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about

DAWN BENTLEY

Dawn Bentley is known as an Executive Coach and Facilitator to leaders in business
who want to explore more of their potential and be the best that they can be.
She is the founder of Aurora 4 Success, a company committed to helping teams
and individuals perform at their best.
Her focus is around impact, influence, developing a leadership presence and managing
change at an organizational and individual level.
Dawn has worked with hundreds of leaders over the years across Europe and the Middle East.
She has a passion for inspirational leadership, individual excellence, and unstinting pursuit
of the best possible solutions for her clients. She is incisive, with impeccable judgement,
and is a committed and passionate champion for all those with whom she works.
She will challenge, support and work consistently and creatively to get the very best outcomes
for her clients. Her personal style conveys her clear thinking and penetrating insights.
She has a curiosity and adventurous quality that lends a light, fun side to the relationships
she has with her clients, balancing and complimenting her professionalism.
Her aim and commitment when working with teams and individuals is to enhance their
performance and recognise their true capability, ensuring there is some knowledge
transfer in the process.
In addition to her commercial experience, she is an accredited coach with the International
Coaching Federation and a trained Coach Supervisor. She is qualified to use a variety
of psychometric tools, is a Master NLP practitioner, and Somatic Coach.
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INTRODUCTION

MY OWN STORY
I first came across the term personal branding when I set up my business 11 years ago.
Whilst it seemed very relevant, given that I was setting up in business,
I didn’t give it much attention. I was much more focused on getting clients and earning money
It was probably another 2 years before I really started to explore personal branding and what it
meant to me. I soon discovered that my personal brand is my business!!
What I realised is no matter what you do your brand is your identity. It’s your reputation.
It’s what people say about you when you leave the room. So… you cannot not make an impact!
The question is, is it the impact you wanted to create??
I consider myself to be pretty self-aware. However, it’s only half the story when it comes to
personal branding. The other half is what do others think and are these two halves aligned?
The field I work in, as I’m sure you are aware, is very competitive and continues to grow.
This is no different to the many professions out there which YOU are a part of.
So…
• How do you stand out from the crowd?

• How can you demonstrate your uniqueness?
• How do you get to the ‘essence’ of what you’re about?

I set about exploring who I really was, using some of the tools and techniques in the book,
and embracing my real strengths. At the same time acknowledging my weaknesses and learning
how to manage these – which I hasten to add I’m still doing!!
The result is I now have a brand that I am very happy with and is 100% aligned to who I am.
For those of you who end up working with me you’ll see what I mean.
It hasn’t been a speedy journey and I’m constantly ‘tweaking’ how I come across and how to
be true to who I am. Engaging in the processes I’m about to explain has helped me become very
clear about who I am, what I stand for and how I can make a difference in the world.
My approach is about understanding WHO you are from the inside out.
Which means I work with you to understand who you really are:

aren.’
u
o
y
ho ituatio
w
e
‘B ery s
n
in ev
Johnso
el
Micha

• What drives you?

• What motivates you?

• What is limiting you?

• How do you play to your
strengths more of the time?

This is NOT about marketing!!
That comes later and in some ways is the easy bit as there are lots of “how to’s” on this.
4

So if you are ready to join me on this journey, to get to the heart of your identity
and understand how you are truly unique let’s get started…

WHAT IS

PERSONAL BRANDING
Personal branding is all about you and how you operate. In short it’s your reputation.
It’s about who you are:
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It’s what you leave behind when you walk out of a room or office,
what people say about you when you are not there.
In other words personal branding is

what makes YOU unique

It relates to what you project to others and how they perceive you.
Your brand is a promise of the value you’ll give to others.

‘The Brand called you’
was first coined by Tom Peters in 1997:
‘Regardless of age, regardless of position, regardless of the business
we happen to be in, all of us need to understand the importance of
branding. We are CEO’s of our own companies: Me Inc.
To be in business today, our most important job is to be head marketer
of the brand called You.’

‘It takes 20 ye s
to build a reputaar
tio
and five minutes n
to ruin it.
If you think about
that, you’ll do things
differently.’
Warren B
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PERSONAL BRANDING

WHY DO IT?
Being clear about your personal brand will allow you to be absolutely clear about who you are
and what you bring. That clarity will enable you to communicate this confidently and congruently.

The Benefits?
Having a very clear personal brand will allow you to:
Positively manage your impact
When you are clear about your identity and the impact you want to create
you can more effectively behave in a way that is aligned to your brand.
Clearly articulate who you are and what you are about
When you are clear about your brand you will be clear about your values,
your purpose, your skills and the value you bring to any organisation, or team.
Connect your ability to the reputation you have/want
When you are clear about your brand and who you are you can clearly express what you are expert at,
what you do best and what you are the ‘go to’ person for in terms of your experience and skills.
Identify areas in which you may need to develop and/or manage yourself more effectively
When you are clear about your brand and the reputation you want to create you will easily be able to identify
skills, experience and behaviours you need to develop to consistently fulfil this.
When you are clear about your brand and the reputation you want to create you will easily be able to identify
skills, experience and behaviours you need to manage to deliver your brand consistently.
Differentiate yourself from others
When you are clear about your brand you will easily be able to differentiate yourself
from your competitors and communicate what makes you unique
The good news - and it is largely good news is that everyone has a chance to stand out.
Everyone has a chance to learn, improve,
and build up their skills.
Everyone has a chance to be
a brand worthy of remark.

‘Always be a first
rate version of
yourself, instead of
a second rate
version of someone
else.’
Judy Garland
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HOW DO YOU

DEVELOP A PERSONAL BRAND?
There are 5 key stages to developing a comprehensive personal brand:
1. Identify what you are good at
and how you operate
2. Define your values
3. Develop your Vision
4. Develop your Mission
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5. Develop your message

Identify how you operate
A successful personal brand is authentic. Thus, you need to know yourself before you can build
a successful brand. If you are creative, dynamic, outgoing, and whimsical, you will not
succeed by communicating the attributes of predictable, steady, and focused.
Much the same as Volvo is known for being safe,
not for being a speedy sports car like Ferrari.
er
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Reflect on your strengths, skills and experience.
What are you really good at?
Be as specific as possible, for example:
I can take an idea and develop a plan to bring it to life.

I am really good at taking a complex situation and making it simple for anyone to understand.
I’m great at coming up with creative ideas to engage people.
I am great at getting to the heart of what needs to be done, prioritizing, to achieve the desired result.
If you want to engage people I’m the one for you!
In addition to some personal reflection, get some feedback.
Ask people who know you really well what they see as your strengths.
What can you be relied on for?
See appendix one for some questions you could ask.
N.B. If you choose to work with me I have a really cool tool that helps you get here really quickly!!!
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HOW DO YOU DEVELOP A PERSONAL BRAND?
DEFINE YOUR VALUES
What is important to you about
the work you do?
Ask yourself this question and come up with the
list of things that are really important to you.
Once you have this list rank them in
order of importance. This is a great way
to then assess your current role.
How many of these values are currently
being met 100%?
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What can you do about closing the gaps if there are any?
See appendix two for a guide to this.

DEVELOP YOUR VISION
“Your time is limited, so don’t waste it living someone else’s life.
Don’t be trapped by dogma – which is living with the reasons of other people’s
thinking. Don’t let the noise of others’ opinions drown out your inner voice.
And, most important, have the courage to follow your heart and intuition.
They somehow already know what you truly want to become.
Everything else is secondary.’
Steve Jobs

Developing your vision is about defining your future. It should be attractive,
credible and compelling for you, not your friends or family.
Your personal vision has to reframe what currently exists and focus on your dream.
It should not be tied to the past.
Your vision shapes your action to create your future. A personal vision is a picture that you have
in your mind that captures the future that you desire to have. It may be a picture of what you will be doing,
how you will be or what is important to you and in your life at that point in the future,
your home, your family or how you are spending your time.
Spend some time thinking about how you would like your life to look in a year, two years, five years.
Be sure to document your answers, with your goals set down, and with a real understanding of your vision.
As it is a vision you may want to capture it visually, either by drawing it,
creating a collage or creating a vision board.
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N.B. If you choose to work with me I have a great, fast process to help you do this. It’s unbelievable!

HOW DO YOU DEVELOP A PERSONAL BRAND?
Developing your Mission Statement
Developing a personal mission statement becomes the standard for you and can act as a guiding
principle for how you live your life on a day-to-day basis, how you make decisions.
It sets the direction from which you can set long and short-term goals.
Everyone has his/her own vocation or mission in life and everyone is different.
Therefore, your mission statement will be unique to you and becomes a verbal expression
of your uniqueness. It is something that will always be true, your core reason for being.
A simple question to ask yourself is why do you do what you do?
What difference will it make to the world?

DEVELOPING YOUR MESSAGE
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Most big brands have a strap line that captures the essence of their brand.
The really good ones show a real alignment from product through to Values and Visions e.g.
Nike – ‘just do it’ • Tesco – ‘every little helps’ • Honda – ‘the power of dreams’
L’Oreal – ‘because you’re worth it!’ • FedEx – ‘peace of mind’

Another way of looking at this is to think what’s your master message? What sums you up?
The closer you are to linking this with how you want to be remembered the more aligned your brand will be.
This may take a while, maybe even weeks or months for you to really crystallise it. That’s OK. I started with
what felt right and it’s evolved over time. It doesn’t have to be perfect from day one but it does have to be you.
Give yourself the traditional 15-words-or-less contest challenge. The less words the better.
Take the time to write down your answer. And then take the time to read it - several times out loud.
If it doesn’t sit comfortably with you it still needs work.
Here are two Personal Brand Statements for the same person:
1. I am a graphic designer and copywriter who creates marketing materials for entrepreneurs.
2. I am the one-stop copy and design solution for entrepreneurs who want to build strong, vibrant businesses.
Which one is more intriguing to you? Which one makes you want to know more?
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Aim for something like this that
works for you and don’t worry
about getting it perfect.
Be prepared to take imperfect action.
The fact that you have got this far
would mean that you have a
greater level of clarity
than ever before.
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THE 3 KEYS TO SUCCESSFULLY

DEVELOP YOUR BRAND
To be successful, it’s not enough just to have a personal brand.
You need to communicate it to the right people. It would exhaust your resources to aim for the world
at large and take a scatter-gun approach in the hope that something would hit the target.
The key to a successful personal branding is focus!
When you are planning your communication
consider the following:
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Clarity:
We need to be clear what message we are
o Emers
ld
communicating, to whom, and why.
a
W
h
lp
Ra
All too often we leave these factors to chance:
we hope that the project director will mention a major piece of
work we are leading in their progress report, or that the client
will comment on our work. That just isn’t good enough. We need to ensure that we control the message
that is getting back to the company, and that we control when and how it gets communicated.

Consistency:
The message that get’s back has to be consistent. It’s a bit of a cliche, but it’s
worth repeating: you are only as good as your last project/presentation/report…
Moreover, when you are away from the office it is all too easy for managers only to hear
the bad news. You need to make sure that the message from wherever you are highlights your
achievement, progress and brand.

Constancy:
The flow of communication needs to be ongoing. It is very easy to only
communicate when you need to ask a question or, worse, when something goes
wrong. You may know that your project is going well, but experience has taught most
managers that no news is usually bad news! Keep people informed and if necessary agree the
regularity and format.
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SOME COMMON

MISTAKES PEOPLE MAKE
When I have introduced the topic of personal branding I have often had blank looks or resistance.
As the conversation progresses the following objections have been revealed:
1. Branding is only for products.
Whether you like it or not you have a brand.
So, you can choose to understand it and maximize it to achieve your aspirations; or let it manage you
and wonder why the same things keep happening to you!
If this statement were true, it wouldn’t be something recruiters are interested
in understanding about possible candidates!
2. Branding is inauthentic, you can’t possibly pigeon hole people!
Quite the opposite.
When you take the approach I do, which is to discover you from the inside out, it can only be authentic.
It is being authentic to who you are that stands the test of time. This is how great brands last!
3. I’m too busy and it’s not important now.
Well you may be busy and it may not seem important right now, AND you are communicating
a brand already! You could be doing this inconsistently so people don’t really understand
what they get from working with you.
Spending time on your brand will help you focus your efforts more effectively. This IS important.
4. This is far too difficult and I don’t have the time or money
to invest in hiring a Marketing consultant.
This doesn’t require an awful lot of investment and in the process you’ll get some really great and valuable
feedback that reinforces all the good that you do. It doesn’t require a Marketing consultant.

Whoops!
Wrong
again!

I have a process that will
allow you to get to the heart of
your brand within 3 to 4 hours.
Having achieved that
you’ll be motivated to do more
and find it VERY easy.

“Until yo
peace wuithmake
you are, yo who
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DEFINING YOUR UNIQUENESS

IN A WHOLE NEW WAY
As human beings we all know that we are different, no two people are the same.
Yet, when it comes to those important interviews, pitches
and presentations what makes you different?
Why should we choose you?
How many of us struggle to come up with something that ‘feels’ right?
How many of us walk away and then come up with two or three things
we could have said that would have been soooo much better?
If you have worked through some or all of the exercises in this booklet
you are much clearer about what you can say in response to this question
All it takes is practice in saying it.
If you have got to this stage of the book and still thinking:

self.

ue to my
I still feel I’m not being tr

I’m unsure about my identity what I’m hearing
from others doesn’t sit comfortably with me.

I’ve done my values
and they just don’t seem right
Now what do I do?
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Feel free to email me at
dawn@aurora4success.co.uk
I’m happy to support you
in whatever way I can
to define your uniqueness.

APPENDIX ONE

WHAT AM I GOOD AT?
Here are some questions to ask yourself and those who know you really well.
They are a guide only and feel free to add your own.
1. What adjectives would you use to describe me?

2. What would you say you could rely on me for?

3. What am I the ‘go to’ person for?

4. If I had to be more consistent in what I do/how I come across
what one thing would you suggest I change?

Please use a separate piece of paper if you need more space to complete these questions
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APPENDIX TWO

DETERMINING YOUR VALUES
In this exercise there is only one question to ask yourself :

What is important to you about the work that you do?
List everything that is important to you about work not your current job.
You’ll come up with a list of words that represent your values.
For example: 1. Achievement, 2. Variety 3. Great people, 4. Challenge, 5. Reward, 6. Location
7. Flexibility, 8. Creativity, 9. Recognition

Once you have this list prioritise them,
where 1 is the most important and 9 (using the list above as an example) is the least important.
People often find this part of the exercise tough. It is!
I’m asking you to rank all the things that are important to you in order of importance.
It is exactly because these are all important to you that makes’ the exercise tough.
All values have a ranking. If your most important values are not met you will feel very dissatisfied
so this is a very valuable exercise to undertake.

Once you have developed your prioritised list, the next step is to establish the meaning behind each value.
To do this there are 2 questions to ask:

1. Why is this important to me?
2. What does x mean to me?

( x meaning the word you have listed as your value)

By the end of this exercise you’ll have a list of values in priority order and what they mean to you.

It is the meaning of these values that have the most importance.
Often people think that because Joe has the value of creativity, just like me, means that we’ll get on.
If Joe’s meaning of creativity is different to yours you could well end up in disagreement
if you don’t take the time to explore what it really means to him and to you.
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