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As the border between public and private life is dissolving, the interest in personal branding has grown dramatically. We are facing greater transparency because the media requires public figures to be more personal in order to be interesting to the audience, writes Thomas Gad. 

To handle this, a public person needs to have a strong and clear core personality. You need to establish what you stand for, not only in the public domain, but also generally as a person.

Personal branding is about analysing your strengths and weaknesses, and refining what you stand for. Having your own personal brand helps you differentiate yourself from others and communicate yourself more clearly.

Today's world is becoming increasingly cluttered: we are bombarded by impressions and information, there is competition for the space in people's minds and their attention. On top of that, there are many people who are pushing their personalities.

Brand Me is a method that allows you to identify your personal issue, creating a personal motto and a platform for your personality. It helps you to cut through this clutter and come across as more clear and credible.

According to the Brand Me method, it is not enough to build your brand in one dimension only, which is the case for many well-known people throughout business, sports and entertainment. Having a one-dimensional brand makes you vulnerable to situations, not only in your business life, but to an even higher degree in your private life. A personal brand with staying power has to be built in four dimensions. Building your brand in four dimensions will secure your space in the minds of other people.

The four dimensions of the Brand Me method are:

--The functional dimension, which is your practical abilities and skills.
--The social dimension, which is about how you interact with and attract other people.
--The mental dimension, which is your intellectual ability to inspire others, provide insight and be a mentor.
--The spiritual dimension, which is about how you connect to larger things in life, your role in society and having "an issue".

Your personal brand is very much driven by your personal issue. It is your driving force and usually your best communication tool. With an issue, you have an interesting story to tell and you are able to gain space both in the media and other people's minds.

But your issue has to be part of the real you, you have to be passionate about it. An issue can be a grand thing, something you do for your community, local or global. It can be ethical or environmental, but it can also be found within your work. For example, it can be about refining the industrial standards within your business or the quality of the delivery.

Your issue and your personal brand should give you energy, be part of your beliefs and be clearly beneficial to others.

'Managing Brand Me - How to Build your Personal Brand' by Thomas Gad and Anette Rosencreutz is published by Momentum, priced £15.

Special offer to Brand Republic readers: To receive a 15% discount on 'Managing Brand Me', please telephone 01279 623 623 and quote aw2002brandme.

Thomas Gad is an experienced branding authority, with more than 20 years' experience with clients such as Nokia, Procter & Gamble and Scandinavian Airlines. Swedish-born Thomas lives in London and Sweden, and has his own international consultancy business. His acclaimed book '4D-Branding', with foreword by Richard Branson, was published by Financial Times Prentice Hall last year. 

