Interview in INTERNATIONAL REVIEW OF EMPLOYMENT (IRE)

Thomas Gad and Annette Rosencreutz are the authors of the recently published Managing Brand Me: how to build your personal brand (Momentum, Pearson Education, £15.00, www.yourmomentum.com). They spoke to Sarah Woodward. 

Branding expert Thomas Gad has more than twenty years' experience with clients such as Nokia, Procter & Gamble and Scandinavian Airlines. Swedish born Thomas lives in both London and Sweden, and has his own international consultancy business. His previous book 4D-Branding, with a foreword by Richard Branson, was published by Financial Times Prentice Hall last year. The concept of 4D-branding, a holistic method of creating, transforming and maintaining brands, was masterminded by Gad and has been applied by international enterprises such as Scandinavian Airlines, Ericsson and Rational Software. 

Annette Rosencreutz is an experienced copywriter and corporate marketing expert who has been running her own business since 1994. As a Director of a network agency within branding, advertising and communication Annette has worked on the launch and branding for clients including Ericsson, the Swedish Foreign Ministry and Europolitan Stores (Vodafone), Sweden. 

International Review of Employment (IRE): In your new book you have come up with the concept of the Brand me Mind Space, which defines the way an individual is perceived according to four key dimensions, the functional, the spiritual, the mental and the social (see model opposite). The first person to write about personal branding was business guru Tom Peters in his book Brand Me. What made you both want to pick up the concept and run with it? 

Thomas Gad (TG): When we first read the Tom Peters book we both liked the idea of personal branding and the way the new system was described. But we wondered, even at a personal level, how you would actually put it into practise. We felt there was a need to create a method to put the concept into action. From my own perspective, working for corporate brands for so long, I suddenly realised that there were strong similarities with the concept of 4-D branding and the need for personal brands. For 4-D branding I had taken many of my ideas for corporate brands from people, especially from entrepreneurs. Now, ironically, I felt the concept could be turned on its head, feeding ideas from corporate branding into individuals. 

Annette Rosencreutz (AR): And I found it interesting because much of my career had been spent working within corporate psychology, educating others on how to deal with people. I felt this concept offered an opportunity to provide a crossover between personal development and marketing. 

IRE: In the book Brand Me you stress that personal branding is important not just for your career strategy but for all your communications, including at a personal level. Why do you think that is true? 

TG: In our approach we try to take a very holistic view on an individual. These days a person is not just a working machine but nor are they purely a leisure one either. Increasingly work life is integrated with personal life, at every level. Take the example of celebrities who try to separate their personal from their public life - it is increasingly impossible for them. The solution is to create a core brand for yourself that represents you as a whole. 

AR: In our experience, whilst you go through the process of honing what you stand for, you can also find your own personal definition. And if you are able to do this for yourself as a person, in all aspects of your life, you can also find out how best to match yourself to others within your team - whether at work or at play. For example, you can compare yourself as an individual brand to that of the company you work for. It is helpful for both sides if you can work out whether that match is a good one or not. 

IRE: So how do you put the model into practise? 

TG: The first step is to analyse your strengths and weaknesses - just as we would do for a corporation in 4-D branding. Sometimes that will even mean going back into your history and making some major changes to the way you behave in specific situations. You can to a certain degree re-programme yourself. The goal is to build a personal brand and thereby create a platform to become a better communicator. 

IRE: Is this approach one you encourage individuals to follow under their own steam? 

TG: You can of course apply the principles on your own but we find it most effective through a workshop approach. We run clinics for business leaders and celebrities. But the important thing to remember about our thinking is that this is an approach which is valid to everybody, whatever their level. In fact, in our experience creating and understanding your own brand is even more valid for the less exalted individual. Public personae have usually spent longer thinking about themselves, how they project, than the rest of us. The important thing is to go through the process before you reach a point of crisis in your life - not during. Once you are in crisis mode you will not have the time or the opportunity to think about how you are coming across. 

IRE: Do you find the four-dimensional approach (functional, mental, spiritual and social) to thinking about one's personal brand easy to communicate? 

AR: Of course - because it represents the way we think anyway when we interact with others. It is simply that we don't realise it. When we present this model and encourage people to think about themselves on these four axes it helps them to structure ideas which are already contained within themselves and their behaviour patterns. 

TG: In our experience it is easy for people to accept this model, because although it is simple, it represents a deep philosophy. HR departments use many different models to measure individuals but many of them are complicated. Of course, they work well if you are trained in them, but they can be difficult for the workforce to grasp. Our model represents the basic aspects of human life and so makes it more organic for people to adapt in as natural a way as possible. And you can still use it to measure many of the elements of an individual's approach and progress. You can score how someone's brand mind space appears. And it is (taken out second "is") very helpful to put the individual into context within the company. 

IRE: In the book you point to and contrast many celebrities' Brand Me mind space, whether it be English football coach Sven-Göran Eriksson and the late film director Ingmar Bergman or founder of The Body Shop Anita Roddick and Playboy magnate Hugh Hefner. How is this useful? 

TG: The reason we are interested in celebrities is because we all need role models to follow - whether good or bad. As the spiritual dimension of our lives diminishes and we no longer look to religious leaders, for example, celebrities have become the new icons. 

IRE: Do you think different individual brand examples work for different nationalities? 

TG: It's the first time we have been asked this question and it has occasioned us some thought. If you look at the four dimensions of the Brand Me mind space, then probably the functional and spiritual elements are most strongly reflected in the Scandinavian way of life. To a lesser degree that is probably also true of Germany and the United Kingdom, where the emphasis is on being productive and fitting in. In southern Europe on the other hand the social and mental dimensions tend to be more relevant. It is more important to have a social context within the Latin countries and there is more emphasis on intellect and culture. So it is probably true to say that there are different emphases on different dimensions across Europe. 

IRE: And where does that leave the United States? 

TG: US society has tended to encourage entrepreneurs, with its strong tradition of immigration. And in our experience the entrepreneurial individual tends to be strong across all four dimensions, with an emphasis on functionality. This would suggest that the successful personal brand in the USA would again differ from that in southern or northern Europe. 

IRE: Do male and female brands differ significantly? 

AR: I believe it is important for women to start thinking across all four dimensions. Traditionally they tend to handle the social and mental elements well but the masculine world tends to be focussed on the dimension of functionality. Yet social and mental strengths are very important for leadership qualities. Women can be strong in all four dimensions but they often lack the ability to communicate their strengths. 

TG: Unfortunately, I think women are often trapped into placing more emphasis on the functional than they need to. When we show men the model, they become aware of the other three dimensions that they need to work on. For women, they recognise their strengths in the other dimensions but they have been trying to play up their functional side. 

IRE: And is the concept relevant whatever your age? 

AR: Different dimensions tend to receive more emphasis depending upon your stage in the life cycle. In your twenties, the focus tends to be on the functional, on acquiring a skills base. In the early thirties, the tendency is to start thinking of the social dimension of life and especially upon relationships. In the late thirties the mental dimension often comes to the for ?? and in alter life the spiritual may well be emphasised. But the earlier you start working on your different dimensions and recognise your 4-D persona, the quicker you will expand as an individual. 

TG: Of course the earlier you start thinking this way the better and ideally by your late twenties you will be a balanced personality. But also it is never too late. These days a lot of people are feeling the need to re-launch themselves, at whatever stage they are at in their career and life cycle. 

