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Hello!

Welcome to the Successful Personal Branding toolkit, created particularly for introverts like you!

I know it’s hard to put yourself out there. I know that despite all your expertise and experience you still feel 

like an imposter. And it looks like all your competitors have got it nailed. Everyone else looks organised, consistent 

and just flipping fabulous. You want to run and hide and maybe even (gasp!) get a job where you don’t have to 

sell yourself.

So let me tell you what’s true here. You do have a story to tell which other people will be interested in. If you run a 

business, it is viable and you totally can do it. If you work for an organisation, you have expertise which is relevant 

and inspiring to others. You know you need to promote yourself. You can get visible without selling your soul. 

It’s not difficult, but it does take planning and commitment. 

This toolkit is full of personal branding techniques, it takes you through a 5 step process which isn’t shouty or icky. 

It should build your reputation as the expert you are, and help you stand out so that clients and opportunities come 

to you. By the end you should be able to present yourself consistently on social media in a way that feels authentic.

Good luck with the process, and if you need help as you go through, or want to send feedback, please get in touch 

via Facebook or Instagram @BondfieldMarketing

Jenny
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Step 1 - Getting really honest

This first stage focusses on you, your values, your strengths and weaknesses and your story. 

Why do we start with you? Because this is about you getting clear what you stand for and what is important to you. 

If you have worked with a business or life coach at any point you may have worked on some of these areas, and 

may be able to quickly complete the exercises. But if this is a new way of thinking for you, you may want to spend a 

good amount of time on this step before you move on to anything else. It is also a stage that you are likely to come 

back to, for example if something changes in your life or business.

What are your values?

   Work through the list below, marking out which ones resonate with you. Once you have an initial list try to  

   narrow it down to 4-5. There are no right or wrong answers here.

04      Step 1

Acceptance

Accountability

Accuracy

Achievement

Adaptability

Ambition

Assertiveness

Attentive

Awareness

Balance

Boldness

Bravery

Brilliance

Calm

Candour

Capable

Careful

Certainty

Challenging

Clear

Comfort

Commitment

Common sense

Communication

Community

Compassion

Competence

Concentration

Confidence

Connection

Consciousness

Consistency

Contentment

Contribution

Control

Conviction

Cooperation

Courage

Courtesy

Creativity

Credibility

Curiosity

Decisiveness

Dedication

Dependability

Determination

Dignity

Discipline

Discovery

Drive

Effectiveness

Efficiency

Empathy

Empower

Endurance

Energy

Enjoyment

Enthusiasm

Equality

Ethical

Excellence

Experience

Exploration

Expressive

Fairness

Family

Famous

Fearless

Fidelity

Focus

Foresight

Fortitude

Freedom

Friendship

Fun

Generosity

Giving

Goodness

Grace

Gratitude

Greatness
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Growth

Happiness

Hard work

Harmony

Health

Helping others

Honesty

Hope

Humility

Imagination

Improvement

Independence

Individuality

Innovation

Inquisitive

Insightful

Inspiring

Integrity

Intelligence

Intensity

Intuitive

Irreverent

Joy

Justice

Kindness

Knowledge

Leadership

Learning

Love

Loyalty

Maturity

Moderation

Motivation

Openness

Optimism

Order

Organisation

Originality

Passion

Patience

Peace

Persistence

Playfulness

Potential

Power

Present

Productivity

Professionalism

Prosperity

Purpose

Quality

Realistic

Reason

Recognition

Recreation

Reflective

Respect

Responsibility

Results-oriented

Reverence

Risk

Satisfaction

Security

Self-reliance

Selfless

Sensitivity

Serenity

Service

Sharing

Significance

Simplicity

Sincerity

Smart

Solitude

Spontaneous

Stability

Status

Stewardship

Strength

Structure

Success

Support

Surprise

Sustainability

Talent

Teamwork

Thankful

Thorough

Thoughtful

Timeliness

Tolerance

Toughness

Traditional

Tranquility

Transparency

Trust

Truth

Understanding

Uniqueness

Unity

Vision

Vitality

Wealth

Welcoming

Winning

Wisdom

Wonder
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My values are:

1:

2:

3:

4:

5:



Personal SWOT analysis

Having identified your values, you should spend some time thinking about your personal strengths and weaknesses. 

This is a valuable step, because when you establish your personal brand, you can work to maximise your strengths, 

and play down those areas you have identified as weaknesses. 

Opportunities are external factors that you can take advantage of, within your industry or profession, or within your 

network or location. Threats may include changes in your industry or competitor activity.

   Take some time to complete the SWOT analysis below, being as honest as you can. It can be hard to think about your

   strengths and equally you might be very hard on yourself, identifying weaknesses where none exist! You might find it

   helps to get balanced feedback from a trusted friend or client. 
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Strengths Weaknesses

What do you do well?

What do you enjoy doing?

Where do you get positive client feedback?

What unique skills or talents do you have?

What skills are you hiding?

What do you struggle with?

Where are your skills gaps?

What do clients see as your weaknesses?

What do you not enjoy doing?

Is it really a weakness, or is it just out of your comfort zone?

Opportunities Threats

What opportunities are available to you?

What is big right now that you can take advantage of?

How can you make the most of your strengths?

If you were your own client what advice would you

give yourself?

What threats do your weaknesses expose you to?

What issues make you feel uncomfortable?

What are your competitors doing well?

TASK >

Worksheet



What is your story?

In addition to your values and your strengths, your personal brand should incorporate your story. This will help you 

stand out from others in your industry, it will help you be memorable and it will encourage potential clients to get to 

know you as a person. At its very simplest, marketing activity helps potential clients get to know, like and trust you. 

Telling your personal story will encourage them on that journey.

Your story can incorporate elements of your experience, your personal circumstances, your ambition, your likes and 

dislikes. You don’t have to share all of this detail in public, but clarity at this stage will help you craft your message 

later on.

  Complete this worksheet, clarifying the elements of your story that you will share.

Where have you come from/what is your background?

What is important to you right now?

Where are you willing to be flexible?

What are your non negotiables?

What are your passions? (this doesn’t have to be work, it can be a hobby, a destination or a skill)
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Where are you going?

You may already have business and personal goals. If you do, it will be useful to have these to hand as your plan your 

personal brand. If you don’t, take some time to answer the questions below and get absolutely clear about where you 

are going, so your personal branding can support you as you move forward.

   Spend some time answering the questions below.

What is your vision for your life?

What is your ambition for the business?

What would you be doing if you were acting completely in accordance with your values and using your 

strengths?

How can you take advantage of the opportunities you identified?
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Who are you trying to talk to?

If the purpose of your personal branding work is to gain new clients or connections, you will want to have in your mind 

an idea of who that person is. Use this template to get clear on who they are and what they want to hear from you. 

This is another activity that you may want to come back to as your business or career develops.

Who is your ideal client in summary?

What are they interested in?

3 reasons for this person to engage with you

 

 1

 2

 3

3 elements of your values/strengths/personal story that will resonate

 

 1

 2

 3

Where do they go online? Which social media channels do they use?

What are the best times to post to catch their attention?

What sort of content do they like best?
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Creating your visual brand

To present a really professional personal brand on your website and social media you need to give some thought to 

the visual aspects. We can all take selfies (and there is a time and a place for informal images) but you should always 

be able to draw on a collection of quality images and a logo and visual brand which looks consistent, professional and 

authentic, and which communicates your values and your story.

I really recommend that you invest in professional photography and branding. If you have designed a logo yourself 

before, or even if you have worked with a professional designer and not been satisfied with the results, the next few 

pages are for you.

What are the elements of a visual brand?
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How to find great professional designers and photographers

              Look at those people whose brands you admire and ask who helped them

              Attend local networking events and ask for recommendations

              Look at designers’ and photographers’ online portfolios

Logo

Photography

Typography Colours

Images

Templates
(eg: social media posts,

blog headings,
 newsletter design)

 VISUAL
BRAND
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Template: Briefing a great visual brand

Use the template below when you are sending a creative brief to a designer for a logo and visual branding elements.

 What is the name of the business?

 What does the business do?

What makes the business different?

What are the values (personal and business) that you are trying to communicate?

Who is the ideal customer?

 

What impression are you trying to give?

Do you have particular colours in mind?

Do you have examples of other brands, logos and visual identities that you like? Save them to a 

Pinterest board or save them to a sharable file (Dropbox, Google Drive) and share them with your designer.

Which elements of the visual brand do you want to work on?
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Template: Branding photo shoot brief

Use the template below to brief a photographer for your personal branding photography.

What is the name of the business?

What does the business do?

What makes the business different?

What are the values (personal and business) that you are trying to communicate?

What props or tools do you use in your business?

What setting do you want to be seen in? eg office, boardroom, high street, coffee shop

What do you want to use the images for? eg website, social media, press releases

Attach any examples of personal branding that you like (Pinterest is a good place to get inspiration)

Attach your business brand and logo

Where do you want the images sending once complete?



Template: Visual brand board

Creating a board will help you see all the elements of your visual brand in 

one place and ensure that they work together. If you have briefed a designer, 

they may create this for you as part of your visual branding brief.

See the example from my own business to show you how to 

complete the template.
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Logo

Colour palette

Design elements

Patterns and images

Typography



Putting yourself in the right lighting

Introverts are often reluctant to put themselves in the spotlight. But sharing content is one of the key ways to build 

your brand and raise your profile, so how do you reconcile the natural reluctance to shout about yourself with the 

need to be visible on social media? The key is to focus on your client’s needs and your expertise, rather than simply 

shouting about yourself!

First let’s think about what you are going to cover in your content. 

   Complete the content planning worksheet below. Try not to think about HOW you are going to tell these

   stories, just focus for now on what stories you can tell, thinking all the time about the audience you identified on

   page 12 above.
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What are my business stories?
What are your products and services?

 

 

 1

 

 2

 

 3

How do you help your clients?

 

 

 1

 

 2

 

 3

Think of 3 client case studies you could include in your content

 

 1

 

 2

 

 3

TASK >

Worksheet
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What are your client’s top challenges, and how do you solve them?

 

 

 1

 

 2

 

 3

What are the big changes or opportunities in your industry and how can you help clients understand or take advan-

tage of them?

 

 

 1

 

 2

 

 3

Which elements of your personal story are you willing to share with your audience?

 

 1

 

 2

 

 3



Format

Now you have given thought to what you want to say, let’s think about the ways you can say it. This is the content 

creation stage of building your personal brand, when you put together posts that present your knowledge and tell 

your stories.

10 formats for introverts to tell their stories

All of these formats are suitable for even the most introverted entrepreneur. 
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How to choose

• Think about how much visual detail you want to convey -  for product based businesses, creatives such as

 designers, architects, formats that rely on high quality photography are essential

• Think how important it is for clients to see your premises in order to know what they are purchasing –

 short videos showing your photography studio or beauty salon will work well

• Do you get out of the office a lot – a Facebook Live from on site or at a client’s premises may be effective?

• Do you have a strong professional network which lends itself to guest blogging for each other, or

 interviewing people for podcasts?

• What do you enjoy doing, with a little practice? 

• What will your audience respond to – if you don’t know, test different formats and measure the response!

• What have you never tried and would be excited to give it a go?

• What pushes you gently out of your comfort zone?

   Identify 3 formats that you would like to try in your personal branding

 

TASK >

Social media posts, long and short form

Eye catching 

photography

Live broadcasts 

from social media

Blogs Guest blogging

 Short videos Podcasts

Digital Downloads E-Newsletters

Infographics

TELL
YOUR 

STORY



Campaign Planning

Consistent communication is key to raising your profile. A campaign plan can help you work out what you are going to 

say over the coming weeks and ensure that you keep communicating with your audience.

Use the templates in the following pages to help you plan blog posts and an overall campaign. You might want to plan 

a month or so in advance, leaving room for more newsworthy items to slot into the overall campaign.

Choose an overall theme to ensure all the different posts are consistent and that your audience understands your 

message and offering. You may want to choose one product, service or subject in each month, or base it around a 

seasonal campaign. 
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Tips

• Keep showing up (use the planning tools to help you)

• Focus on 2/3 social media channels –

 any more and it will be difficult to keep producing 

 and posting content

• Get very familiar with the analytics of your website or

 social media

• Test different content and formats and discover what

 your audience likes and responds to

• Use your personal brand photography as content, 

 to include posts about your story, or as graphic posts

 to introduce blogs

• Include elements of your personal story that you are 

 comfortable sharing

 

New blog:
Content
marketing 
for
introverts



Choosing your social media channels

There are several channels to choose from but if you try to be active on all of them you run the risk of spreading yourself 

too thinly. Ideally I recommend you choose 2-3 to focus on. In making that decision, try to answer several questions:

Who is your audience?

Where do they go online?

Where are you comfortable to show up every day?

What are you trying to achieve? (networking, building an audience, showcasing products, generating business leads)

Platforms change and update all the time, but here are some general points for each platform to help you make

your decision.

  Facebook

  Used by 1.5 billion people worldwide every day, and with 39 million UK users, your audience is almost

  certainly on  Facebook. The platform prioritises personal content, rather than business content so not

  all your business followers will see your posts but groups are prioritised and can be a very effective tool

  for building brand loyal communities. Facebook is very effective for low cost targeted advertising.

  Twitter

  The platform for breaking news and engaging in conversations, with 13.7 million users in the UK. This

  is a good platform for sharing live soundbites from events, and for connecting with journalists. The shelf

  life of a tweet is very short, so be prepared to post more frequently. It can be a place for highly political

  debate, which can generate into unpleasant and trolling behaviour but can equally be very effective to

  engage with senior players in your industry.
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  Linkedin

  This started as a place for job hunting but has developed in the last couple of years into a site for

  professional networking (the audience is typically in their 30s and 40s) and accessing material by

  thought leaders. In the UK over 25million people use LinkedIn and it is a good platform for

  recommendations and for reading up on an individual before you meet them in person. Company pages

  are a popular feature, but tend to work best when individuals share the content.  

  Instagram 

  This is a highly visual platform, with over 70% of the one billion global monthly users under the age of

  35. In the UK, Instagram has around 23 million monthly users, and more female than male users. 

  Successful accounts use high quality images, a planned overall aesthetic and engaging captions, as well

  as strategic use of hashtags. Instagram Stories have grown hugely and users should make maximum use

  of these to build an engaged community. There are opportunities for driving online sales.

  

  Pinterest

  Another very visual platform, and it has 291 million monthly active users, a huge proportion of which are

  in the USA. Users organise images in boards around themes, and it is a great platform to be part of if your

  business has a photogenic product, although service businesses are increasingly finding creative ways

  for it to work for them. Content tends to have a longer shelf life than other channels and it is a useful

  platform for driving online sales. 

  YouTube

  The currently the biggest search engine platform, with 1 billion users, but a reach far greater than that.

  It allows you to create a channel for your videos, embed them in your website or blog, share on other

  networks, gain a following; and engage with people. With a huge emphasis on “how to” videos, this is

  a great platform if you want to explain or demonstrate anything.

   Tip: For good up to date demographic data on UK users of social media, I recommend www.rosemcgrory.co.uk

   

   Task: Work out which social media platforms you want to focus on.
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Template: Campaign Content plan

What is your campaign theme?

What are your key pieces of content? (blogs, videos, photography)

 1

 2

 3

Which social media channels are you going to focus on?

 1

 2

What activity needs to be complete pre campaign?

Eg ensure social media biographies are up to date, or changed to reflect the campaign

Ensure your connections are up to date

Ensure your mailing list is up to date

 1

 2

 3
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Template: Blog planning

When planning blog content, firstly think about any overall themes/campaigns/issues that you want to focus on. 

This may include new products or service that you want to introduce or responding to questions and issues that 

clients have raised with you. You may also want to check if there are any relevant days or weeks for your business – 

this is a helpful calendar https://www.awarenessdays.com/venue/united-kingdom/

Think about formats – are you writing an extended list (eg 5 things you should know about pensions), a how to post

(eg how to sell your house) or a review or round up (eg a beautician’s guide to favourite products). Don’t forget to include 

links to your own website content or to other people’s content where relevant.

Plan your images to go with each one, do you have suitable images already, or do you need to take some new ones, or 

brief a photographer? Do you have images taken by your client?

Finally, think about where you are going to share each blog. Will you send it to existing clients via a newsletter, add it to 

your website and social media channels? You can share each blog several times on your social media, depending on the 

platform. Try different headlines each time you post.
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Week and theme/subject Blog title Images How to promote it

1

2

3

4

5

6

7

8



Template: Case study format

Examples of successful work are really important particularly if your service is expensive. Potential clients will read them 

to help them make a major purchasing decision. A case study telling the story of previous projects or client work are

invaluable and can be reused in different formats over long periods of time.

Use this template to create the story of how you have helped your clients solve their problems.

24    Step 3

Name of project/client

Location

Date of project

What was the 

Client brief/issue?

How did you help

your client resolve

their issue?

Do you have suitable 

imagery to illustrate the 

case study?

Did you face any

particularly difficult issues 

or challenges?

Do you have a quote from 

your client?

   

   Gather case studies as you go along, with permission from your client, and write them up.

   Tip: Each case study can be used in many ways, as web content, e-newsletter content, social media posts and video

   testmonials. Get the maximum out of each one.

TASK >



Share valuable content from others

As an expert in your subject you could benefit from posting content from other people about your subject, alongside your 

own content. This has several benefits:

• It saves you from having to constantly come up with content that talks about you!

• Because finding and reading relevant content keeps you up to date in your own field, which makes you an expert.

• Because it gives you something to talk about to customers and colleagues in real life. You become the go to person for

  advice because you are well informed.

• Because sharing content from other sources adds variety to your social media posts, and stops your feed from simply

  becoming a place to sell your services.

• Because you can share content that discusses a problem, and provides solutions to your potential clients.

• And because sharing interesting content is what social media was made for!

   Curated content works well when you post your opinion about it, or ask a related question to your audience

Places to find great curated content

• Mainstream news sources

• Trade or consumer press relevant to your industry

• Industry newsletters

• Set up a Google Alert for a relevant search term

• Set up a Twitter list of relevant accounts and regularly check it for content

• Tools such as Nuzzel and Buzzsumo which you can use to search for relevant and popular content

   Make a note of great curated content sources to help highlight your expertise

 1

 

 2

 

 3

   

   Go back to your campaign plan and include curated content items within your original content
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Engaging with your audience

Creating and posting your own content is only half the story on social media. To really grow your personal brand you need 

to regularly engage with other people, those who respond to your messages, and content from other people. This is the 

social part of social media, and it can be the most fun aspect. It can also be the thing that keeps you constantly on your 

phone, so it helps to have a system to work through so you can engage for maximum impact, and then step away!

Tips for engaging:

• Ensure that you respond to everyone who comments on your content

• Take time every day to go onto your platform of choice and comment on other accounts

• You can be strategic about this if you wish, and focus on engaging with people who are your ideal audience – you want

  to make a list of a handful of people (Twitter lists are ideal for this) to engage with each time.

• If this feels too spammy or isn’t comfortable to you, just respond and comment with those people you know, maybe

  those you have met in person, or those who have posted something you are genuinely interested in.

• This is absolutely the place to be yourself – don’t force your comments, and try to say something more interesting than

  “this looks good” or “I really like this”.

• While you are browsing, take time to make a note of what other people are doing and bear it in mind while you are

  creating your own content.

   Every day comment on or share 5 other people’s content

Scheduling tools

You can also schedule your social media posts so that you don’t have to post everything as you go. This may help you

raise your profile without taking huge amounts of your time every day. Just remember to pop in and engage with your 

audience, check your notifications and reply to any comments.

Tools to try:

> Buffer

> ContentCal

> Hootsuite

> Sprout Social

> Tailwind

> Tweetdeck

Facebook will also let you schedule posts within the platform itself. 

Social media platforms and scheduling tools change frequently, so you may want to research a couple of tools to see 

which meets your current needs.

Many of these tools have a free version, which is worth exploring, Your choice may also be affected by the platforms you 

choose to use, see the next pages for some thoughts on this.
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Networking

Networking is a really important marketing activity for a small business owner or a senior leader in an organisation. 

People tend to buy from and connect with people they know, like and trust, and networking is a good way to start and 

grow those relationships. But for introverts a roomful of people you may not know can be a difficult environment to 

navigate. There are a lot of different types of event so do your research and find the network and the type of event that 

works best for you.

Questions to ask to decide which network is right for you

• Do you want a network where you become a member and get to know a group over a longer period, or something one

  off where you can get to see a lot of people on one day?

• Do you need something highly structured with a short slot for you to stand up and say what you do and who you are?

• Do you prefer something where you are sat on a table with a small group and only have to introduce yourself to a handful

  of strangers?

• Do you need a more informal event where you can pop in, talk to one or two pre-selected people and go again?

• Do you prefer a ladies’ only event, or an event with another focus, such as a charity event or sporting activity?

Your elevator pitch

Many networking groups will ask you to give a short speech to introduce yourself. Your 30 second elevator pitch should 

cover who you are, what you do, what value you add. In large groups visitors will be listening to a series of pitches, so 

don’t try to be too clever and make sure you speak clearly.

   Draft the key points of your 30 second pitch and practice saying them.

Who are you?

What does your company do?

What’s the value proposition?

   

   Tip: If delivering your pitch while standing up, ensure you are on your feet before you start. Too many people don’t 

   say their names loudly enough over the squeak of the chair as they get up.
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Top networking tips

Before the event

• Work out who is going to the event and arrange to meet one or two people there.

• If you know no one, ask the event organiser to put you in touch with someone in your industry, or a complementary

  industry, before the event so you can arrange to meet them.

• Don’t forget to take business cards, flyers or any other collateral that may be relevant to people you meet.

• Practice your 30 second pitch, or the answer to the question: “what do you do?”

At the event

• Don’t try and work the room

• Aim to meet several new people each time you go to a networking event, and keep in touch with previous contacts

• Think who else is at the event and aim to introduce people to each other when you think they may be able to help

   each other

After the event

• Follow up by arranging one to one meeting to explore potential connections

• Connect online either in the networking group channels or individual social media
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Resources: Books and Podcasts

This is a short list of books and podcasts that you might find useful. If you have any of your own recommendations, do let 

me know and I’ll add them to a future edition.

> Quiet: The Power of Introverts in a world that can’t stop talking - Susan Cain

> Thrive - Arianna Huffington

> Chillpreneur - Denise Duffield Thomas

> Girl Wash your Face - Rachel Hollis

> WE: A manifesto for Women Everywhere - Gillian Anderson and Jennifer Nadal

Here are a few of my favourite podcasts, look out for more on my Facebook page every Friday!

Podcasts to inspire positive thinking and mindsets

> Rise podcast with Rachel Hollis

> Introverts Inspire with Gemma Stow

> Pressing Pause the podcast for overthinkers with Gabrielle Treanor

> Work like a Woman by Mary Portas

> Dreaming and Doing with Nicky Raby

> How to own the room with Viv Groskop

Podcasts about running and growing small businesses

> Conversations of Inspiration with Holly Tucker

> Doing it for the Kids podcast

Podcasts about marketing techniques

> Marketing that converts The podcast with Teresa Heath Wareing

> The CMA Podcast Show with Chris Marr
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Bonus worksheet: Change it up! 

This is a quick template for when your marketing activity isn’t working, or you need to change something to get different 

results.

Answer the questions, and make a note of 3 things you are going to do differently.

Face to face marketing

How many people have you spoken to 1-1 about your business?

How many new face to face connections have you made recently?

Organic social media

How many posts have you put out recently?

What percentage was showing your product or talking about yourself?

How many posts explained how people can work with you?

How many offered additional value for potential clients?

How often did you go live to show behind the scenes or talk about something of value to your client?

Paid social media

Have you run any paid social ads recently?

How did you evaluate them?

New website content

What have you added to your website recently?

How successful was it?

How did you promote it?
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Growing and contacting your email list

How have you grown your email list recently?

How often have you mailed your list recently?

What did you offer that was of value?

Anything else?

What new tactics have you tried recently?

How did they work?

What 3 things are you going to try next?

 

 1

 

 2

 

 3
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For more help with your marketing activity go to:

bondfieldmarketing.co.uk

You can find me on Facebook or email:

 jenny@bondfieldmarketing.co.uk

Bondfield
Marketing


