
3 STEP TEMPLATE TO 
CRAFTING YOUR PERSONAL 

BRAND STATEMENT



IS PERSONAL BRANDING WORTH 
THE TIME INVESTED 

FOR ENTREPRENEURS? 

   I used my personal blog and reputation to launch and sell 
the first product and over the course of about 6 months, I 
migrated that audience to WooThemes. Today we have 500 
000 customers and we’re a multimillion dollar revenue. I also 
managed to keep building my personal reputation which 
helped me create my new startup, PublicBeta.        

This was the response given by serial entrepreneur, Adii Pienaar, 
to a Quora question if he should work on his business brand or 
personal brand.

As entrepreneurs, we are faced with a multitude of tasks to 
handle. Hence you might be wondering:

Simply put – Your Personal Brand is an asset that will last you a 
lifetime. Probably longer than the shelf life of your business. 

It helps humanises your business, diferentiate it from the 
competition and prevents it from being commoditised. 

‘Do I need seriously need another item 
on my to-do list?’

‘Why can’t I just focus on my business 
brand and things will figure itself out?’

‘How does this fluffy buzzword help my 
business?’



HOW PERSONAL BRANDING FITS
INTO YOUR CUSTOMER
ACQUISITION PLANS?

Think about it for a second, how do customers discover about 
your business? 

Chances are that they find out through three methods. 

LET’S USE A POPULAR EXAMPLE TO ILLUSTRATE – APPLE’S IPHONE

1. Business Brand
2. Product Offering
3. Personal Brand

However some people end up buying the 
product because they are attracted to 
the founder Steve Jobs (Personal Brand). 
His passion lied in the intersection of 
design and technology, inspiring 
thousands of people who aligned with his 
ideals to support the business. 

One of the reasons why it is so successful 
is because the Apple (Business Brand) 
has a cult-like following, while iPhone 
(product offering) is a state of the art 
device. 



People do business with people they like and trust.

By exposing people to your personal brand, they develop a 
familiarity for you as a person over time. 

This creates a bias towards supporting your activities since they 
are already favourable to you as a person. 

Ideally, your personal brand packages you in a succinct 
manner. This makes it easy for people to refer you on to their 
networks. 

Ultimately, it becomes a marketing tool for you to attract 
customers.  

“That sounds 
great, but how 
does that apply 
to my business 
of my size?”  



CRAFTING 
YOUR PERSONAL 

BRAND STATEMENT  



First, let me tell you what it's not. It is not your job title. 

Instead it summarises the value you provide to your customers in 
a concise and crisp manner. 

To simplify things, just image the logo of Nike - 'Just Do It'. 

Your statement is 1-2 sentences answering what you are the best 
at (value), who you serve (audience) and how you do it uniquely 
(USP). It sums up your unique promise of value. 

As it is distinctive to you and you alone, you could liken it with a 
tagline and display it on digital mediums such as your website 
and LinkedIn profile. 

Here are some questions you can embark on to craft your 
personal brand statement. 

INTRODUCTION

What does
a personal brand

statement
means?



First off, who are you serving? 

Being able to answer this question will get you started towards 
crafting an effective personal brand. 

Does this group belong to a certain industry (e.g. construction, 
mining, tech), job type (marketer, accountant), or demographics 
(women aged 31-40)? 

From there, you will be able to drill deeper: 

What type of challenges and pain points are they facing? 

Is the disparity before their ideal and current situation costing 
them time and money? 

Do describe your target audience are, along with their existing 
challenges in the note section below. 

AUDIENCE#1



What is the benefit that you provide with your services? 

Do remember that it is important to understand the difference 
between benefits and features. At the initial encounter, people 
care less about the features of you offering. 

They simply want to know if you are the best vendor in solving 
their problems. 

With that in mind, is the desired end result helping them with the 
following? 
- Feel good
- Reduce cost
- Save time 
- Increase sales 

Thinking in these basic terms will allow you to derive the true 
benefits of your offering very quickly. 

BENEFIT#2



How are you different from the rest of the competition? 

If you are a marketer for instance, just labelling yourself as a 
'Marketer' would make you blend in with the crowded 
marketplace. 

Instead you can stand out by demonstrating the depth of 
specialisation within sub-niche. For example, I might adjust my 
tagline towards 'Marketer specialising in paid advertising'. 

Do write down your unique differentiator in the note section 
below. 

DIFFERENTIATOR#3



EXAMPLES TO ILLUSTRATE

Here are some examples to 
help you understand how to 

tie it all together:

1. Copywriter increasing sales (benefit) for eCommerce 
businesses (audience) by linking words to profitable action 
(differentiator) 

2. Web developer helping tech businesses (audience) deliver 
‘wow’ user experience 
(benefit) through consumer psychology (differentiator) 

  3. Gym trainer helping busy executives (audience) achieve the 
body they dream of (benefit) through proven training programs 
(differentiator) 



Next Steps...

Congrats! You have reached 
the end of the workbook. We 

hope completing these 
exercises has brought more 

clarity to shaping your 
Personal Brand. 

More About Social Star

We help aspiring entrepreneurs launch their businesses, powered 
by Personal Branding. 

To receive the latest tips on business, startups and branding, let’s 
stay in touch! 

 Facebook

 LinkedIn 

 Youtube 


