
The secrets of powerful personal brands

Over the years, I’ve worked with many individuals whose business is, originates from or is

enhanced by their powerful personal brand. This includes celebrities such as Jeremy Vine, to

industry leaders such as IVF clinic founder owner Zita West, and social media stars such as

Instagram food blogger Lizzie Loves Healthy and fashion blogger Sara Simmonds.

And during the years I ran my own online news agency (which I started in 2008 and sold to the

UK’s largest news group in 2014), one of the keys to its success was my own powerful personal

brand. I was what you might call an ‘industry celeb’ - very well known in my industry and

considered by many, including those who bought my business from me, to be the leader in the

field. Through my digital marketing, it was also immediately clear to any outsider looking at my

industry or considering calling on the services of my industry that I - and my business - were the

best and stood out a mile from the competition.

First things first, there is no single easy step to this particular puzzle, and no one trick that will

make you an industry star. The one thing I am sure of is that powerful personal brands are not

handed out on plates.  Instead, they are built step by step, both online and offline, and day by day

within the industry in which you work, and from bringing together numerous intricate puzzle

parts.

Over the following weeks, you’ll be hearing from me with more advice on building a powerful

personal brand, and in this free download, I’ve outlined the items you should put on your wishlist

right now.
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or about your talents, is look you

up online. If you’re wondering what

your great website needs to have

on it, here at the top seven things

to tell your web designer you need. 

“The very first
thing people
are going to
when they
hear about
you and your
services, or
about your
talents, is
look you up
online”

A great website

I’m a sucker for insisting that

people who have, or who want to

have a personal brand and be

known in their industry as the

best at, or a leader at, or someone

you can really trust, or someone

who is really talented, and those

who want to be paid £10,000 to

speak at events, must have a

GREAT website. Your website is

one of your greatest assets. It’s

got to be good because the very

first thing people are going to

when they hear about you and

your services, 

NATASHA'S
TOP TIPS

P R O F E S S I O N A L  P H O T O S

MODERN LAYOUT

A few years ago, one of the women’s
magazines I worked for announced their
word count per feature was being cut
from 1000 words to 600? Now, it’s very
hard to fit any detailed story into 600
words, but the magazine didn’t care?
Why? Because audiences are
increasingly visual, preferring to look at
pictures than read words. You only have
to look at the runaway success of
Instagram and Pintrest to realise how
much people enjoy looking at pictures.
The good news is that whilst you might
have a hundred things to say in words,
pictures can get the message across just
as well. Any images of you must be
professional, large, colourful and bold,
in which you look happy, confident and
appear the epitome of the values,
knowledge, belief and expertise that are
at the heart of your personal brand. 

I’m constantly struck by how many well
known people have really poor
websites, with small dated images, bad
layout, tiny hard to read text, huge
empty sidebars. Some stats say as
many as 81 per cent of all purchases
(whether that is for a product, personal
or professional service) begin with a
Google search…… Just as you wouldn’t
step out now in the clothes you
thought were in when you were a
student, your website design must
keep up with fashions and trends too.

FOR A GREAT
WEBSITE

Natasha Courtenay-
Smith
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“I have no
idea why in
2016, so many
websites still
open with ‘Hi,
you’ve
reached the
website of
XXXX”. WE
KNOW THAT!"

C O N N E C T I O N  S H O T S

LOUD & PROUD

You also need to add in text and images
that show your connections, i.e. you at
an ‘important’ situation, whether that is
standing next to a celebrity or industry
expert or at an important industry
function. Why? Because all of those at
the top of their field are also at the
heart of their industry, and would
naturally be attending industry events
and meeting other influential people.
On my website, I shamelessly have a
photo of me at Number 10 Downing
Street. That is the sort of picture I am
talking about. You see, as a brilliant web
designer, I often get invited to 10
Downing Street (ok, so that’s not quite
true, but when I was running the media
business I sold in 2014, which was a
leader in its field, I did get invited to
such events and that photo is still good
for my personal brand.).

When you’re a personal brand, it’s no
use being coy, shy or understated
about your achievements and
knowledge. In fact, you can say
goodbye to modesty and shyness right
now. There is no room to understate
what you can bring to your clients, or
to fail to mention your achievements
or experience. You have to talk loud
and proud about what you’re good at
and why you, above everyone else, are
the right person for the job. The good
news is you can do this without
sounding big headed, self obsessed or
vain. It’s all down to the copy and the
general flow of words throughout
your site. A few paragraphs here and
there about how wonderful you are
dotted between generally friendly and
informative copy will not look or
sound out of place. They will only
serve to build trust.

Natasha Courtenay-
Smith

I have no idea why in 2015, so many
websites and personal brands open
with ‘Hi, you’ve reached the website
of XXXX’. WE KNOW THAT WE’VE
JUST MADE OUR WAY HERE
OURSELVES!!! We are now in the
process of checking you out and
what we want to hear, through your
copy, is what you can do for us. We
want to know little bits of
information that feel personal and
make us like and trust you, dotted
with more information about what
you’ve been doing and we want to
hear your thoughts and your area of
expertise. We want you to sell
yourself to us but in a way that
doesn’t feel like we’re being sold to
at all. Got it? 

E N G A G I N G  C O P Y A C T I O N  S H O T S
Actions speak louder than words, which
is why your online personal brand must
show you in action. Whether that is a
video of you at work or talking about
your industry, a blog post discussing a
job you recently did or your expertise.
It’s got to be recent, up to date and
you’ve got to think ‘action’ (and yes,
that's a photo of me in action talking
digital strategy at a recent event for
entrepreneurs)
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Having a successful personal and
known personal brand is about
walking the talk. You’ve got to
stake your position at the top of
your industry and stay there. Be
the first to publish opinion pieces
on what is going on, keep subtly
stating and referring to your
expertise - this is known as
thought leadership.

I’ve been working with television
and radio presenter Andrea
Catherwood (above) for the past
few months, first designing and
building her new official website
at www.andreacatherwood.com,
and now helping her raise her
profile through thought
leadership.  As a presenter on
Radio 4,  Andrea is well
positioned to have opinions on a
number of topical issues.

We’ve pitched a few articles
written by Andrea to the
Telegraph and she’s had two
published in the space of two
months.

You don’t have to be writing for
national newspapers to be a
thought leader. There are plenty
of online sites, such as The
Huffington Post and The
London Economic crying out for
well written opinion articles.
What about your local paper
and local radio station?

Luckily, if writing isn’t your
forte, being a former news
agency owner and journalist, I
know just the people to help you
shape your opinions and
present them eloquently. Ahem.

"Thought leaders
are considered
informed opinion
leaders, they are
trusted and
inspirational and
not afraid to step
forward and have
a ‘thought’ on
something."

THOUGHT LEADERSHIP
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Plenty of people I know are (quite
rightly, because it’s important)
making or getting made videos for
their business or personal brand.
And some of them really need to
stop right now! 

I was recently watching a video
on a small business’ website and I
thought ‘This video is actually
doing more harm than good.’ It
featured a member of staff talking
to the camera about the company
and its offerings, and everything
was wrong. The sound quality was
awful, the staff member looked
awkward, unfriendly and
unapproachable, the video was
completely unimaginative and
boring, the framing was poor…. I
could go on and on.

We’re approaching an age
where everyone has seen SO
many videos that everyone is
(quite rightly) a fairly
experienced critic. Boring, dull
and low quality videos harm
your brand by making you look
amateur and as though you
don’t care. Viewers are unlikely
to watch them for more than a
second, they won’t share them
and all the good things that are
come from video, such as
engagement and viewers
feeling they like you or your
business more, just won’t
happen.

So before you do a video for
your website, have a read of my
pointers…..

"Whilst we all know that
video is important for
standing out and showcasing
ourselves or our personal
brand, crap videos won’t cut
it in 2016. The stats say
people are 85 per cent more
likely to make buy, book or
connect after watching a
video. But not just any old
video….. 
Learn to edit. You know
what, programmes like
iMovie are fairly easy to use.
Don’t let technology baffle
you. Or hire me and my team
to do your video for you!"

VIDEO 

Think about production quality.
‘Selfie’ videos filmed from laptops
and phones as unedited streams of
consciousness are moving to live
broadcasts on Periscope, and in
meanwhile on Youtube and online,
in the world of showcase videos for
businesses and personal brands,
the bar is being raised higher. 
Sound quality matters, as does
editing and imagination. So get a
proper mic and start thinking about
how to edit a video that is actually
entertaining as well as conveying
your message.
Switch from thinking about what
you can tell people about you or
 your business to what you can
show them. Be imaginative. Don’t
just sit and talk at the camera and
deliver a monologue that plods
tediously through from the day you
were born to today. 
If you feel awkward then use
voiceover. Record the footage that
SHOWS your business and then
overlay your voice onto it. 



Without doubt, media coverage
can bring you more clients, more
followers, make you stand out
from the crowd and enable you to
reach thousands of people who
otherwise wouldn’t have known
about you.  On the day in 2008
that I was interviewed on BBC
Breakfast about the press agency
I’d just set up, my inbox went
absolutely crazy. And I mean so
crazy that I took on two members
of staff immediately and it was
about 3 weeks before we’d got
through all the enquiries. The
same thing happened a few years
later when I was featured in a
Cutting Edge documentary on
Channel 4….. But press coverage
can be about more than just the
moment of the actual press
coverage.

"When you’re building your
personal profile, whether
that’s for your own services,
personal brand or even your
small business, it’s natural
you want media coverage.
And it’s very, very
important! 

But there is something else
that is really important
about press coverage and
that is to do with feedback
loop – technically know as
an ‘effect returning to its
cause, generating more of
the same effect’."

PUBLICITY

That is the two-fold power of press
coverage. Yes, it helps you reach new
audiences during the particular
moments that it goes out, but once it’s
published, you can use it as a
credibility indicator for years down
the line by showing that press
coverage to those looking at your
website. Rather than one of your
website visitors thinking ‘who is this
person and what can they do for me?’
showing your website visitors all your
press coverage in the way Martin
Brudnizki has done makes them think
‘this person is clearly amazing how
have I not known about them until
now?’ In homage to Brudnizki and this
valuable lesson, I immediately pulled
togehter my own ‘as seen in the press’
page.

Now have a look at my press page on
www.natashacourtenaysmith.com
 and tell me that it doesn’t enhance my
credibility in your mind. And you must
do the same thing. Firstly, get press
coverage and secondly, tell people all
about it.  

I was recently talking to my
partner when he mentioned
someone he works with called
Martin Brudnizki, a hugely
successful interior designer
working for restaurants and
hotels. 

Never having heard of this Martin
Brudnizki, I went off and
immediately googled him – that is
how the modern world works
isn’t it? I quickly arrived at
Martin’s website and started
browsing around.

On Martin Brudnizki’s site, he has
a ‘press’ page and it features all
the logos and some PDFs of the
various interviews he’s done and
press coverage he has had.  And
WOW, what an impression that
leaves.
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W O R K  W I T H  M E

I hope you found my download useful and it
gave you some ideas about building your own
personal brand. Whatever you do next,
remember Rome wasn't built in a day, and
personal brands take time, consistency and
determination to build (just like any other
business does).

I work with my clients in a number of ways,
including

Website design and build
Content strategy
Thought leadership strategy
Video marketing
Social media strategy (organic and PPC)
Publicity

In our modern world, all of these are part of
building your profile and standing out from
the crowd.

I'd love to hear from you
Email natasha@natashacourtenaysmith.com


