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Overview: Why a Systematic Approach?

Living Your Leadership Brand: A Step-by-Step Approach, is the most effective way for
you to identify your leadership brand and learn how to communicate it with impact

Please remember that this is a ‘living document’ — it is not meant to be created and then
put away in a drawer. Its purpose is to remind you of your core beliefs and how you want
people to experience you and your brand. The content may change as you develop as a
leader

It works. Research shows that 80% of people are more likely to do something if it’s
written down
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Overview: The Content

The Living Your Leadership Brand toolkit covers six sections:

1.'Your Beliefs, Behaviors and Leadership Brand (The Why and What)
2.!Staying on Message (The How)

3.!'Your Network (The Who)

4.!0Opportunities to Market your Brand (The When)

5.!'Your Focus - where you spend your time

6.!'Your Personal Goals
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Overview: Creating Your Own Brand

This guide will take you through the process of creating your own Living Your
Leadership Brand by providing instructions and concrete examples in each section

Use the ‘'working templates' throughout to create your own personal toolkit, which
will ultimately be comprised of only six slides (one working template per section)

Completing your Living Your Leadership Brand toolkit will take time but don't feel
as if you must do it all in one sitting. Take the time you need to ensure that it
resonates with you and that you feel comfortable with its contents
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SECTION 1

Beliefs, Behaviors & Your Leadership Brand
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Beliefs & Behaviors = Your Brand

Whether you realize it or not, your beliefs, created by key turning points in your life,
shape your behaviors and ultimately create your brand

* Our beliefs are the reasons we do what we do

- Beliefs shape our values and the way we perceive the world

« Turning points in our lives (at any developmental stage) are the catalysts for our beliefs
 What you believe and how you behave create your brand

* Your brand is how people experience you, talk about you and think about you

* Your brand translates into concrete business objectives and your aspirations for your

organization
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Beliefs & Behaviors = Your Brand

What a completed ‘Beliefs, Behaviors
& Brand’ page should look like

1. Each belief is followed by a list of behaviors,
which ultimately creates your brand.

2. Your brand then translates into concrete
business objectives.

3. This culminates into your aspiration for the
business. This is different from an organization
mission statement because it is yours.

Now create your ‘Beliefs, Behaviors &
Brand’ template by following the
instructions on the pages that follow.
Put it all together on page 14.
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Sample Page

A leader should be...

counted on by others 5. execution focused

a. get it done now
b. bring a laser focus that produces results

a. be committed, responsible and accountable
b. display inspired, compassionate leadership

c. remain calm, confident and decisive c. Inspire a sense of urgency

2. athought leader

a. Inspire others as a luminary in the tech industry e These Translate to the objectives for my business
b. simplify complexity
c. separate fact and fiction

1. Build a high performance team
2. Provide excellent customer service

3. Innovative and progressive 3. Innovative in engineering

a. don't accept the status quo - everything is possible
b. think hard about being effective and efficient e My aspirations for the business
c. be creativel

Establish XYZ as a premium business in ABC

4. astrong business partner Organization
a. 'gets’ the business landscape
b. Is customer focused - understands what will delight them
c. translates vision and mission into great business plan
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Turning Points

The key to understanding your beliefs is to identify the turning points in your life that
caused you to think or behave differently than you did before.

Turning Points have three significant characteristics: 1) a situation or event that requires
a clear, unambigious decision, 2) the decision cannot be undone, 3) as a result of the
decision, our core beliefs emerge.

Example: Rosa Parks, Civil Rights Leader

Because of segregation laws, Rosa Parks was asked to give up her seat at the front of the bus (1. the
situation). Parks refused (2. an irrevocable decision), was arrested and this one, seemingly small act
gave birth to the Civil Rights movement in America. As she said later in her autobiography, "When that
white driver stepped back toward us, when he waved his hand and ordered us up and out of our seats,
| felt a determination cover my body like a quilt on a winter night." Based on this experience, a belief
held by Rosa Parks may have been, "As a leader, | believe that all people are created equal and should

be treated with dignity and respect.” (3. emergence of a core belief)
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Step 1: Identify “Turning Points’ in your life

List no more than three significant turning points in your life — situations where you had to make a

decision that changed the course of your future and revealed what you really care about
1. Your Turning Point
2. Your Turning Point

3. Your Turning Point

Ask yourself: Why were these three particularly significant? What decisions did they force me to

make? What were the outcomes? What did | learn about myself in making these decisions?
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Want to Know More

. Call us at 310.681.0125 or 301.761.1739

. Email us at info@rowleyassoc.com
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