SECTION I

MARKETING EXECUTIVE PRESENCE WORK FOR YOU

INTRODUCTION:

WHAT IS EXECUTIVE PRESENCE?

I t's a story common to companies large and smdl, private and public: the firm employs two

individuals who are equdly taented. However, over time, one person prospers while the other
gtagnates. The former becomes integral to the organization’s future, while the latter never becomes
acompany leader.

Why does this happen”? Because the successful employeeis not only talented — he or sheis dso highly
skilled at creating impact, exercising influence and consistently providing vaue. All organizations draw
their future executives from these kind of individuas.

How does an employee become part of this desirable talent pool? By identifying and increasing their
executive presence to ensure advancement and ultimate success.

| What is Executive Presence?

Executive presence is the ability to win the confidence of those around you. It means you possess a
professiond magnetism that influences others; you' re admired for exemplary leadership and respected
as an authority. When you have executive presence your colleagues, subordinates and superiorsrely on
your strength and clarity. In the article “ She's Gotta Have ' It'”, Michelle Conlin says, “When leaders
with executive presence speak, people listen--because the talk is filled with conviction instead of
equivocation. They ingpire that I'll-follow-you-anywhere loyalty, conveying an aura of warmth and
authenticity to everybody from the receptionist to the CEO.” (BusinessWeek July 2002)

When you have executive presence you think in new ways that help you reframe your relaionship to
work. Y ou redefine your goals for yourself and your placein your company. Y ou dter your perspective
so that adifferent, more productive and positive attitude and belief system can be creeted.

With executive presence, you transform self-doubt and uncertainty about how to further your career
into self-assurance, energy and the ability to successfully navigate the corporate landscape and advance
up the corporate ladder.

Having executive presence infuses you with confidence about yoursdf and wha you are able to
accomplish. It helps you evaluate and ultimately diminate the roadblocks that have kept you from
rising to the top of an organization and contributing to its success.

Executive presence is about creating a consistent view of yoursdf as a compelling force insde an
organization. You are known as someone who doesn’'t just rely on your authority or title, but your
influence to shape and positively affect the outcome of dtuations. In the book, The Leader of the
Future, Charles Handy says, “A career is now not so much aladder of roles, but a growing reputation
for making things happen. Influence, not authority, is what drives the political organization today in al
organizations’ (Jossey-Bass, 1996)
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| THE IMPORTANCE OF EXECUTIVE PRESENCE

Executive presence is imperative for professond success. No matter what your position, the more of
this vauable asset you have, the more others will seek your support and leadership. The higher you are
in an organization, the higher your executive presence must be. Without executive presence, you'll find
yoursdlf hitting an impenetrable ceiling. Y ou' Il become frustrated and fail to achieve your full potential.

People who have responsihility, work on high-profile projects, impact the bottom line and are trusted
with confidentia and important information have sgnificant executive presence. It is often the key
consideration in determining promotions and responsibility.

A survey commissoned by Robert Haf Internationa Inc. asked top-level executives what is most
likdy to cause vauable employees to quit their jobs. The primary reason cited was lack of
advancement opportunities.

When you focus exclusvely on merit and hard work as foundations to advancement, you'll be
disappointed. The hard truth is that advances are made by the perception you create, not just skill and
merit. Working on executive presence creates the right perception so vauable employees say in their
jobs and continue to receive the promotions they deserve.

Having an executive presence helps you create a successful career, move upward and reach your full
leadership potentid. Y ou won't become sdetracked by these common distractions:

fear of the possibility of a merger or downsizing
limited advancement opportunities

company’ s prospects look bleak

company’s cultureisn’'t inspiring and brings you down
industry’ s prospects aren’t positive

bossis not supportive

YVVYVYYYV
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CHAPTER 1.

POSITION YOURSELF FOR
GREATER VISIBILITY

eveloping greater vighility is important to creating a strong executive presence. You must

actively plan steps that enhance your career and position yoursdlf in ways that showcase your

contributions. Often, implementing your plan requires directness: you must be straightforward

about what you want and hope to achieve. However, everyone has a different style. With that
in mind, this chapter will discuss both direct and subtle gpproaches so you can create a self-promotion
srategy that matches your persondity, style and work environment.

The subtle methods of achieving visibility do, however, require a constant awareness of opportunities
to promote your accomplishments and demonstrate your taents. Be prepared to take advantage of
whatever opening presentsitself —even if you have just amoment’ s notice.

In this chapter, you will learn how to dways be on the lookout for opportunities to create impact and
influence. Y ou will prove you are excdling a your job, position yoursef for political advantage and
become associated with executivesin positions of power.

In addition, you will discover ways to create your own brand and take advantage of opportunities to
promote yoursdlf. In doing so, you will gain political leverage, have the confidence to act asif you've
dready arrived and educate top executives about your vaue to the company. You'll aso learn ways to
avoid becoming too self-serving and strategies for overcoming internal and externa resistance.

| BRAND YOURSELF

Branding is smply the process of setting yourself gpart from the competition and making it clear that
you're the best. No matter what position you hold in your company, you can brand “you” and market
your brand for advancement or put yourself on the fast track for assgnments that will make an even
stronger contribution to your organization.

You can create your own brand by focusing on the characterigtics that make you unique. Become an
expert on something that will help you stand out and prove your worth to the organization.

Peter Montoya and Tim Vandehey in their book, “The Brand Called You’, define a brand as, “a
persond identity that stimulates precise, meaningful perceptions in its audience about the vaues and
quditiesthat person sandsfor, persondly and professiondly.”

Your primary god in building your visibility is to persuade those who can influence your career that
you're the right person for the job you want most. Since there are probably others with the same idea,
you have to find ways to prove that you are absolutely the best person for the assgnment. If it'snot a
particular job or promotion you' re after — perhaps you want to someone in senior management to know
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your hame or you want your boss s boss to have a clearer picture of the contributions you make — you
can still gpply these strategies to increase your profilein your company.

How do big corporations demongtrate to their cusomers they are the best? They establish an appeding
brand that provokes interest, excitement and loyaty. While those huge companies typicdly hire
expendve ad agencies to create and promote their brands, you can accomplish the same thing -- on a
smdler scae-- atnocost a al.

Management guru Tom Peters suggests you, “start by identifying the qudities or characteristics that
make you distinctive from your competitors — or your colleagues.” “What,” he asks, “have you done
lately — this week — to make yoursdf stand out? What would your colleagues or your customers say is
your greatest and clearest strength? Y our most noteworthy persond trait?’

Here' s another question to ask yoursdf: “If you were acar, what kind would it be?” According to CIO
Magazine, “Last December, Michad lacona decided he was ready to raise his visibility within his
industry. But first the CIO of TMP Worldwide Advertisng and Communications thought about what
he wanted his name to connote. To focus his thinking, he went through an exercise to identify his
persond brand. lacona sent a survey to his peers, colleagues and even people he had just met to
determine the impression he makes. A sample question: If he were a car, what kind would he be?’
lacona explains, “ Thisis not about creating an image of who you want to be, but identifying the unique
vauethat you bring.” (MarthaHdler, “ Cue the Sootlight,” CIO Magazine, December 1, 2006)

Here are some examples of famous companies’ brand statements:
e Disney — To make people happy.

e Boeing — To push the leading edge of aviation, taking huge challenges doing what others
cannot do.

e 3M —To solveunsolved problemsinnovatively.

e Microsoft — To enable people and businesses throughout the world to redize their full
potentid.

e Wd-Mart —To offer dl of the fine cusomersin our territories their entire household needs
in amanner in which they continue to think of usfondly.

e Apple Computer — To bring the best personal computing experience to students, educators,
crestive professonas and consumers around the world through its innovative hardware,
software and Internet offerings.

e Levi-Strauss— We will market the most appeding and widdy worn casud clothing in the
world. Wewill clothe theworld.

Think in terms of your top talents and the va ue these can provide to the company. Does your atention
to detall ensure nothing fals through the cracks? Do you have aknack for solving complex problems, a
skill that has saved time and money? Are you so good a defusng conflict? Those might be your
branding points.

Play around with your brandtraits, experimenting with different ways of expressing them. Imagine
you're creating an ad or business card. How can you express your vaue in asingle, brief satement?
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Come up with something that is easy to remember, short and to the point. Your statement should
inspire you toward greatness, be avision of who you most want to become — and be practica.

Branding is key to establishing executive presence because executive presenceisdl aout perceptions.
So consder traits that not only help you stand gpart, but above, the crowd.

Here are someideasto get you Started:
¢ Nothing falsthrough the cracks—ever.
e If | can't find the perfect solution, I'll create one from scratch.
e From conflict to cooperation in just one meeting.
e Strategiesthat will save you time, money...and sanity!
e Strong communication skills, even stronger results.
e Innovation, not exasperation.
Here' sacouple of examples of persond brands adopted by successful businesspersons.

Sdlie Krawcheck, the CFO and head of strategy for Citigroup, has enhanced her career by building on
aclear brand. A Knowledge@Wharton article observed, “Krawcheck's ingstence on corporate ethics,
honest numbers and olid, research-based reporting has earned her areputation as Wall Street's “Mrs.
Clean.” (Knowedge@Wharton, November 1, 2006). She even landed on the Fortune cover with the
headline, “The Last Honest Andyst.” She has branded her reputation as being someone who focuses
on ethics, honesty and being frank. Thus, the “Mrs. Clean” reputation is the brand she has built and is
known for.

In the January 2005 edition of Knowedge@Wharton, the Progressve Corp.'s Northeast Agency
generd manager Meryl Golden said her personal brand is best described as “work hard, play hard.” She
added, “I'm adirect communicator and my ‘work hard, play hard' attitude keeps my job in perspective.
It dso means | nurture other people who work hard, and | sdll them within the company to help them
find opportunities - which makes them moreloya to me.”

Once you cregte your brand statement, you can use it as a focd point when you communicate your
worth to others. Find opportunities to demondgtrate your style through the type of projects you undertake
and the accomplishments you promote. If it's your top-notch atention to detail you want others to
notice, showcase the complicated, multi-step project you coordinated that went off without a hitch. To
demongtrate your tdent for solving problems, focus atention on the issue you brilliantly resolved after
everyone dse had given up. Or promote your ability to circumvent conflict by describing the
collaboration between opposing factions you brokered in asngle meeting.

If you can offer sound ideas or advice that reinforce your persona brand, al the better. As David F.
D’ Alessandro, chairman and CEO of John Hancock Financial Services and author of Career Warfare:
10 Rules for Building a Successful Personal Brand and Fighting to Keep It, says, “Make yourself
vauable to aboss by offering good advice. Timing isimportant,” he says. Y ou have to figure out when
it's gppropriate to speak and when something is probably too far gone to be chalenged.” But if your
adviceis good — and if you sometimes show yoursdf willing to stand out in stark contrast to the crowd
—you polish your brand.” (Knowledge@Wharton, January, 2004)
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Branding promotes you as a vauable commodity within the organization. Y ou are perceived as needed
and in demand. For example, one of my dients was a technical engineer with a unique tdent for
technica sales and presentations. He redlized this skill was the element that set him gpart from his
felow engineers, the mgority of whom didn't have an aptitude for sales or public spesking. So he
began to brand himsdlf by generating more awareness about this unique ta ent and became more visible
because of his unusua combination of skills. This skill set afforded him greater visibility and garnered
him more opportunities, which in turn boosted his vaue to the company. His masterful approach to
creating and promoting his brand was vita to improving and persondizing his executive presence.

Take Action Now!

Just like the engineer with the knack for sales and presentations, you have a combination of skills
that makes you uniquely valuable to your company. These skills can be technical in nature or can
be people-related.

Make aligt of fiveto ten skills or traits you possess that are directly related to your job, such as project
management skills, atalent for design, an outstanding vocabulary or high-leve technica expertise:

Now think of five to ten skills or atributes that are drawn from what you've learned in your caresr,
other interests or hobbies or perhaps dominant persondity traits, such as samina, determination, a
positive attitude or organizationa skills:

What interesting, unusua and powerful combinations can you create by drawing from your two lists?
For example, you may exce at time management and have four website launches under your belt. So
you have scheduling savvy and an excdlent understanding of user experience -- plus technica skills
and the slaminarequired to see acomplex project through from start to finish.

Now, take the combination you' ve created and use it as abasis for your own brand statement. Refer to
the exampleslisted abovefor inspiration and list your brand statement(s) here:

Commit that brand statement to memory and talk it up — useit to boost your visbility!
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Note: If you fed your brand statement still needs alittle work, there’ s no rush. Take the time to review
this section and come up with your own steps toward devel oping a brand that represents you. Y ou may
ask a trusted colleague for input, too — if you're feding a bit stuck, asking someone ese for advice
might spark some fresh ideas. Also review your last few performance gppraisals. Y our supervisor may
have identified strengths you have overlooked. In fact, if you look closely enough, he or she may have
written your brand statement for you!

I MAKE THE MOST OF EVERY OPPORTUNITY

Opportunities for visibility occur every day. Y our challenge isto become aware of those opportunities,
be open to them and be prepared to take full advantage of them. Focus on situations in which you can:

e Cregteimpact,
e exaciseinfluence, or

e berecognized for your accomplishments.

Volunteer for Projects

Rather than waiting for opportunities to come to you, actively seek out projects that will showcase your
talents. Takethelead in aproject, if possble. If you hear about a new idea management is considering
that might require your specid skills, volunteer your help. Or come up with a project on your own that
could solve aproblem in your department.

For example, if you're in a meeting and the senior executives are providing information about long-
term plans for your department or company, pay close atention. They may mention a project for which
you are well-suited. Even though assignments will be made weeks or months later, you can certainly
say, “I think my skills and interests would make me an asset to that team. | hope you'll keep me in
mind when you' re making the assgnments.”

Spesking up will show you are a forward-thinking, enthusastic team player. Follow up with
management, perhaps by inquiring about the status of the project or emailing leaders a newspaper or
magazine article that is relevant to the endeavor. This will keep you on the radar screen and reinforce
your willingness to volunteer.

Participate in Meetings

Theré s an old saying, “If your company is run by committee, get on the committee.” Get involved in
meetings that can showcase your expertise, particularly with people in higher-level positions. Meetings
provide excellent opportunities for visbility and they can dso result in new contacts with influentia
people. If you don't dready know the individuas in the company who have great influence, you're
likely to meet them during such meetings. Be sure to write down the names and positions of everyone
at the table and take note of any clues asto their interests, pet projects and so forth.

After the meeting, think of reasons to contact these people. What information could you send to them?
What do you know that might be hepful to them? Perhaps something is discussed during the meeting
that you can follow up on.
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Within 24 hours of the meeting, send these individuds an email sharing information. They will
probably reply, which will open the door to a didogue. Y ou could soon be on your way to creating a
reationship with someone you hadn't met before the meeting. Eventudly, you may set up an
informationd interview with some of these individuals. Ask them about the best way to advancein the
company or solicit their advice about increasing your vishbility or impact in the company. Once you' ve
established a relationship through your email exchanges, arranging an in-person meeting will be much
eage.

Offer Suggestions

When appropriate, offer suggestions to management that might help the organization improve product
qudity, financid dability and customer service or employee morde. Thoroughly prepare before
sharing your ideas so what you say will be heard, understood and respected. Gain in-depth knowledge
of the situation and understand the pros and cons of your proposal. And be as articulate as possible,

Offering innovative, workable ideas can earn you a reputation as someone who makes a difference. But
be ready to take ownership and responsibility for your suggestions. Y ou don’t want to be viewed as an
idea person who faillswhen it comesto follow-through.

Involve Your Boss’s Boss

One of the most effective ways to increase visihility is to have your boss inform his or her boss about
the important things you are working on, your successes, and the impact you're having in the
department. If your bossisn't willing to do this, take it upon yourself to copy your boss' s boss on some
of your projects and accomplishments. Your boss's boss needs to know you and the work you are
doing. You can find subtle ways to promote yourself insde the department by sharing the successes
that directly impact him or her. But make sure the accomplishments are expressed in measurable,
results-oriented language illustrating the financia benefit and impact on your organization’s bottom
line.

When your boss shares with his or her boss how well you are doing, it creates a positive perception of
you. Others will take notice and redize what an important commodity you are in the organization. It's
surprisng how many supervisors aren't even aware they could be sharing the wins of their employees.
This sharing has even more influence because so few doit.
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