 
established and without question.

You will no longer need to ‘pitch’ or 
to spend time establishing you or 
your company’s credibility.

The people who have the problems 
that only you can solve will actively 
seek you out. Your business and 
your personal contacts will start to 
recommend you to people that they 
think need your help. Customers 
will have accepted that you are the 
expert before they even walk through 
the door.

Remember: This is not the end of the 
journey - it’s the beginning

Don’t stop! You’ve now begun, but 
if you stop then all your good work 
and solid foundations will be for 
nothing. You now need to maintain 
your reputation as an expert in your 
field by continuing to do at least 
everything we’ve already discussed. 
It’s by consistently putting out good 
visible content that your reputation 
is continually maintained and 
validated.

BEING ABLE TO 
INTRODUCE YOURSELF 
AS AN EXPERT TO A 
POTENTIAL CUSTOMER 
PUTS YOU IN GOOD 
STANDING, BUT 
HAVING SOMEONE 
ELSE INTRODUCE YOU 
AS AN EXPERT IS VERY 
POWERFUL
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CUSTOMERS WILL HAVE 
ACCEPTED THAT YOU ARE THE 

EXPERT BEFORE YOU EVEN 
WALK THROUGH THE DOOR



DAVID  
PANNELL
Marketing and branding 
expert. Nucroft Director. 
Manufacturing Ambassador 
for CIM Yorkshire. Specialist in 
the B2B manufacturing and 
industrial sectors.

MARK 
PRINCE
Business growth expert. 
Nucroft Director. Works with 
ambitious SMEs to develop 
and execute business 
strategies that make rapid 
and transformational business 
inventions to drive growth and 
profitability.

SEIZING THE PERSONAL 
BRANDING OPPORTUNITY  
– HALF A DAY WITH OUR EXPERTS
HOW CAN WE HELP?
Identify your specific opportunities 
for Personal Branding and the 
route to finding them with the 
help of a half-day strategy session 
with our experts Dave Pannell and 
Mark Prince. They will gather with 
your decision-makers to enable 
a strategic view of your Personal 
Branding opportunities alongside 
how it will promote business growth.

01484 977 300
hello@nucroft.com
www.nucroft.com

https://nucroft.com/
https://nucroft.com/

