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PART I: SELF-DISCO
VERY

Invitation to Play:  
Find a brand that resonates
Several years ago my best friend Rebecca, who is a public 
relations expert, sent me a website link to a so-called personal 
branding expert in Perth, Western Australia. This website 
displayed some professional photographs—the first thing 
I notice as I’m a photographer—in traditional portrait poses.
What struck me was how this consultant’s short hair was 
purple and her makeup was harsh. Everything about her image 
was making me go yikes. If that’s what personal branding was 
about—wearing loud colours and really strong makeup—I didn’t 
want any part of it.

Now, don’t get me wrong, purple hair is great—my go-to stylist 
Jillian often sports colourful hair—but back then it seemed that 
the only ones teaching personal branding had a similar look and 
feel—somewhat loud, overly gregarious, selfie-loving kind of 
people who flaunt outrageous hair colours and bright red lips.

At the time, when my friend sent me that link we were 
considering working together in a style consultancy. I liked the 
consultancy idea but I felt that ours had to be different. I simply 
pooh-poohed the stereotypes. This type of loud self-promotion 
felt downright sleazy and I couldn’t do it. It seemed like low brow 
stuff to me. I’m a serious person and I do great work. I thought, 
My work should speak for itself, dammit.

With time and experience in my own consulting business, 
I learned there were many others who felt the same way about 
that old style of personal branding. Lat�r, in my own business 
I began teaching my clients that being a brand has nothing to 
do with wearing a particular colour of hair or lips or any of that 
other stuff. It’s more about sharing what it is that you care about 
and doing that consistently over time (through ups and downs).
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For those still feeling a bit of resistance to the idea of being a 
‘brand’ I suggest thinking about a particular online figure you 
follow and like. I’m sure you know someone who started out as 
nobody and became famous.

You might want to look at the personalities you follow on 
Instagram or Facebook. Then, rather than merely drooling 
over their impossible-to-achieve lifestyles, put on an imaginary 
Sherlock Holmes hat to deduce what is consistent about their 
brand. If examining those in your aspirational space is too much 
to bear, you might pick a brand personality that is not so close to 
home.

This isn’t about nailing the brand analysis. I would like you to 
start looking at others with a different filter—a brand filter. 
You’ll begin to notice that, whatever the person’s brand, there’s a 
theme running throughout their platform.

If you want to go even further, you might run a quick Google 
search and find out their background and how they became the 
brand they are now. Knowing their background story might 
reassure you that they, too, had the same ‘nobody’ stage, just like 
the rest of us.

These baby steps might help to ease you into the idea that you, 
too, can be a brand.

And if you’re already there? Stick with me.
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Invitation to Play:  
Ask yourself questions
A simple exercise of writing down successes you’ve experienced 
and what the surrounding experiences were like might highlight 
what is actually going on inside of your head.

When I was first asked a series of questions along these lines, I 
was instructed not to think too hard or analyse my answers and 
just give one or two word answers.

Answer these honestly without thinking too much!
Running a business is ________________________________.
Successful people are ________________________________.
Having lots of money means ___________________________.

Innocent questions such as these can reveal a lot about how our 
minds actually work around running a business and becoming 
successful.

My answers to the questions showed that I believed that when 
I have money people will clamour over me to get my money (I 
had to work my arse off for it!); that it’s very difficult to run a 
business; that having lots of money means a lot of headaches.

Add to all that, looking back at my personal story, after all Young 
Songy’s hard work, nothing particularly wonderful happened 
back then so why would I aim for success today?

 If I hadn’t explored that underlying narrative, it’s very unlikely 
that I would have done anything to help my business grow. Our 
unconscious biases will do anything to be right. It’s such a no-
brainer, but I wasn’t aware that I was running that narrative in 
my head until I wrote it down.

After making a list of what you believe, and any blocks you might 
have about becoming successful in your space, you’re ready to 
create a separate list of rebuttals against those unconscious 
biases. Just go with your gut on this and see what pops out on the 
page.

Awareness is the start of any change.
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Invitation to Play:  
Write yourself a letter
It’s time to write a letter.

The best way is to let your stream of consciousness do the job.

You can write it by hand or type it and print it. Doesn’t matter. 
This is not a literary exercise. You don’t get extra brownie points 
for correct grammar or spelling or beautiful prose.

This is to unload the hurt, disappointment, fear—all that is sitting 
in your head clogging up your valuable mental units. Anything 
and everything that happened to you that you may have tried to 
bury or forget. Un-bury them if you will.

Get them all out on paper. Do it right now.

This is a way to honour who you’ve become and let go of your 
past.

Is it all out yet? Are you sure? Don’t leave anything behind if you 
can. At the same time, don’t beat yourself up for not having dug 
everything out. This may not be the last time you need to do this 
anyway. If it is indeed your first time having a go at this, you may 
need to do it more than once. If you feel somewhat lighter having 
written everything down, it’s time to burn it up and let it go.

I tried to do this in our backyard at night, but Perth is too windy. 
At first I couldn’t get my lighter to work so I went inside and used 
my gas stove to light it and let it burn.

Bad idea. Don’t try this at home.

When it was lit and started burning, I had to run to the bathroom 
to drop it in the toilet bowl. Like I said, please do burn it safely.

If you have a more elegant and safe way to get stuff out of your 
head and release it from your body, do go ahead and do that for 
yourself.

This works.
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Invitation to Play:  
Rewrite your internal narrative
Now it’s your turn. Earlier in the chapter I identified specific 
ways my own fear of judgement turns on the voice of my inner 
critic. And once identified, I was able to counteract that voice 
with a bigger picture. Here are some sample ‘inner critic’ voices 
that you can finetune to match your own, and then you can fill 
in the blanks with the bigger picture once you’ve had time to 
meditate on it. 

Inner critic: Everyone must be secretly judging me.

Bigger picture:

E.g., everyone is too busy with their own lives to bother judging me.

Inner critic: Putting my face online looks like borderline narcissism.

Bigger picture:

Inner critic: There are many people who are more photogenic than me.

Bigger picture:
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Inner critic: Nobody cares about what my values are so why take the time 
to express them?

Bigger picture:

Inner critic: I’ll never attain to the level of (insert a prominent influencer 
you admire).

Bigger picture:

Inner critic: Self-promotion is just so much wasted effort.

Bigger picture:
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Invitation to Play:  
IOI process
A strong brand is all about visibility and consistency over 
time, but this isn’t possible if we haven’t identified that unique 
combination of superpowers that makes us passionate about 
showing up in our space.

Every single day doesn’t have to be a rah rah occasion, but it’s too 
easy to give up and walk away if the work we do does not fire us 
up at least occasionally.
This is a simple three step process that I devised to help myself 
when I started out becoming more visible online.
The letters IOI are short for Inside–Outside–Inside.

Step 1: Inside

Understand yourself. Write down your personal values, your strengths 
and what makes you who you are. What are your superpowers—the 
unique combination of your knowledge and experience that allows you 
to do what you do in a way that nobody else can match?

 
Step 2: Outside
Think about the people you seek to serve. Write down their challeng-
es and problems. Note how your expertise could be the answer to their 
prayers. This process can free you enormously. You come to really un-
derstand that it’s not about you but rather about them—the people you 
seek to serve. This is where you begin to understand your tribe, and the 
important fact that those people who would judge you do not belong to 
the group of people you want to serve.

Step 3: Inside

Bring everything together. This last step is about noticing what it means to 
help those people with your unique superpowers and why it is that you do 
what you do. It’s about reminding yourself of your reason for doing all this. 

You might have to rinse and repeat this process a few times 
over the coming months as you experiment with what works 
best. It may sound complicated but I promise you that, just like 
everything, repetition makes it permanent. Once you get used to 
this process, it becomes easier to move forward.

Each time you feel resistance, you just remember IOI.
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Invitation to Play:  
Assert and test
Positioning yourself in a niche or micro-niche is like carving out a 
space in the minds of your potential clients.

Branding, when done well, means what you do has been named 
and categorised in the minds of people. As branding expert Al 
Ries pointed out,1 in this over-communicated society, we can’t 
brand ‘a lot of different things’ into a memorable message.

But in order to really position ourselves, we must choose—
choose certain aspects, choose our niche, make it simple so that 
our clients know exactly how to explain our service to other 
people.

Yes, I know it can be scary. But we need to be brave. We need to 
pick, and we need to pick just a few things that we can focus our 
energy on (to the exclusion of all other things).

Making an assertion could provide a breakthrough if you’re 
finding the decision difficult. This is what I learned from Seth 
Godin. He advises that an effective way to move forward is to 
assert and test.2

When we’re feeling resistance to the idea of choosing a niche and 
we’re being indecisive, we are also inert and nothing new can 
happen.

But rather than freezing up, we might make an assertion based 
on what we know and what we suspect, then test it out and see if 
works. If it doesn’t work we can move on.

1 Al Ries talked about this in his book Positioning which was originally 
published in the late eighties—the previous century!—How much more over-
communicated are we, in the 21st century?

2 Seth explores the concept of ‘assert and test’ in depth at his Akimbo 
workshops on marketing and bootstrapping, but here’s another take on making 
assertions: <https://seths.blog/2010/05/the-modern-business-plan/>.
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During a watershed moment of my transition into full-time 
Brand Songy, I made an assertion that women in business 
need someone to capture who they are on camera and help to 
represent who they are and what they do as a brand so they can 
grow their businesses with more ease.

I went about testing the assertion by talking about it online (on 
social media), offline (when I was having to introduce myself to 
strangers), and on my website.

I made a number of tweaks over the years but the overall 
assertion has held true to this day.
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Invitation to Play:  
Persona mapping
It’s time to outline your ideal client persona and create 
an empathy map to match.

Your client persona might have a combination of characteristics 
from a few people you’ve already served or are thinking of 
serving. And if perchance you’re still building your client list, you 
might know of someone who loves similar products or services 
to what you have to offer; studying her traits, preferences, and 
worldview can provide a good basis for forming your ideal client.

1. Get a feel for your ideal client by thinking about her hopes and 
dreams as well as her pains and fears. What does she want to 
achieve or attain above all else? As the counterpoint to her hopes 
and dreams, what does she want to avoid or run away from?

2. Make an empathy map for your ideal client using the 
information you read earlier in this chapter. How do her hopes 
and dreams / pains and fears fit into the empathy map? Let her 
thoughts and feelings feed into the next point—the challenges 
she faces.

3. Now that you have a good idea about what your ideal client 
really wants and what she really doesn’t want, think about the 
challenges she faces with regard to her hopes and dreams, as well 
as her pains and fears. Write down a list of her challenges—the 
problems she’s trying to solve.

If you discover that your list contains more than, say, half a dozen 
challenges, you might want to trim it down to only contain items 
that are equally important to you, or that give you the best bang 
for your buck, so to speak.
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‘But I do so many things for clients. I have a hard time boiling 
down my list!’ you might say.

In that case, you might want to ask yourself what your clients 
ultimately want as a result of working with you. In other words, 
you may have to perform all kinds of magic in the process of 
serving your clients, but what is the particular set of results 
they’re hiring you or your product for?

Fundamentally, there will probably be fewer than half a dozen 
things that clients care deeply enough about.

The Pareto principle applies here—the 80/20 rule. You’ll find 
that eighty per cent of your audience’s relevant problems are 
solved by twenty per cent of the things you do. With that in mind, 
when you explain what you do, you want to focus on the major 
problems or challenges you solve with your products or services.

4. The idea here is to walk a mile in your ideal client’s shoes. 
You know what she wants and doesn’t want. You know how 
she thinks and feels about that. And you know the challenges 
she faces. Now go back and take another look at the section in 
this chapter entitled ‘My ideal client’s story’. I wrote that about 
my ideal client. What is your ideal client’s story? Write it down 
now. Your first draft probably won’t be perfect. That’s okay. 
You’ll write it again. For now, you’ve made a great start to begin 
understanding exactly who your ideal client really is.
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Invitation to Play:  
Try on some intros
In this section about your audience, we’ve covered finding your 
work, picking a niche and identifying your ideal client. Now 
we can string all your elements together with some engaging 
introductions.

Remember your ideal client persona and empathy map in the last 
chapter and your list of the top challenges your clients face? You 
can combine that data to tailor your intro for different situations 
depending on the setting.

Intro option 1

Define the problem and state your solution: You’re the person who has 
the answer to the problem. What is the typical problem your target audi-
ence faces? Then you present a solution.

Example:

‘There are so many women who feel that they are not photogenic. I help 
these women to see themselves in a totally different way. They not only 
realise that they can look great in photos but also feel empowered to 
show up as the face of their brand.’

Intro option 2

Start with who, what, then outcome. Focus on the people you serve. Why 
do they need you or what you offer in the first place? After working with 
you or using your product or service, what happens as a result?

Example:

‘I work with women in business to create images representing who they 
are and what they do so that they can grow their business.’

 
I created these examples above to suit my business and although 
they might sound effortless now, it took me quite a few iterations 
and discussions with my clients to get to the crux of the matter. 
But now that I’ve identified my ideal client, who they are and 
what they need, I can very easily start a conversation and 
introduce myself without having sweaty palms .
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Invitation to Play:  
One outfit at a time
You’ll find as you establish your personal baseline that the 
weekly demands of showing up as the visible face of your brand 
are no longer a stress-inducing affair.

But don’t try to do everything at once. Using your chosen style 
icon as a filter, pick just one outfit that you look and feel great in. 
Then move onto creating your second look. Aim to have no more 
than six looks.

By taking this one outfit at a time, you’re less likely to be 
overwhelmed. By the time you have six outfits that you feel great 
in you’ll be well on your way to becoming your very own style 
icon.

Then, for your hair, makeup and skin care routine, you might 
want to hit up YouTube or Instagram TV (or whatever social 
platform you prefer) for the particular challenges you’re facing.

Lastly, as far as budget is concerned, I’d say be prepared to 
invest in your style. Once you get this right through the process 
I’ve outlined, you’ll end up spending a lot less going forward. 
At the same time I don’t advocate going overboard. I suggest 
experimenting with accessible high street brands such as Zara or 
H&M as well as augmenting your core pieces with unique one-
off touches from local boutique, vintage and secondhand charity 
shops.

The same thing applies to makeup products. These days almost 
all the fancy brands have something called ‘drugstore dupes.’ 
These are similar products that carry lower price tags and are 
available in your local chemist or drugstores. And if you’re 
thinking the quality of these products may not be great, rest 
assured that it is not always the case. I bought a shadow palette 
recently which cost me only 10 dollars and it was better than a 
palette which I bought some years ago for 90 dollars. 

Once you’ve done work on establishing your style, the next 
challenge is keeping it consistent.
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Invitation to Play: 
Find your colours
If you’re anything like my ideal clients, I know that you are 
fearlessly independent and you don’t want to be told what to 
do. So how you approach this black-versus-colour challenge is 
entirely your choice. But you might treat this as a fun experiment 
which could result in saving time, money and hassles going 
forward.

As a side note, there’s a very good reason we address your 
personal colour palette before we even get into your brand assets 
like websites, social headers and logos. That’s because picking 
your brand colours works better once you’ve discovered your 
personal colours.

There is very little point picking your brand colours in isolation. 
Those colours you choose for your brand need to match 
harmoniously with you!

At the time of writing, Cladwell has one of the most 
straightforward tools1 that you can use to find your personal 
colours. I encourage my clients to try several times when they are 
not sure. It’s quick and simple to do, albeit a little temperamental 
at times. If you find no joy with Cladwell, try Colorwise.2 The tools 
offered at these websites are free and fairly self-explanatory, so 
just go and have a click around and you shouldn’t have too much 
trouble figuring out what to do.

Sarah Tearle is a True Colour International consultant I came 
across in Australia who has created a very comprehensive 
online resource,3 one of the best I’ve ever seen. Once you know 
roughly which colour palette is for you, you can use Sarah’s onine 
resource to discover a further breakdown of detailed colour 
palette information.

For example, if Cladwell says you’re an Autumn, you can check 
out all three guides - True, Soft, and Dark - to narrow down your 
ideal colour palette.

Have fun!4

1 <https://cladwell.com/how-to-create-your-color-palette>
2 <https://colorwise.me/welcome>
3 <https://elementalcolour.com.au/blog?category=Tonal%20Guides>

https://cladwell.com/how-to-create-your-color-palette
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Invitation to Play:  
Selfie challenge
If the story you’re telling yourself is that you don’t look great in 
photos, it’s about time you learned how to do better and take 
loads of selfies until you get one you like.

It might take several attempts, especially if you still feel very 
awkward about being photographed and hate your photos. Also, 
some of you already know which side of your face is your best 
angle in photos. If you don’t, you probably haven’t taken enough 
photos of yourself.
Beyond taking the photos, this invitation is about getting into an 
emotional state that is conducive to creating the most desirable 
facial expressions.

When I first tried this out personally, I was able to get over the 
‘oh I hate being photographed’ attitude on day five of my daily 
selfie challenge.

	�Experiment with locations, outfits, lighting directions and time of day

	�Practice getting into a euphoric state (everyone has her own thing so 
I’m not going to prescribe how you can get there)

	�Take some selfies using a tripod and remote release, or get someone 
in your family to take photos of you

	�Change your position and expression slightly in each shot

	�Do it everyday until you consistently get at least one photograph 
you like.If this challenge brings up any of your old fears, insecurities 
and self-doubts, it might help to remember something I often tell my 
coaching clients: When we’re hiding, we’re being selfish, but when 
we give up our perfectionistic tendencies, our gifts can finally see the 
light of day.

It’s a powerful moment when we understand that it’s a generous 
thing to show up in the world and be more visible, for the sake of 
those we seek to serve.

This post below has a lot of useful information for taking photos:
<https://www.songyknox.com.au/ultimate-guide-to-creating-
great-headshots-diy-solution/>
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Invitation to Play:  
Gain domain knowledge
Brands are not built overnight. It’s a long game we’ve entered 
into. For that reason your writing and talking needs to become a 
discipline as part of being a professional. To help with that goal, it 
pays to learn a little about storytelling. At the end of the book you’ll 
find some recommended reading along these lines.

We need to ask ourselves how much we know about our area 
of expertise. Can we name a few experts in our field? It helps to 
know these people and their work. As the saying goes, we stand 
on the shoulders of giants.

I spent years seeking out experts. As I’ve mentioned a few times 
throughout the book, I started with Seth Godin’s work. This led to 
studying the three most recent books from Al Ries and Jack Trout. 
I studied Peter Montoya and Dorie Clark who wrote bestselling 
books on personal branding. I then combined that knowledge 
with general coaching practices from Michael Bungay Stainier 
and Kain Ramsey, among others.

This constant study of works by these and other experts in the 
marketplace doing similar things (albeit very differently) helped 
me form my own way of addressing personal brand issues and 
what it means to become visible in order to market our work.

When we assume that nobody will be interested in what we have 
to say, we’re basically giving up before even starting out. Our 
story will resonate with some people and those people are all we 
need to start engaging with others. From there, we can discover 
how to help them with what we have, whether it’s a skill or a 
product or an idea.
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Invitation to Play:  
Learn the ropes
There are a few basic building blocks you can use to start 
producing good content. Try the following: 

	�Write down your promise to clients.

	�Write down what you stand for. This could be a sentence (or two) or a 
list of words/phrases. You’ll try to incorporate these ideas, phrases 
and words into your content, your story, and the ways in which you 
describe your products or services.

	�  Write down who your product or service is for.

	�  Write a very simple breakdown of the product or service you provide. 
What problems do you or your product/s solve for your clients?

	�Write a short promotional bio that is personal but still work-related.

These five content building blocks are a starting point for online 
content. There is a lot more help out there if you want to go the 
extra mile.

On the social media front, there are plenty of online courses you 
can take on how to use social media tools effectively. I suggest 
taking a course designed specifically for a particular tool. For 
example, Kat Coroy (whose personal story you already read in 
chapter five) has a fantastic course on Instagram.1 Her course not 
only covers the how-tos of Instagram, but also basics on branding 
which are useful for anyone who wants to be more visible online. 
You might also want to look for the most popular courses on 
Udemy (the online training platform).

1 <https://katcoroy.com/>
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Then, on the website front, you can jump online and google DIY 
website builder providers. At the time of writing, I recommend 
SquareSpace, WiX, and WordPress.2 I believe any one of these 
will be fine but if you believe you have specific needs you can 
look for comparison reviews. There are loads of people who have 
reviewed these and provide handy comparison charts.

If you want to sell products, Shopify is one of the most popular 
platforms at the moment. Each of these services has a section 
called either templates or themes. They also have templates 
by categories. Each category might have a dozen templates to 
choose from. This means you do not have to design anything 
from scratch unless your purpose is to enter a website design 
competition .

Rather than being worried your website is going to look the same 
as a thousand others online, remind yourself that only you have 
your content and photographs.

The entire goal is to place yourself in the front seat—your photos 
and your content—not some overloaded website with non-
crucial assets that are more distracting than essential.

2 WordPress comes in two modes: fully hosted service via wordpress.com or an installable self-
hosted package through wordpress.org. Self-hosted means you take out a web hosting account 
with a hosting service provider and you or your hosting provider installs a version of WordPress 
for you to customise and use. Bear in mind that this option creates more ongoing website 
maintenance work you. If you're not at all tech savvy WordPress may not be the best option. Be 
sure to research!
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Invitation to play:  
Your unique keywords
Imagine a photographer asking a client to pose in front of an 
expensive yacht on a jetty (emulating that millionaire lifestyle).

Let’s say this client is a fun, dynamic, casual, Tom’s shoes–loving 
individual specialising in career coaching for professionals. 
Owning a yacht is hardly her life’s dream. The resulting photos 
from this photoshoot are unlikely to represent her brand.

However, imagine the photographer cared enough to ask, ‘How 
do you want to be seen?’ long before pointing a camera at her 
face?

Imagine the client had an opportunity to go through the exercises 
in this book and define her brand more clearly.

It’s pretty easy to guess that, taking her brand into consideration, 
the resulting photoshoot would take place almost anywhere but 
next to an expensive yacht!

That’s why my final invitation to you is to come up with a 
keyword or two for each area we’ve looked at so far. These would 
be your words to describe:

	�Your personality

	�The results you create for your customers (emotional, intangible & 
tangible)

	�Emotional qualities you want to evoke with your brand. 

For example, my client Caro has come up with this set of 
keywords after working with me:

Love, zest, colour, energy and learning.
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How did we come up with those words? By following the 
Invitations to Play laid out in this book.

With the foundation we outlined together, she created her visual 
branding assets based on those keywords. She also talks, writes 
and creates her marketing content using them as the guiding 
principles. The result is a constantly-repeated theme. What people 
like to call consistency and cohesiveness.

One reason we want a collection of keywords is that repetition is 
the key.

Your brand is not your logo.

People rarely recall any but the biggest brand logos. But what 
they do remember is the emotional association of our products 
and services, and the context in which our brand appears 
repeatedly.

Once we discover our brand’s unique keywords, we can show 
up with a consistent and memorable brand for those we seek to 
serve.

Finally, with the foundational work we’ve done together so far, I 
invite you to be seen.

Be seen with the freedom you’ve gained from letting go of 
whatever has been holding you back.

Be seen by showing up for yourself (even when you feel less 
than) and for the people who would benefit from your generous 
visibility.

I invite you to be intentional about your own answer to 
the question of how you’d like to be seen.

Begin the journey now and experience new possibilities.



 LET’S CONNECT

For more ideas and inspiration, Songy invites you
to connect. Look for @songyknox in your fav social media platform.

If you’re serious about building your brand to give your business/career the best chance of 

success, you’ll want to check out Songy’s Brand Build Mastery and sign up to receive 

Songy’s weekly brand building insights.

Visit songyknox.com.au to � nd out more.
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Have you got a copy of the book?

How Do You Want to BE SEEN is available worldwide where 
books are sold online.

To find out more visit:

https://www.songyknox.com.au/beseen/




