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A Note to the Reader 

I WROTE THIS BOOK because I believe that entrepreneurship and in-
novation have a significant role to play in making our world a better 
place for our children, and their children's children. 

There are many men and women who have either started, or who 
have an existing business that has the capacity to disrupt life as we 
know it.  

They create products and services that help us to have more time, 
more money, better health, better lifestyles and live happier and longer 
lives.  

Maybe you’re one of those courageous people that has followed 
their entrepreneurial spirit… their entrepreneurial gift? 

You have a gift to serve, support and solve problems but your prob-
lem is, you don't know how to share your gift with the world.  

You don't know how to present yourself in such a way that when 
people come into contact with your creations, solutions and innova-
tions - their only choice is to say YES! I want to work with YOU! 

Nobody told you that when you start a business, in addition to your 
natural gift, your skill, your passion, you also have to be an equally 
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skillful marketer. And therein lies the problem that affects entrepre-
neurs just like you the world over.  

It's a fact, you have to give people reasons to reach out to you, some-
thing that 'captures their attention' within seconds of coming into 
contact with your business. It's not entirely fair, but that's just how it 
works.  

Studies upon studies have proven that people's attention spans are 
getting shorter. You have to act now by adjusting the way you think 
and market to stay relevant. 

My vision is to help you and many more like you, to become the eas-
iest choice your prospects and clients will ever have to make when 
choosing a professional to solve their problems. That’s why I wrote this 
book.  

Why You Should Read This Book 
If you are a coach, author, speaker, trainer, consultant, or professional 
entrepreneur working in the online or offline world, you need to ap-
pear credible (in the eyes of your prospects and clients), to be granted 
the opportunity of helping them to achieve the success they desire. 

Credibility and trust is the key to selling anything. 
For anybody to buy from you, they must first trust you. However, 

for them to trust you, you must first appear to be credible and trust-
worthy to them. 

You must bring something to the table that breaks down their nat-
ural skepticism and gives them sufficient reasons to choose you over 
your competitors. 

 
“Establishing instant credibility and trust is the glue that holds the 

most crucial parts of your business together. It’s the foundation of 
every marketing piece, every conversation, and every past, present and 



Credibility Breakthroughs   |   v 

 

future transaction.” Unfortunately, a lot of entrepreneurs completely 
disregard this fundamental truth. 

That’s why the vast majority of them who are looking to build a suc-
cessful brand based on their personal presentations, personal appear-
ances, and personal content fail time and time again. It all goes back 
to the glue, the foundation, the common denominator… credibility 
and trust. 

In this book, I’ve outlined some key steps you need to follow so you 
can build the level of credibility you need, to take your business to the 
next level. 

This book doesn't claim to be the definitive be-all end-all guide to 
building credibility and trust with prospects, customers and clients. 
However, it does lay out some actionable and workable strategies you 
can tweak and customize to suit your personal situation. 

Let me get this straight, and you can quote me on this. 

 “If you are not aiming to establish instant credibility and trust with 
your target clientele, you are settling for cents on the dollar. You are 
failing to run your business in a manner that will get you and your 
clients to the level of success you both deserve.” 

Now think about that for a moment. 
You may have the best product, the best training, the best qualifi-

cations, and the best certifications, but unfortunately, in the eyes of 
your prospects and clients that’s all irrelevant in the absence of credi-
bility and trust. 
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[1] 
Unleashing Credibility and 
Trust to Overcome Your  Com-
petition 
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THE INTERNET HAS BEEN nothing but short of a miracle when it 
comes to building personal and corporate brands. It really has made 
the whole process of taking an idea and turning it into a set of signals 
that people from all over the world can identify with and can take ac-
tion on.  

I am of course talking about brand building.  
Whether you are building a corporate brand or a personal brand, it 

doesn't matter. The internet has made your job much easier.  
Sounds great, right? 
On face value, yes. However, like anything else in business, when 

something like corporate and personal branding become so popular, 
to the point of becoming mainstream, it naturally creates lots of com-
peting brands.  

End result?  
It gets harder for people (your prospects), to filter out certain types 

of information because of information overload.  
You only need to go to Twitter to see what I am talking about. Every 

influential Twitterer is retweeting or tweeting seemingly credible in-
formation that’s targeted towards a niche.  

There is nothing wrong with this. But if there are millions of people 
doing this simultaneously, you can instantly see what you are up 
against.  

We are living in an age of information overload and your target au-
diences’ default response, regardless of your niche, is one of suspicion. 
Since there are so many choices, it makes more sense (in your pro-
spects eyes), to take a step back and hold back from making a decision.  

In other words, instead of being enlightened by this broad array of 
information, the opposite occurs. They are so overwhelmed by the va-
riety, the selection, and the nuances involved that they hold back on 
making a judgment.  

Confused minds do not make the right decisions.  
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This is a serious problem because if your prospects, customers and 
clients are operating from a place of suspicion and confusion, then you 
as a business owner are up against a challenging deficit.  

You are working against deeply engrained hurdles in your pro-
spects minds. It’s not your fault, however there is a high cost to this 
suspicion, and it’s called distrust. It’s something you can ill afford to 
ignore, so let’s take a closer look.  

The High Cost Of Distrust 
Consumers of content on the worldwide web and social media, both 
on desktop and mobile platforms, are in an initial state of distrust. 
With this, entrepreneurs such as yourself have a lot of extra hoops to 
jump through just to get to the conversion stage.  

For you to convert your prospects and clients, you have to build 
trust. For you to build trust, you have to overcome their initial skepti-
cism, suspicion and distrust.  

Now before I continue, it’s worth mentioning that people don't ac-
tively set out to prove you wrong. These people don't set out to knock 
you down, call you out, and otherwise confront and question the infor-
mation that you bring to the table.  

Most of the time, this distrust is manifested in the form of apathy. 
The practical effect of their attitude is that they just don't care about 
anything else other than what’s in it for them.  

If they see so many competing signals, so many competing sources 
of information, so many claims to branding "truths", their default po-
sition is to just seemingly not care.  

So why is the high cost of apathy important to you? 
The high cost of customer apathy 
Since people begin with this default level of not taking action, their 

minds are initially closed. They have a need for whatever it is that you 
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are promoting. But you have that extra burden of igniting their pas-
sion for solving their need.  

It is very easy for online consumers, whether they be end users or 
business-to-business customers, to compartmentalize this apathy. It 
is very easy for them to have this default attitude of, “I'll get to it when 
I can”.  

The more they conceptualize the solutions to their needs as some-
thing that they can resolve in the future, the harder it becomes for you.  

Why? Well, the emotional engagement isn't there. The emotional 
immediacy is simply not present, which makes your job much harder.  

You have to come up with a competitive edge because you are not 
operating with these factors in a vacuum. You are dealing with com-
petitors who had a head start over you. They have been in the game 
longer. They have taken more shots. They have had more opportunities 
to solve the customer apathy and distrust problem. 

This is a serious issue because many companies who may have de-
veloped solid offline brands, go online completely clueless as to this 
dynamic. As a result, they spend a tremendous amount of time, money 
and resources, and have very little to show for it. By being clear as to 
what you are up against, you can develop a framework that will give 
you a competitive advantage. 

Which brings us to… 

Recognizing Your Competitor's Branding  
Advantage 

Another key issue that you need to be mindful of is, since your com-
petitors have a head start on you, they may already have a branding 
advantage. It might not be much of an advantage. Maybe they are 
stumbling over the same issues that you are challenged by.  
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But fact is, they have been in the game longer. They've had more 
opportunities to resolve the issues of suspicion, distrust, and customer 
apathy. This is not an advantage to be ignored.  

By the sheer fact of being in the market longer than you, they have 
had more opportunities to create compelling competitive advantages 
when it comes to branding. Always remember this. By understanding 
this and being aware of this, you can benefit from their early to rise 
competitor advantage. I will walk you through the process of doing ex-
actly that in a later chapter.  

The main point is, and I know it sounds so obvious but it must be 
said, you cannot completely dismiss your competition. They are obvi-
ously doing somethings right for them to still be in the game.  

They might not be doing a tremendously stellar job, and it’s great 
that you can see and recognize that as you can use that to your ad-
vantage, but still, any little accomplishment they may have, may give 
you the foothold that you need to achieve greater levels of success. 

The Solution? Establish Instant Credibility And 
Trust 
The solution to your prospects and clients suspicion, the high cost of 
their distrust and apathy, as well as the existing brand advantages of 
your competitors is to master the art of establishing iCAT. 

I know, what in the world does iCAT stand for? 
It’s simply an acronym for… 
Instant Credibility And Trust  
So from this point on when you see it, you know what it means. 
iCAT enables you to break down the natural suspicion and distrust 

your prospective audience have regarding you and your solutions. The 
more they use the internet, the more they network with other people, 
the stronger these tendencies become.  
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By focusing on establishing iCAT, you can quickly eradicate the 
common patterns of their distrustful behavior by providing informa-
tive, educational information. 

Educational information is rarely void of emotion, if ever at all. Ar-
guably, I’d be bold enough to say, “There is always an emotionally em-
bedded component to everything in life.”  

People like to believe that we are completely rational and driven 
purely by logic. However, honestly speaking, we are nothing but crea-
tures of numerous emotions. We actually make lots of impulsive emo-
tional decisions, and then rationalize them with logic and reason 
thereafter.  

To keep things in context, the same applies to your prospects and 
clients initial resistance to you and your business. When you establish 
iCAT, you trigger deeply embedded emotional responses.  

This leads people to make decisions in your favor at the crucial 
ready to buy stage, only to rationalize their choices later based on the 
sound information you provided.  

Establishing iCAT Saves A Lot Of Time 
If you don't focus on iCAT you are left playing the online and offline 
marketing game the traditional way. I am of course talking about re-
petitive top of mind image and brand-building campaigns. In short, 
it’s the process of repeatedly placing your brand in front of a wide au-
dience, and hoping they will remember you when they have a need for 
your services.  

The problem with this strategy is that it is very hard to measure 
and, in many cases, it is too little too late. In fact, it is not uncommon 
for some service providers to create the need for a particular type of 
product in the mind of a prospect, only to have that prospect buy from 
another supplier.  
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In other words, you watered, cultivated, and fertilized the garden 
only to have somebody else harvest the fruit. Has that ever happened 
with you and your business, or someone you know? There’s something 
instinctively wrong with that picture, right? 

Building iCAT shortens the time it takes from your prospects de-
termining their needs and then looking towards you as the solution to 
their problems. As the old saying goes, "Time is money." The quicker 
you can shorten the decision making process, the more profitable it 
would be for you, and the more value you can bring to your customers. 

Establishing iCAT Reduces Marketing Costs 
As I have mentioned earlier, a long drawn-out repetitive image-build-
ing and brand-building campaign can take a lot of time. Since time is 
money, this also requires investment on your part.  

If you are just a one-person operation or you run a small company, 
this is obviously not the best option. Taking out a billboard ad or run-
ning expensive TV ad campaigns is simply not an option because you 
don't have deep enough pockets to start and sustain such a campaign. 
Moreover, fine-tuning such a campaign also requires additional in-
vestment. 

Now don’t get me wrong, I am not saying that these campaigns 
don't produce results. They do. That is why advertising is a global 
multibillion dollar industry.  

However, it does take time. It doesn't happen overnight. Also, it in-
volves a lot of data analysis, fine-tuning, and statistical adjustments. 
This all amounts to an extended time period and investment. 

You might think you are running a small ad campaign. But if you 
total up the amount of money you spend as well as the opportunity 
costs, it can turn out to be quite an expensive proposition. 
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Establishing iCAT Is A More Effective Form Of 
Brand Building  
Just like with anything else in life, there are always two ways to do 
things. You can choose to do things the easy way, or you can choose to 
do things the hard way.  

Interestingly enough, doing things the easy way may seem like a 
good idea at first. On face value, it may seem obvious to take the easy 
route involving less money, less time commitment and other benefits 
that appear to be a slam dunk.  

However, if you are going to add up all your actual costs both in 
terms of time and money, it would have been much easier in hindsight 
to just take the hit, do things the hard way, and get things right the 
first time. 

Building iCAT can lead to faster results, no doubt. However, it is 
definitely not easy. It definitely has a learning curve. You need to 
quickly come to terms with the amount of effort, attention to detail, 
and strategizing needed to produce the results you need. 

Establishing iCAT can make any small operation 
look like a giant operation 
My most favorite iCAT benefit is the fact that regardless of how many 
resources you have, if you use this approach to brand building, you can 
look much bigger and more powerful than you actually are. This is a 

tremendous advantage, considering the fact that regardless of the 

niche you are in, you are bound to come up against better 

equipped, more experienced, and more determined competitors.  

If people perceive you as more powerful, established, and credible, 

you gain an instant competitive advantage. It is easier to get that 

contract. It is easier to get your foot in the door. It is easier for 

your prospects to refer you.  
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This is why I am excited about helping you to understand the ben-

efits of establishing iCAT for your business because it gives the 

little guy a fighting chance.  

By placing iCAT at the forefront of all your marketing efforts, 

you are able to turn the often challenging game of online market-

ing and personal brand marketing into a game even the little guy 

can play.  

It is a very powerful way of leveling the playing field. 
The focus then shifts to what actual value you bring to the table for 

your prospects and clients, instead of how much capital you have, who 
you know, and other considerations. 
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[2] 
How Establishing iCAT Takes 
Your Business to the Next 
Level 
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IF YOUR BUSINESS HAS been struggling to get noticed, the solution 
might be simpler than you realize. The solution is iCAT. By establish-
ing iCAT with your prospects, your business can truly take off. You 
don't have to spend a huge amount of time, effort and resources to take 
your business to the next level. 

What does it mean to establish iCAT? 
When you establish iCAT, your prospects trust your brand. You con-
sistently provide them with valid reasons to give you the benefit of the 
doubt, and yes, between you and me, you deserve that, right?  

Anyway, this is a tremendous competitive advantage because your 
prospects and clients tend to do more business with people they trust. 
They tend to spend more, they tend to buy more often, and most im-
portantly, they tend to spread the word more when dealing with peo-
ple who have earned their trust. 

The key to earning that level of trust, of course, is credibility. How 
can they trust you if you demonstrate that you don’t know what you 
are talking about? How can they trust an organization that has (in 
their eyes), questionable motives, capabilities, and hidden agendas? 

They simply can’t, right? Nobody with an ethical bone in their body 
can. It’s an impossible ask! 

However, when they are dealing with a person or an organization 
that they find trustworthy, they are more open and it is easier for them 
to become more emotionally invested in what your company has to of-
fer. The more emotionally invested they are, the higher the likelihood 
they would want to spread the good word about your business. 

All these benefits of iCAT have a tremendous effect on any organi-
zation's bottom line. Here are some of them. There are a lot more ben-
efits to establishing iCAT than what follows. However, I’m sure you 
will agree that these benefits are indeed crucial to the success of any 
business regardless of their industry.  
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iCAT Benefit #1: Gets you noticed! 
Ever since the launch of the Apple iPhone, billions of consumers have 
had so much data at their fingertips. Since your smartphone and your 
mobile tablet have become instant gateways to the internet, there is 
just so much information available to consumers.  

This has produced a huge sea of competing brands. All these com-
peting brands are sending out their marketing messages that aim to 
make them stand head and shoulders above other brands. 

I am not just talking about competing brands in total. I am talking 
about a massive amount of brands and options within seemingly tight 
niches.  

Regardless of whether you sell consulting, insurance, or luxury real 
estate services, there are sure to be many competing providers in your 
niche, regardless of how seemingly tight or specialized your niche may 
be.  

That is the modern marketing world we live in. There are just a lot 
of marketing messages out there. 

The big tragedy is that consumers interpret this avalanche of mar-
keting messages as noise. The more noise there is in your niche, the 
harder it is for your particular brand to stand out and get noticed.  

However, here’s the thing… 
If you master the art of establishing iCAT in your niche, you in-

stantly get noticed.  
You stand out.  
Your message no longer falls between the cracks. Your message no 

longer disappears into the background noise. 
Instead, your distinct value proposition shines through. It is very 

easy to identify the set of benefits your company has on offer, which 
can mean the difference between either opening and closing a sale, or 
simply fading away into the background. 
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iCAT Benefit #2: Increases trust, eliminates dis-
trust 
Getting your brand noticed is just one part of the iCAT recipe, but on 
its own is simply not enough. Given enough time and available re-
sources, any brand can get noticed. Your next challenge then is to elim-
inate distrust, and boost the level of trust. 

We spoke about this earlier but let me remind you again. You have 
to understand and accept the natural levels of suspicion and skepti-
cism that consumers have when faced with a barrage of competing 
messages. Simply put, they just don't know who to trust.  

Think about it.  
If there are a huge number of brands mentioning the same thing, 

talking about the same problem, claiming they care, and sending out 
the same emotional signals, it is very easy for consumers to think all 
those messages are somehow, some way alike. 

In other words, it is very easy for them to look at your marketing 
messages and pigeon hole you right alongside companies providing 
inferior services to yours. 

Now how messed up is that?  
Within seconds you are dismissed, sent back to square one, and in 

most cases you won’t even know it is happening. All you see are the 
disappointing results from your expensive page one on Google SEO 
campaign and are left wondering - why the low response rates? 

You have to understand that for you to close a business deal, 
whether online or offline, you have to get people to find, trust and 
choose you.  

*Find *Trust & *Choose™ is actually a system I developed to help 
my clients to do just that, to be found online at the critical stage when 
consumers are ready to buy, to quickly establish trust and to provide 
prospects with valid reasons to choose them.  

Let me break it down step by step for you. 
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For people to find you is the easy part. You simply create useful ed-
ucational content addressing the biggest problems you already know 
your prospects and clients have, 

Then you publish it across highly respected third party platforms 
using a combination of your marketing moniker, your name, business 
name and location.  

Mine looks like this.  
Authority Marketing Guy, Stewart A. Alexander. Or sometimes like 

this, Talk Show Host, Stewart Andrew Alexander. A real estate agents 
could look like this.  

Real Estate Specialist, John Smith, Smith Realty, New York, NY 
You get the gist, right? 
Make sure to repurpose and publish the content in different for-

mats such as video, blog posts, email broadcasts, news releases, social 
media posts, radio interviews, news rooms, digital magazines, physi-
cal and digital books but to name a few. Follow this, and it will be easy 
for your target clientele to find you.  

Next step is for them to trust you. For them to trust you, they must 
first believe in you. They must feel that you are the source of valuable 
information, and that you truly care about their results. For them to 
believe in you, you must first provide evidence of being an educator, 
an advocate and trusted advisor for their success.  

Then comes the choosing you part. 
In short, they must first gain a level of confidence that you know 

what you are talking about, and that you know how to help them move 
from point A, their current situation, to point B, where they want to 
be, in other words, their desired outcome.  

However, to get there, they must feel some level of semblance so 
they can justifiably filter out competing solutions, refer to you as the 
expert and choose you, instead of your competitors.  
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The downside of not doing this is you will end up converting pro-
spects into sales in a haphazard manner. You would be better off roll-
ing a dice, crossing your fingers, and hoping for the best.  

The results would be the same. You are just flying by the seat of your 
pants and wishing and hoping for your desired plan to pan out sooner 
rather than later. And that my friend is no way to run a business.  

That is no way to take your business to the next level. The only real-
istic option you have is to figure out how to establish iCAT and win 
your prospects and clients over from the very first moment they come 
into contact with your business.  

Customers are in desperate need of a certain signal, a certain piece 
of information, or a certain framework or device they can use time and 
time again to get predictable results.  

In other words, they are looking for decision-making tools or short-
hand signals that they can place their confidence in to predictably get 
adequate results time and time again. 

You have to understand that that’s the point you need to reach for 
your prospect to take the straight line path of least resistance and buy 
from you. This is why it is really important to master the art of building 
iCAT.  

When I’m at networking meetings or public speaking events I al-
ways raise an eyebrow or two when I say what I’m about to share with 
you. Some agree, some don’t, but what it does do is to create interest-
ing conversations.  

“People are in a hurry to trust you. They are waiting for you to reach 
that one point where everything you said before, all lines up and trig-
gers trust.”  

Mastering the art of establishing iCAT enables you to reach that 
point time and time again. Moreover, it enables you to reach that point 
with a predictable level of accuracy, the benefit being, you do just 
enough to achieve the desired outcome. This can make your business 
leaner, faster, nimbler, and more efficient.  
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All said and done, this can lead to a positive effect on your bottom 
line. The lower your costs, the higher your profit margins. 

Building iCAT eases the conversion process 
The whole process of opening and closing sales really boils down to 
conversion. A prospect starts out as being suspicious and resistant to 
you and your business. They don't know you from Adam and they have 
question after question, which makes you feel like you are running the 
gauntlet. 

If you know how to establish iCAT, you leapfrog the second guess-
ing of your expertise, the doubts about your products, the questioning 
of your fees, and land in the warm and fuzzy area of instant trust.  

Establishing iCAT is like having a secret code to moving prospects 
through the costly know, like and trust process all in one fail swoop, 
leaving your competitors behind, while you focus on higher return in-
vestment activities. 

You have to remember that every stage you go through calls for an 
investment of time, effort, and resources.  

By skipping as many of these stages as possible, you decrease your 
organization's overall costs and increase your bottom line profits.  

Lowering costs is something which happens by default when you 
master the art of establishing iCAT. As it’s such an important point, 
let’s break that down and take a closer look. 

iCAT Benefit #3: Lowering your costs 
When you establish iCAT you can lower your costs as you become the 
hunted vs the hunter. In other words, your prospects and clients ac-
tively seek you out as opposed to you using time, effort and valuable 
resources to seek them out.   
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Additionally, as more and more people seek you out, your costs are 
automatically reduced as the need for customer acquisition marketing 
becomes less and your close rates become higher. 

Those are just a few examples of how mastering the skill set of iCAT 
can lower your costs. Reducing those costs is crucial for maintaining 
and pursuing a healthy profit margin. There is no disagreement here.  

However, there is also another type of cost I’d like to point the spot-
light on. As entrepreneurs, we know this type of cost is there, yet it still 
remains as one of the most often overlooked, but most resource drain-
ing costs out there. 

What I’m eluding to are of course opportunity costs.  
You see, the more time you take to help a prospect to invest in your 

products and or services, the more time you take away from helping 
other prospects to do the same. In other words, your opportunity costs 
can really eat into your bottom line because you are spending too much 
time generating one sale when more efficient closing processes could 
have enabled you to close more sales within the same period of time.  

Does that make sense? 
Instead of spending thousands upon thousands of dollars acquir-

ing just one prospect, why not spend the same amount securing five 
or even ten prospects and generating more profits that way?  

This, in my mind, is actually the biggest benefit of mastering the 
art of iCAT. It enables your company to zero in and fully take ad-
vantage of as many different opportunities as possible. This is how you 
truly take your business to the next level.  

A $10,000 deal is a great thing. But twenty $10,000 deals are defi-
nitely much better. It is all about scale. And mastering the art of iCAT 
can enable you to lower your opportunity costs to such an extent that 
you can build a truly large-scale business. 
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iCAT Benefit #4: Establishing a Solid Brand 
Faster  
One of the most frequently asked questions I hear when consulting 
new clients on the topic of positioning themselves as credible, trust-
worthy professionals within their industry is, “How do I create a solid 
brand quickly?”  

Being the type of person I am, I like to dig deeper before answering 
such questions, so I’ll say, “Why do you want to establish a solid brand 
quickly?”  Don’t you just love people who answer a question with a 
question, I digress. 

Anyway, I get to hear many types of answers, each one providing 
insight into the minds of my clients and what they think is important.  

But there’s the thing.  
I’m more interested in what’s going on in the minds of the custom-

ers of my clients, and so should you. 
And why?  
Well, when you understand the thoughts, questions, fears of your 

customers, then you’ll know exactly how to establish a solid brand 
quickly.  

I have always compared solid brands to the actors, producers and 
directors of movies. They do the work once and continue to benefit 
from them for years thereafter. The same goes for you. You will also 
benefit from your branding efforts long after you have invested dollars 
in establishing your brand. 

You can look at it this way. Building a solid brand is like having a 
store full of consumer goodwill filled to the brim with shelves of con-
sumer credibility and trust.  

By focusing on mastering the art and process of building iCAT, you 
can develop solid brands faster. 
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You can get to the stage where your brand can run on auto-pilot 
without you having to spend another dime or dollar on your marketing 
campaigns.  

This is a tremendous benefit, especially if the time ever comes 
when you have the luxury of being able to sell your business.  

Instead of selling it for just one million dollars, you can probably 
sell your business for much more because of that solid framework you 
established which makes your products and services credible with 
your target audiences from the get-go. 

Now imagine that for a moment. Wouldn’t that be great? Well there 
are no guarantees, but you certainly increase your chances when you 
master the art of establishing iCAT.  

Let’s continue... 
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[3] 
Breaking Down the Building 
Blocks of Credibility and Trust 
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I HAVE ALREADY MENTIONED in Chapter 2 how iCAT can take your 
business to the next level. I have also outlined in broad strokes how the 
power of iCAT can help you overcome your competition. In this chap-
ter, we are going to focus on a working definition of iCAT. 

We have to get a clear idea of all the building blocks that go into 
establishing iCAT. Otherwise, it would be very easy to try to approach 
the subject matter in general terms. This really doesn't go far enough 
in unlocking the full range of benefits iCAT can bring to the table.  

So what are the building blocks of iCAT? 

Proper positioning 
For you to become credible with somebody, you have to put yourself in 
a position where they can easily understand that you know what you 
are talking about. In other words, credibility has a strong educational 
component. You have to give them something that they either don't 
know yet, or they have an unclear or incomplete understanding of.  

This accomplishes two things. First, it zeroes them into the fact 
that you know the right information they are looking for. You are not 
some random person who appeared out of nowhere and takes random 
guesses as to what is important and meaningful to their current situ-
ation.  

Instead, you give them solid information within a specific and de-
fined category of knowledge that they are interested in. This enables 
you to quickly and instantly stand apart from the competition. 

The second reason why information helps pave the way for credi-
bility is that it informs them in no uncertain terms that you know what 
you are talking about. For you to even talk about certain topics means 
that you know the context, you know the framework, as well as the se-
quence of that information.  
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Again, you are not some random person blasting out random topics 
they may or may not be interested in. There is a rhyme and reason to 
what you say and how you say it.  

At the very least, proper positioning enables you to separate your-
self from the hucksters, slick salesmen, and outright fraudsters out 
there. Slick salesmen, fraudsters, and hucksters all share a common 
trait.  

They know how to use certain words to gloss over and cover for the 
fact that they don't really know what they are talking about. They lure 
their victims in and let another factor, their personal appeal and 
charm, get the best of them. 

Compare this with the educator. When you properly position the 
information that you have, you are taking the role of an educator and 
trustworthy advisor. An educator steps the prospect through key is-
sues that are relevant to their prospect's decision making process.  

It’s similar to how most people respond favorably to a teacher, and 
not assume that the teacher is out to mislead them or harm them in 
any way. Approaching prospects from the perspective of an educator 
and trustworthy advisor enables your message to shine through and 
be received the way you would want it to be received. 

However, there is a big danger you need to be aware of when look-
ing to take on the position of an educator. The big danger lies in being 
perceived as an information overload pest, instead of a welcomed ed-
ucator and advocate guest. Two totally different things. But they do 
share a lot in common, and this is where the confusion comes in.  

Simply dumping your prospects and clients with all sorts of rele-
vant information is not enough. They can get this anywhere. They can 
get this by going to Wikipedia. They can perform keyword searches on 
Google. In fact, they can go to Twitter, follow a specific hashtag, and 
get a fire hydrant full of information.  

This is what I call an information overload pest.  
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You’re providing nothing short of an information dump. It’s not 
one of your credibility building blocks. Sure, it makes you look more 
credible than a huckster or outright fraud. But if you stay at this level, 
it doesn't really convince your prospect to go with you as opposed to 
somebody who works as a concerned educator and advocate for their 
clients success. 

The proper positioning to establish iCAT is to not just have the right 
information, but also to drip-feed that information. Organize that in-
formation in such a way that your prospects can understand it and, 
most importantly, take action on it. 

Embodying the essence of subject matter exper-
tise 
It is not enough for you to simply claim that you are a subject matter 
expert. You have to take the extra step. As the old saying goes, "Don't 
just tell me. Show me." 

In essence, you have to demonstrate that you understand the build-
ing blocks of your clients’ business. You understand the body of facts 
within the subject matter, and your subject matter passion must al-
ways shine through in everything you do.  

Do I have to know everything? No, but you should know enough to 
be able to embody the essence of the subject matter. The practical man-
ifestation of this principle is your ability to produce case studies. Case 
studies really separate the wheat from the chaff.  

When you only have a rough or academic understanding of a par-
ticular subject matter, you tend to rely on using situational keywords, 
or trying to hide behind the most recent buzzwords. But when you 
truly embody the essence of subject matter expertise, you can break 
down a fact pattern, identify a key principle, and lay out how these 
principles produce specific outcomes.  
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Just as importantly, a true subject matter expert can come up with 
different alternative scenarios and apply those principles to come up 
with different outcomes.  

Before we move on, remember this. You don’t have to know every-
thing, but with mastery comes a sense of predictability and a sense of 
control which arises from the embodying and showing of subject mat-
ter expertise. 

What are the benefits of an existing personal 
brand? 
We just finished talking about the first two credibility building blocks, 
now let’s take a look at the third one, personal branding. You are able 
to transfer some of your expertise through your clients’ brand. 

 As I said before, you can do this through subject matter case stud-
ies. However, another powerful credibility building block that you can 
help your clients with is a well thought out personal branding cam-
paign.  

In essence, you are lending your personal expertise to generate in-
stant credibility and trust (iCAT), for your client's brand. What makes 
this work is the fundamental building block of personal branding.  

It all begins with personal branding. You need to enter business re-
lationships with the right credentials and the right references. There 
are exceptions, but in most cases you don't just come out of nowhere 
and become an overnight success. There is a credible and vetted chan-
nel that you go through.  

This is why it is extremely crucial to focus on personal branding, 
for yourself and your clients. Without personal branding, it is very 
hard to get the level of credibility you need to make things happen.  

This doesn't necessarily mean it is not going to happen. What it 
does mean is that you stretch your timeline further into the future. You 
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might not have enough money, and resources to go the long haul and 
crash and burn along the way.  

By building a credible personal brand, you make yourself stand out 
from the crowd, attract more prospects and clients and ultimately cre-
ate scenarios where you can make more money to build your business.  

Connecting your expertise with media aware-
ness for your brand 
It would be very easy for you to connect your positioning, your subject 
matter expertise, and your personal brand with media awareness cam-
paigns.  

Besides the ease of extending your subject matter expertise and the 
credibility of the channels you are associated with to your brand, there 
are serious and readily identifiable benefits for personal brand exten-
sion.  

First is media attention. If you are already a subject matter expert 
within a particular narrow field of knowledge, it is much easier for you 
to get the media attention to make your brand stand out from the com-
petition. 

This leads to the second benefit, which is getting niche interviews. 
Let's face it. If you just wanted to get interviews this isn't that difficult. 
Thanks to the almost infinite number of content channels available 
online and offline, getting interviews is not the problem. 

The big challenge is getting interviewed by credible channels in 
your niche. The whole point of getting interviewed is that the moment 
a credible media outlet in your niche chooses you to be interviewed, 
they lend their credibility to you. If they deem you to be important 
enough to talk to, this is a very important signal that they are sending 
out to the target market you are trying to reach.  
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Finally, when you have already established a personal brand within 
a particular niche category, it is easier for you to get speaking engage-
ments. Again, just like with interviews, there is a specific hierarchy in-
volved in the events and organizations that feature speakers. 

Ideally, you should look to get invited to events that are highly 
trusted in your industry. For example, if you are in the Real Estate in-
dustry, it would be a major coup to get invited to the biggest Real Es-
tate convention in your country. 

Branding versus bragging 
It is very tempting to create self-indulging marketing campaigns 
which are tantamount to nothing more than awkwardly placed brag-
ging events.  

Just laying out your past accomplishments and allowing your rec-
ord to speak for itself may seem like the right thing to do as part of 
establishing an authoritative position in the marketplace, but is that 
really the case?  

The reality is that bragging or puffery even, is really all about dis-
traction. Instead of focusing on positioning yourself as a helpful edu-
cator and trustworthy advisor for your clients success, you’re more 
consumed with trying to overcome the objections of your prospect 
with a smoke screen of impressive-sounding credentials that are, in 
the end, often irrelevant.  

Now don’t get me wrong, there is a time, place and manner in 
which to share your credentials. For example, it is not bragging when 
you outline past accomplishments and industry awards which are rel-
evant to the industry your prospects and clients are in. 

However, it is important that you fully understand this because 
maybe you’re thinking that the whole personal branding and credibil-
ity positioning process is really all about playing up your credentials. 
It isn't. It is more targeted than that. 
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Establishing iCAT and building a personal brand that is trustwor-
thy in the eyes of your prospects and clients has to be targeted. It has 
to speak to a specific channel. It has to convey a certain range of infor-
mation that is well defined and focused. Otherwise, it is very easy to 
miss your objectives.  

In the end, personal branding is simply a tool. It is a tool for getting 
more exposure so you can reach the prospects that need your help. 
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[4] 
The Dangers of Competing 
Without Credibility and Trust 
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THERE USED TO BE an American Express commercial that was very 
famous between the 1970s to the 1980s. The tag line of the advertising 
campaign was "American Express: Don't Leave Home without It". 

The same tag line applies to your efforts in building instant credi-
bility and trust (iCAT), with prospects and clients. You shouldn't try to 
compete both online and offline without first having it in place. To 
keep things in context with that famous American Express ad, “You 
shouldn't build your business without establishing iCAT." Otherwise, 
it would be very easy to waste a lot of time, effort, and resources trying 
to champion your brand. 

Here are just some of the most common dangers that you run the 
risk of encountering if you don't use iCAT to gain a competitive ad-
vantage. 

Falling between the cracks 
It is very easy for your message to fall between the cracks if you don’t 
give your target audience compelling enough reasons to differentiate 
it from the rest of the herd.  

You have to understand that we are in the digital mobile age. An 
ever increasing number of your competitors are making the transition 
from offline to online, resulting in a reduced gap between what was 
once two separate worlds.  

What this means is that the capacity to create huge amounts of 
online content has increased and continues to increase exponentially, 
and spills over into the offline world creating an overwhelming bar-
rage of information.  

Simply put, and much to the detriment of your prospects and cli-
ents, there is too much information out there. There are too many 
businesses talking the same game, throwing out what seems to be the 
same message. 
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If you fail to focus on building iCAT, your message will fall between 
the cracks and will get absorbed into the abyss of background noise 
that emanates from online and offline sources. Simply put, your mes-
sage gets drowned out by the capacity of modern media's content pro-
duction machine. 

How much content is produced every single day? Without even 
counting offline sources of marketing content, we are talking about 
two million new pieces of online content being published daily. And 
the number is growing exponentially. That is how much competition 
you are up against. 

You can try to duck and weave this issue by simply saying, "Well, a 
lot of that content is not in my niche." That may be technically true.  

But even if you filter based on a niche, there is still a lot of content 
being generated. There are still a lot of materials that you need to over-
come, in terms of making your brand or your client's brand stand out. 

Undifferentiated media presence is no presence 
at all 
You might think, since you are producing all this content, making all 
this contact, and reaching out with seemingly niche-relevant material, 
that you have a solid media presence. 

The problem with this thinking is that, while it is true that you do 
have a media presence, it is undifferentiated. The way content is being 
consumed currently means an undifferentiated media presence is no 
presence at all. You simply can't stand out if you don't get picked out. 

For example, it is like being a blue widget in a sea of blue widgets. 
You may be the best blue widget of the bunch. You might have amazing 
engineering. You may be the product of a long, complicated, and ex-
pensive product evolutionary process. But it doesn't really matter.  
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Why? On the face of things, your product, your concept, or your ser-
vice is just like everybody else's. It is hard for you to stand out when 
you can't give people an immediate reason to pick you out. 

Shallow industry reach 
By simply playing the game without the power of establishing iCAT in 
your industry, your reach will be, by definition, shallow. It has to be. 
You would be treated just like everybody else. You would be treated just 
like everybody who goes through the front door.  

Everybody knows that, for you to really get anywhere in any indus-
try, people have to invite you through the back door. In other words, 
you have to be referred by somebody credible to get in. You have to al-
ready have your own building blocks of credibility to get in. 

Longer trust development cycles can get quite expensive. As the old 
saying goes, "Time is money." And as I have mentioned earlier, you can 
establish iCAT doing things the regular way. But it will just take time. 

The big tragedy is that most enterprises don't have the resources to 
do things this way. The longer it takes, the more money you burn. Why 
is this? You could have devoted that time doing something else that 
would have put money on the table. This is the classical concept of op-
portunity costs. 

The longer it takes for trust to develop, the more money it will cost 
you. This is why it is extremely important to be clear to both your ob-
vious and conscious costs, and your invisible costs like opportunity 
costs. These invisible costs are just as real as your conscious costs. In 
fact, in the big scheme of things, you lose more money with oppor-
tunity costs. 

Less credibility leads to smaller deals 
If you don't unlock the power of iCAT with your prospects and clients, 
you are going to just have to settle for smaller deals. This may not be 
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all that bad, but it really cheats you of the scale and volume, as well as 
profitability, that your company deserves. 

Unfortunately, you would just have to resign yourself to the fact 
that without the ability to build instant credibility and trust, you really 
can't pick and choose. You just have to settle for small potatoes and 
hope that they scale up some way, somehow into something bigger. 

Less qualified or less competent competitors 
overtake you 
This is the most frustrating disadvantage of competing without hav-
ing built iCAT with your prospects and clients. You might see your 
business overtaken by competitors that you know for a fact are far less 
competent and less qualified. They just seem to have that magical ele-
ment that enables them to get bigger and more lucrative contracts 
than you. 

This is extremely frustrating because you know deep down that you 
could do a better job. You know deep down that you can provide better 
value. Unfortunately, prospects flock to them instead of you. It is like 
being the Grade-A student in the class working for somebody who 
barely graduated. It is really frustrating. 

You would be relegated to less lucrative mar-
ket segments 
Any market is composed of many different segments. We are talking 
about low-end, mid-end, and of course, high-end. If you do not un-
leash the power of iCAT in your marketing efforts, nine times out of 
ten, you would be relegated to less lucrative market segments. The 
more competitive your space, the less profitable the segment of the 
market you will end up in. 

This is a cruel irony of competing without the power of establishing 
iCAT with your prospects and clients. You can in fact deliver better 
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value. You may have more experience. You may provide an overall bet-
ter product. But at the end of the day, all that doesn't matter. At the 
end of the day, you just end up being forced to make do with less prof-
itable segments of your target market and that totally sucks! 

You run the risk of being lumped with less 
trustworthy brands 
To add insult to injury, despite all the problems outlined above, if you 
market without the power of iCAT, you run the very real risk of being 
automatically lumped or categorized with less trustworthy brands. 
This is a serious issue because it is going to weigh down your brand's 
ability to become credible or to become a market leader.  

You have to remember that human beings from all four corners of 
the globe subscribe to the old saying, "Birds of the same feather flock 
together." In other words, you are guilty by association. Since you can-
not unlock the power of instant credibility and trust to make your 
brand stand out, you are automatically thrown in with known low-
value brands. These other brands corrode your brand and make it that 
much harder to make your brand rise above. 

Pay close attention to the dangers we just spoke about. These are 
the key dangers many entrepreneurs overlook and, as a result, suffer 
from. They put themselves in a very frustrating situation where their 
business is not going where they need it to go, and they are vainly just 
going around in circles trying to figure out why. It all boils down to a 
lack of the ability to establish iCAT with their prospects and clients.  

Make no mistake about it. iCAT is a key tool you have to develop to 
get ahead in the modern marketing rat race. Without this tool, you will 
be left behind. Considering how fast global marketing is evolving, you 
can bet that you will be left far, far behind. 

How do I know this? 
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Because at the time of writing this book for you, I’ve been helping 
entrepreneurs just like you improve their businesses for 10 years and 
there are some common barriers I hear all the time that stop them 
from achieving their desired outcomes. With that said, let’s close this 
chapter out and move on to the next where we’ll discuss these points 
in more detail. 





 

37 

[5] 
Common Barriers to Estab-
lishing Instant Credibility and 
Trust 
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I'VE ALREADY COVERED why establishing instant credibility and 
trust (iCAT), with your prospects and clients is important. However, 
understanding its importance and actually implementing it are two 
totally different things.  

Time and time again, people who try to make iCAT work for them 
have a tough time. They simply can't get out of the gate. The reason for 
this is that they constantly run into common barriers that prevent 
them from effectively establishing iCAT. 

Keep in mind that we're not talking about the actual implementa-
tion steps of iCAT just yet. We're not talking about the actual technical 
steps.  

In this chapter, I'm going to talk primarily about misconceptions. 
These are things that you think of and unconsciously subscribe to 
which end up undermining your success. It is my hope that by laying 
out this information, you can be clear as to what they are and most 
importantly, learn how to avoid them.  

You have to understand that nine times out of ten, the things that 
hold you back and prevent you from achieving the success you're capa-
ble of achieving are completely internal. That's right—they are com-
pletely mental.  

They're part of your attitude and your mindset, an inside job! At the 
end of the day, even if you have all the resources in the world, estab-
lishing iCAT is made all the more difficult because you subscribe to 
these mindsets on an unconscious basis.  

By laying them out and making them clear in your mind, you can 
then ask yourself key questions as to whether you actually believe these 
things. If you do, you owe it to yourself to think otherwise. You owe it 
to yourself to think in such a way that you overcome the negative ef-
fects of these mindsets.  
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Self-doubt and self-sabotage  
One of the most crucial aspects of success in any kind of project is the 
ability to believe in the project. I know this might seem pretty straight-
forward and even seem like common sense.  

However, if you are unclear as to this fundamental element, noth-
ing is possible. You would be surprised as to how many otherwise qual-
ified and able people fail time and time again because they simply 
doubt their own project.   

To put it in as simple terms as possible, if you think that something 
is impossible, it will become impossible. It doesn't matter how much 
money you have or how skilled you are. If you allow yourself to doubt 
your project, that project becomes impossible. If you think that it's not 
doable, it will become impossible to do.   

Why?  
Your mind will find a way to hold you back.  
Even if you are physically capable of doing it, and you have all the 

right financial resources to take care of a project, if your mind stands 
in the way, and you assume that something is not doable, it's going to 
be impossible.  

This is the worst form of self-sabotage because it is all self-inflicted. 
You only need to dig deep, realize what you're doing, and do a 180. Be-
lieve that it is possible. 

Overestimating your competition  
Another common way we hold ourselves back from achieving anything 
worthy of doing is our overestimation of the competition. Make no 
mistake about it, you need to have a realistic view of your competition. 
You can't just go into any kind of project and just expect it to be a walk 
in the park. I'm not saying that.   
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What I am saying is that you don't want to blow up your competi-
tion's capabilities to such a degree that it robs you of your resolve to 
push forward. You don't want to compete out of fear.  

If you imagine giants when none exist, you're just operating out of 
fear, and you can't do what you need to do to get ahead. It's one thing 
to get a realistic estimation of your competition. It's another to com-
pletely blow up your competition's capabilities and resources.  

You're not doing yourself any favors by overestimating your com-
petition. Look at your competition with a realistic mindset. Don’t im-
agine things that aren't there.    

Fear of the unknown  
One of the most common objections you will encounter in your efforts 
to build a personal brand and establishing instant credibility through 
your brand is the objection that what you're doing hasn't been done 
before. Of course, it's been done before by other people, but it hasn't 
been done by you. You will hear this all the time.  

The problem with this is that this fear focuses your attention in the 
wrong place. Instead of looking at yourself, look at the other people 
that have successfully pulled this off. The antidote to fear of the un-
known as far as establishing instant credibility and trust through per-
sonal branding is concerned, is simple: If they can do it, you can do it 
too.  

Just keep repeating that to yourself and start taking actionable 
steps (that you have 100% control over), that will move you closer to 
your goal.  

Just focus on the fact that you are equipped with the same hard-
ware as those people. They're not more physically gifted than you. They 
don't have any supernatural powers.  
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The only thing that they have that you don't is that they decided to 
focus, take action and learn as much as possible about personal brand-
ing and establishing instant credibility and trust with their prospects 
and clients. That's the only advantage they have over you.  

The good news is this advantage can easily be reverse engineered. 
You can easily get that advantage simply by devoting the right amount 
of time, effort, and energy.    

Misunderstanding personal branding as unnec-
essarily difficult, costly, or time-intensive  
This mindset is actually related to the self-doubt mindset we just fin-
ished talking about. While the self-doubt self-objection is more abso-
lute, the damage of a less absolute personal objection is just as bad.   

Let me explain… 
If you think that establishing instant credibility is too hard, will 

take too much time, or cost too much money, you are misunderstand-
ing the whole project. You have to understand that for you to grow, you 
have to put in the effort. It will take some pain, sacrifice, and time.   

Moreover, no growth is possible without any kind of resource allo-
cation. We're talking of course about money.  

While the amount involved may not be all that much, and you can 
compensate for actual capital by investing your time, there will be 
some sort of value that you are supposed to give up to achieve this ob-
jective. You shouldn't shy away from this.  

Understanding how to create trust with prospects when they come 
into contact with your business for the first time is a worthwhile task 
because it opens the way to greater opportunities in the future. It 
opens the way for better marketing effectiveness for both yourself and 
your client.  
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Think of it this way: It's like going back to school. When you're at 
school, you're actually paying a high price because the time you in-
vested sitting in that classroom could have been spent doing some-
thing else that probably could have put more money in your pocket. 
Regardless, it was decided for you that school was more important and 
later on, you were able to reap a return on that time investment, a good 
example, being able to read this book.  

This is the way you should look at the inconveniences and difficul-
ties that arise as you try to figure out how to establish instant credibil-
ity and trust (iCAT) with your prospects and clients.  

While I try to make things as clear as possible in this book, your 
primary challenger will be the fact that there is no cookie-cutter solu-
tion.  

No one size fits all. Nobody has this magic pill that you place on 
your tongue, and things start to happen. It doesn't work that way.  

I give you a framework to either piece everything together on 

your own based on your particular set of circumstances and your 

reality. 

By looking at the whole process as fun and a great puzzle to 

solve, you can have the curious and adventurous mindset needed 

to overcome temporary hassles that involve time, costs, and any 

inconveniences that may come up, or you can hire the services of 

a professional who will save you time and money and help get you 

there much faster.  

Procrastination  
If somebody told you how to become a millionaire, you're not going to 
be a millionaire unless you decide to act on that information. Simply 
waiting another day is not going to make those millions come to you 
sooner. You are just kicking the can down the road and postponing 
your enjoyment of the rewards you could have coming your way.  
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This is exactly what's happening if you are procrastinating in your 
efforts to build credibility. Simply understanding how to build instant 
credibility and trust is not going to do you much good. You have to ac-
tually put it into practice.  

You have to contact people and learn to understand what makes 
them tick, what keeps them awake at night, their fears, their hopes and 
their dreams.  

You have to allow yourself to make mistakes and learn from them. 
In other words, you have to go through the process. This all involves 
getting out there and trying.   

Procrastination simply just eats up your time. The more time you 
spend procrastinating, the longer it will take for you to benefit from 
the power of being able to establish iCAT.    

Shiny Object Syndrome  
The Shiny Object Syndrome is actually pretty straightforward. This is 
a mindset where you are always looking for the biggest and best op-
portunity.  

You might buy a business related book that spells out how to carry 
out some specific marketing strategies and halfway through, another 
book gets launched, and you drop everything trying to pursue that. 
Halfway through that book, you drop everything again because some-
thing “better” came along.   

The Shiny Object Syndrome is very common because it caters to the 
very pronounced human need to stick with something that is a sure 
thing. For a business owner like you, the problem with this mindset is 
that nothing is a sure thing unless you've given your all.  

Somebody can give you a surefire formula to getting more pro-
spects and clients, however, if you are not disciplined enough to stick 
through the process needed to achieve the objectives you're capable of, 
nothing is going to happen.   
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The solution to Shiny Object Syndrome is simple: Stick to one thing 
at a time, nail it, devote as much effort, time, and resources on it, mas-
ter it, and if it still doesn't produce the results that you feel it should 
produce, then move on to the next project.  

This should be your standard. You should only drop something if 
you have given your all. If you haven't, keep at it.  

Don't let yourself be distracted by the next big thing that comes 
along. Otherwise, you're always going to be chasing after new ideas 
and failing to achieve anything of value.   

Sadly, you won't be alone when you do this. This is probably one of 
the biggest reasons why most would-be entrepreneurs who try to build 
a business fail time and time again. They just can't focus. 
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[6] 
Five Common Misconceptions 
about Building Instant Credi-
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IN THE PREVIOUS CHAPTER (5), we talked about what you're think-
ing, your attitude and the mindsets that trip you up and prevent you 
from building instant credibility and trust. In this chapter, we will fo-
cus more on common misconceptions, workarounds and realistic so-
lutions.   

Misconception #1: Establishing instant credibil-
ity through personal branding costs too much  
Let me get this out of the way right now: If you are going to undertake 
the project of establishing instant credibility through personal brand-
ing, there will be costs involved. They're not just free. There's no magic 
here. It will cost you something. However, you have a lot of choice as 
to how much it would cost you.   

The reason why any kind of branding and marketing cost money is 
because it's going to take time. Time after all is money.  

If you were to take the time that you devote to doing free marketing 
methods or personal branding and devote it to something else like a 
job or a freelance project, you probably would have turned that time 
into income. In other words, you could have devoted it to other activi-
ties that would have produced revenue.   

The good news is by devoting the right amount of time into build-
ing personal credibility, you are building up your rewards for the fu-
ture.  

The rewards right now might be few and far between, but you are 
really just investing in your future because the better you get at it, the 
greater your return on effort and ultimately, the greater your return 
on investment.   

One key reality behind the misconception that building personal 
credibility can be expensive is the fact that the building blocks for do-
ing this are free. Social media platforms are free.  
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Email is free. The most powerful blogging software on the planet, 
WordPress, is free. Moreover, even if you have to pay for hosting, a do-
main name, or certain types of content, their costs are very managea-
ble.   

So don't let the misconception that building your personal credibil-
ity is an expensive trip. Don't let it give you yet another reason to pro-
crastinate.   

Instead, you have to understand that the biggest asset that you 
would have to invest in this project is your time. 

Your time is your most precious asset. It's a very expensive com-
modity. However, learning how to quickly build personal credibility is 
a skill worth your time investment. 

Finally, it is possible to reduce your costs with the right credibility 
building strategy. If you apply the right strategy which we will talk 
about in the steps mentioned in another chapter, you can go about this 
whole project with as little costs as possible. 

Misconception #2: You won't recoup your brand-
ing costs 
A very common misconception repeated by people who are just com-
pletely unclear as to the value of personal branding involves getting 
your money back. It is true that building a personal brand takes time. 
Since time is money, you will have to invest a lot of money in the form 
of time.   

The problem is that many people misunderstand personal brand-
ing because they see it as merely a means to an end. If we look at it that 
way, it is easy to fall into the trap of thinking that we've wasted all this 
time, effort, and resources building a solid brand only to achieve this 
level of results, which may not be enough to cover all our direct and 
opportunity costs.  
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The problem with this shortsighted way of assessing the power of 
personal branding is that it doesn't look at personal branding the right 
way. Personal branding is all about building an asset.  

Your personal brand, once it is fully developed, continues to pro-
duce benefits long after you've stopped devoting resources and time to 
personal branding. It keeps opening doors regardless of where you go.   

Just like an asset, it continues to produce income long after you 
have stopped working for that income. That's why it's an asset instead 
of a job. People who don't understand how assets work are quick to 
come up with this misconception. In fact, your brand continues to 
generate results long after you've stopped spending money and time 
on it.   

Best of all, your personal credibility benefits are scalable. Meaning, 
once you've established a base brand, it doesn't take all that much ef-
fort to scale up that brand and to have it open all types of doors and 
help you get into other niches and industries. Thanks to inter-industry 
social networks.  

To sum up this misconception, I have to point out the fact that 
when you are building personal credibility, it is a sunk cost invest-
ment. In other words, I can't pull back on the amount of time I'm going 
to invest in it. Either I develop it as a full asset, or it's not going to work.  

This is why so many people have such a misunderstanding of its 
costs because they don't stick with it long enough to develop it into an 
asset. As a result, they have this badly functioning brand that ulti-
mately falls apart.  

They only have themselves to blame. They can't point to people who 
have successfully built a brand or who are advocating brand building 
and accuse these people of wasting their time.  

If you were to build a solid brand asset, it will continue to produce 
results, and it will continue to be scalable long into the future. Your 
focus shouldn't be on recouping your cost but completely building a 
solid brand.    
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Misconception #3: You don't have the talent, 
ability, or skill to establish instant credibility 
through a personal brand  
This is probably the most depressing objection to personal branding. 
People who use this argument or who have this misconception point 
to successful brands like Martha Stewart, Rachel Ray, Oprah Winfrey, 
Tony Robbins, and others and dwell on their own lack of talent, ability, 
or skill. What these self-critics are saying is that they’re obviously not 
a Martha Stewart so why even try?  

Well, this totally ignores the fact that before Martha Stewart be-
came a household name, nobody heard of Martha Stewart. Before 
Oprah Winfrey broke into the scene in a big way, nobody heard of her.  

You have to understand that successful brands come from some-
where. They are built. They are not results of random accidents nor are 
they passed down from heaven. It takes effort to build a successful per-
sonal brand.   

If you can wrap your mind around this fact, then you can absorb 
the second fact which is successful personal branding is learned be-
havior.  

Do you think Martha Stewart came to the idea of becoming one of 
the most recognized personal brands in America with a blueprint? No, 
she didn't. She may have had a framework like this book but the actual 
steps and the actual hits and misses that she had to go through were 
completely her own.  

She had her own sets of challenges and circumstances, and these 
played a role in how she went about building a successful personal 
brand. Throughout it all, her effort at building herself into a power-
house brand is based on personal effort and attitude. It's learned be-
havior.  

You have to always keep coming back to the fact that if they can do 
it, you can do it too. You are not any dumber or less able than any of 
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these powerful brands. All you need is the time and the will to make it 
happen.   

Believing that you can establish a powerful personal brand is the 
first step to making progress. If you don't allow yourself to believe that 
you can achieve what they can achieve, then nothing is possible.  

Nothing is impossible if you break it down into enough smaller 
parts. These are called sub goals.  

Just because there is a big gulf of difference between you and Mar-
tha Stewart now doesn't necessarily mean that you can kiss your 
dreams of building a big personal brand good-bye.  

Just break down those objectives into small enough sub goals and 
stick to those sub goals on a day-to-day basis, and you will eventually 
get there.  

Don't rob yourself of the future success you're capable of by simply 
assuming that since your model brands are so talented and skilled that 
there's no way for you to reach their level. Don't cheat yourself of your 
gift. You have a gift, remain true to it and honor it. 

Misconception #4: Your situation is different 
that establishing instant credibility won't ben-
efit your business  
This objection comes from people who think that all businesses are so 
unique that they can't benefit from consultants. As you can already tell 
by reading that sentence, it is complete ridiculous. It doesn’t make any 
sense. If it did, business consultants like myself would not exist.   

Still, business consultants rake in millions and millions of dollars 
every single year because of the huge need for their services. Their 

services mean a lot, and their services have a practical impact.   

The reality is that all businesses face the same general chal-

lenges. It's all about crafting unique solutions based on a general 

framework. By using your personal brand to establish instant 
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credibility for either your business or a client's business, you cre-

ate a bridge out of this general framework. You make a connec-

tion between the general and the specific realities of your 

particular business or your client's business.  

Successful personalized brand building is all about constant exper-
imentation. Even if there are a lot of differences between your partic-
ular situation and the situation of the people that you are trying to 
reach out to, by constantly experimenting, moving things around, 
making small changes, and paying attention to results, you can come 
up with something that works.   

Make no mistake about it, business consulting is never going to go 
away. It's a multibillion-dollar industry and there's a huge demand for 
it because despite the seeming differences between businesses, there 
are enough similarities that consultants can focus on to deliver solid 
value to the people that they're trying to help. 

Misconception #5: Brand credibility building 
yields a very low return on effort  
The funny thing about credibility building is that its results fall into 
two categories. You have to be fully aware of these categories for you 
to fully grasp the value of brand credibility building.  

Otherwise, it would be very tempting for you to believe the critics 
of brand-based credibility building and just allow yourself to get in-
timidated by its long time frames, its seemingly uncertain results, and 
its high opportunity costs as well as its direct costs.   

The good news is brand credibility actually yields a lot of unseen 
results. First, if you establish a solid brand, your prospects may not buy 
from you, but they can become your raving fans.  

That's right—they can actually plug you into their professional so-
cial network. They may not have an immediate need of whatever it is 
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that you're offering, but since you bring to the table such a solid brand, 
they don't want you to go to waste.  

They would look for people that have a need for whatever it is you're 
provide and connect you with those people. At the very least, they can 
put you on their contact list or LinkedIn network and connect with you 
if somebody in their network has need of whatever you are offering. 
That's how powerful a solid brand is.   

When you establish a high level of credibility, people are motivated 
and pushed to voluntarily connect you with people they know. Why? 
They look good because some of your solid branding and solid credi-
bility rubs off on them.  

Imagine if you were a best-selling author who had been published 
in national media on multiple occasions. An event organizer is on the 
lookout for a speaker on a specific subject matter. She finds your com-
petitor’s website which talks about their products and services and cre-
dentials, you know the usual stuff you find on corporate websites. 

Then she comes across you. You have published articles, blog posts, 
news releases on highly respected news media sites and to top it all off, 
you wrote the subject matter book.  

Who do you think she is most likely to choose? The answer is obvi-
ous right? And why? Well, simply because you’ll make her look good in 
the eyes of her friends, colleagues, her boss even. She will feel that her 
professional stature will increase by letting her network get connected 
to a solid resource like you. That's how powerful brand credibility is.   

Another reality that the misconception of the supposed low return 
on effort of brand credibility totally misses is scalability. When you 
have established solid credibility, it doesn't take much for you to scale 
up.  

It doesn't take much for you to try new revenue opportunities, new 
add-ons, and new services. Why? You already opened your door with 
your credibility. It doesn't take extra effort to take the next step.  
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Finally, even if brand credibility may have a low visible return on 
effort currently, your solid credibility increases in value over time.  

Unless you do something that totally calls your credibility into 
question, your credibility continues to increase the more deals you do, 
the more your brand is put out there, and the more people talk about 
your brand. It takes on a life of its own and it grows and grows over 
time. Eventually, it takes less and less effort on your part to open deals 
and close them.   

Keep these factors in mind when looking at the question of return 
on effort. Sure, in the very beginning, return on effort would be low. 
Your brand is fairly new. You haven't scaled up yet. You haven't estab-
lished your own tribe of followers. But eventually, once all these assets 
come into play, you would quickly realize that your decision to build a 
credible brand is one of the best decisions you ever made in your career 
as an entrepreneur. 
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[7] 
Five Common Pitfalls to Avoid 
When Building a Personal 
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AS I KEEP MENTIONING, you need to build a personal brand if you 
want to succeed with building instant credibility and trust with pro-
spects and clients. Your personal brand enables your reputation to pre-
cede you.  

If you have a great reputation, you don't have to do much heavy lift-
ing for all these doors to open to you. It takes less effort to open and 
close a deal. It all goes back to building a personal brand. The stronger 
your personal brand, the less effort and time it takes to establish cred-
ibility. 

With that said, there are just so many ways you can drop the ball 
when building a personal brand.  

Even though you face an almost infinite range of pitfalls, they all 
fall within five major categories. In this chapter, I have summarized 
them so you can get a clear idea as to what they are and how to avoid 
them. 

Pitfall 1: Copying another brand 
The key to a personal brand is exactly that. It is personal. It is never a 
copy of somebody else's brand.  

Copycats will always fail. Why? All markets tend to favor people 
who are innovators or are perceived to be. If you are perceived to be 
just a copy of somebody else, your brand is going to suffer. You are 
never going to be as good and as cutting-edge as somebody who is per-
ceived to be an original. 

This is why it is extremely important to avoid the temptation of 
copying another brand. It is very tempting because you save a lot of 
time, effort, and energy. Why reinvent the wheel, right? 

The problem is that there is a right way and a wrong way to copying 
another brand. I am not against copying brands per se. What I am 
against is sloppy copying.  
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It is OK to understand the principles that drive a particular brand 
in your niche and build a distinctive brand that is all your own based 
on those principles. Compare this with the common technique of just 
simply copying another brand. All the elements are the same. Even the 
graphics being used can be misleading. 

Even if you don't copy your competitors enough for them to suc-
cessfully file a legal case against you, your brand will suffer. You don't 
want to be perceived as an also-ran or a "me too" brand. You have to be 
original. You have to be an innovator. 

This is why you should focus on what is distinctive about how you 
do things. Is it your vision? Is it your processes? 

Find something that makes you stand out from the crowd, and 
build your brand around that. You can use principles borrowed from 
other brands, but the complete package must look original and must 
be rooted in what is distinctive about what you bring to the table. 

Pitfall 2: Telling your audience what they want 
to hear 
Real brands speak from a distinct position. This is what gives them au-
thority. This is what makes them stand apart from the competition. If 
you are going to bend over backwards trying to tell your audience what 
they are already hearing from everybody else, your message is going to 
fall on deaf ears. Why should they listen to you when they can get the 
exact same stuff from everywhere else? 

Unfortunately, rookie brands don't get this. They end up basically 
parroting what other brands are saying. They are essentially conveying 
the same constellation of values that other brands are communicating. 
It is no surprise that these brands fall short. There is nothing distinc-
tive about them, at least when it comes to first impressions. 

Your brand has to speak from a distinctive position. It has to bring 
something to the table that makes it look different. Even though you 
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may have a thoroughly conventional brand, you should at least create 
the impression in the minds of your prospects that you go against con-
ventional wisdom that you go beyond what everybody else is saying.  

Why do you need to do this? You will earn more respect when you 
stake your claim and stand your ground. You have to find something 
that is distinctive, and position your brand around that. Maybe it is a 
better focus on product research.  

Maybe it is a higher emphasis on customer experience. Whatever it 
is, make sure that it makes your brand look very different from the 
competition. 

Of course, you won't be able to pull this off successfully unless you 
have thoroughly researched what is out there. Pick apart your compe-
tition's brand message.  

Figure out what they are doing right and figure out what they are 
doing wrong. Build on their strengths by offering the same things that 
they are doing right, but play up the fact that you are offering some-
thing they are missing.  

This is how you tell your audience your brand's values in such a way 
that you gain a competitive advantage. Don't merely tell them what 
they want to hear. 

Pitfall 3: Herd mentality 
In any niche, there will always be trends. There will always be conven-
tional wisdom. There will always be certain patterns that everybody 
seems to be following. 

It’s not a problem for you to follow trends that give you a competi-
tive advantage. In fact, if your industry is heading in a certain direc-
tion that will modernize your industry, it can be a good idea to follow 
the crowd.  

However, the problem does occur when brands follow trends just 
for the sake of following trends. In other words, they don't want to feel 
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left out. They don't know why they are following. They don't have a 
firm position or principle that explains why they are following a trend. 
This is herd mentality, and it will only erode your personal brand. 

Instead, you should focus on setting trends. As I have mentioned in 
Pitfall 1, if you are viewed by your audience members as an innovator, 
you gain a competitive advantage. Instead of following trends, you set 
them. If you do this enough times, people will come to you first regard-
ing a hot issue and will try to figure out what you have to say first be-
fore they make a decision. This is exactly the level of authority you 
should aspire to. 

Real brands stand out from the herd by riding the herd, not follow-
ing the herd. Just as a cowboy rounds up the herd and directs the herd 
of cattle where the cowboy needs the herd to go, your brand should do 
the same for your industry. Stand out and lead, instead of merely fol-
lowing blindly. 

If your brand is perceived as a mere follower, there are really less 
incentives for your prospects to follow you or take you seriously. Why? 
If you are offering the same direction as everybody else, they probably 
would be better off with a better known brand or a more established 
brand. 

Pitfall 4: Trying to do everything for everyone 
You can't be all things to all people. It is just not going to happen. This 
is true on a personal basis, and it is definitely true when it comes to 
branding. You can't position your brand so that it is the Swiss army 
knife of your industry. As the old saying goes, "Jack of all trades, master 
of none." 

In this day and age, you establish a higher degree of credibility if 
you are micro-specialized. This is why it is extremely important to 
finely tune your brand so that it is closely associated with a tight range 
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of subject matters. Micro-Specialize. The sooner you do it, the sooner 
your brand becomes successful. 

This all really takes one simple step. Stake out a niche. Figure out 
the rough borders or outer perimeter of that niche, and stay within 
that niche. Own that niche. Once you have established a lot of credibil-
ity there and you are the undisputed authority in that niche, then and 
only then should you start thinking about expanding your niche cov-
erage. 

I have seen it time and time again. People who try to establish a 
personal brand in one particular area get really comfortable and try to 
scale up. Nine times out of ten, they fall flat on their faces.  

Why? 
They didn't really become fully established in their original niche. 

Not surprisingly, when they try to branch out, they don't have enough 
crossover credibility to create much of an impact in the new niche they 
are branching out to. 

Solidify your brand in your current niche. Own that niche. Domi-
nate it, and then start thinking about expanding. 

Pitfall 5: Establishing your credibility through 
simple definition 
I have helped many professionals build a solid personal brand, and it 
really breaks my heart to see people try to build a brand through simple 
definition. It really is sad to see. They simply tell people why they are 
credible. They simply tell people why they should be taken seriously. 

I am telling you right now, telling is worthless. You have to show 
people. You have to use actual case studies, testimonials, statistics, and 
hard numbers to show in no uncertain terms that you know what you 
are talking about. 

The problem with telling people that you are a credible authority is 
that anybody can make a claim. Anybody can whip out their resume. 
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Anybody can rattle off a long list of supposed accomplishments. How-
ever, unless you relate those accomplishments to the basic needs of 
your audience, you have failed to establish credibility with them. You 
have failed to build a solid brand with them. 

Accordingly, I recommend using the power of case studies, num-
bers-driven testimonials, and other data-heavy methods of establish-
ing brand credibility. Otherwise, as I keep repeating, you would just be 
another voice in the crowd. You would be simply playing the game the 
same exact way failed brands in your niche are playing the game. 

You don't want to play a losing game. You don't want to play the 
game to lose. You have to show people why you are credible, instead of 
merely telling them. Otherwise, it is just going to take too long to get 
to where you need your brand to go. 
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NOW THAT I HAVE GONE through the mindset and the common 
mistakes and misconceptions involved with building a solid personal 
brand, I am going to now step you through the process of building in-
stant credibility.  

The process begins with you. The process begins with your 
knowledge. The process begins with your command of niche 
knowledge. 

It is extremely important that we trace the whole instant credibil-
ity-building process from the beginning. Some of these steps may 
seem like no-brainers to you. They may seem like common sense.  

However, bear with me because the clearer I draw the steps and the 
more numerous they are, the less likely it will be for you to miss a step 
or assume too much and end up failing.  

Of course, no step-by-step guide would be absolutely complete. All 
niches are different. All niches have their own particular set of circum-
stances.  

However, as I have mentioned earlier, my aim is to give you enough 
of a framework so that you can have enough to apply to your particular 
niche and understand if any elements are missing so you can fill them 
in using your direct niche experience. 

Step 1: Get a proper understanding of your niche 
A niche is a body of knowledge. You might think you already know eve-
rything about your niche. Chances are you would be mistaken. 
Chances are you may have assumed things that are not there or were 
blind to key issues that have a direct impact on your success.  

If you want to build a solid personal brand in your niche, it is ex-
tremely important to get a proper understanding of your niche.  

This is non-negotiable. You have to resolve to learn as much as pos-
sible about your niche. Before you rush out there and read everything 
on your niche, you need to go through Step 2.  
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It is too easy to spend a lot of time, effort, energy, and money doing 
Step 1, only to disregard a lot of the stuff that you learned. 

Step 2: Define your niche tightly 
As I have mentioned in Pitfall 4 in Chapter 7, you can't be a jack of all 
trades. Your personal brand must be tightly focused onto a niche or 
preferably a subsection of a niche or sub-niche. The reason why you 
need to do this is you need to define your niche tightly for maximum 
control.  

Some niches look deceptively simple. They may look pretty 
straightforward. However, when you start digging into them, they are 
actually quite deep. They actually involve many different parts.  

They may overlap with other niches. It can go on and on. You might 
end up stepping into something that you can't get out of easily. 

This is why it is extremely important to define your niche tightly. 
You are defining your niche so you can maximize control over both 
your time and your resources. If your niche isn't defined narrowly, ex-
pect to waste a lot of time and money only to have very little at the end.  

By tightly defining the body of knowledge you are going to work at 
becoming an expert in, you are going to save yourself from a lot of un-
necessary headaches down the road.  

Also, the tighter your niche, the easier it is to become an expert in 
that niche. Once you have reached a high degree of authority, you can 
then scale up from there. 

Step 3: Read up 
This may seem like common sense. But I have to emphasize that read-
ing up doesn't just involve resources that are directly related to your 
niche. You also have to look at alternative sources of information.  
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Look at social media. For example, on Twitter, people tweet all sorts 
of niche-related information. This may not be available to you if you 
are just going to read only reference sites dealing with your niche.  

Another rich source of information are blog networks.  
Look for blogs that focus on your niche. You might be able to get an 

idea as to the latest controversies that involve your niche. You might 
be able to discover the hot technology trends that involve your niche. 

Read as many different sources as possible. Look at Facebook 
groups. Look at Facebook fan pages. Get as much information regard-
ing your niche as you can. 

Of course, you should not take everything you read for gospel truth. 
You have to always compare what you come across with previous in-
formation. See if everything lines up. 

Also, you would notice that the more you read, both online and of-
fline, a certain consensus knowledge comes to view. This is the con-
ventional wisdom regarding certain topics in your niche.  

It is well and good to have a firm command of this information, but 
it is also a good idea to keep track of what the minority opinions are.  

There are always two sides to a story. There may be certain contro-
versies or trends in your niche that are settled. But if you want your 
personal brand to become thoroughly authoritative, you need to also 
get a working knowledge of what the dissenting opinions are.  

This way, when you produce material or you reach out to influence 
readers, you come off as a true expert. You are not just parroting in-
formation that everybody agrees on. 

Step 4: Find niche leaders and reach out 
I have some good news and some bad news.  

First, the bad news. Regardless of your niche, there will always be 
people who started before you. These are people who have built web-
sites. These are people who have blogged about your niche. These are 
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people who have taken the time, effort, and energy to become experts 
in your niche.  

If you are just simply starting out at that niche or trying to become 
credible in that niche, you would have to deal with these people and 
guess what. They will always have a head start over you. After all, they 
started before you. 

The good news is that they can be your fast track to instant brand 
credibility. By identifying who the opinion leaders in your niche are, 
you can assemble together a bunch of credible people whom you can 
reach out to. By reaching out to them, coordinating, and collaborating 
with them, they can lend you some of their credibility. If you do this 
right, instead of taking forever to reach their stature, you can actually 
benefit from their authority and credibility to speed up your rise to 
niche mastery and authority.  

It is all about figuring out who is worth knowing in your niche and 
reaching out to them. Get on their radar. Be helpful. Be useful. The 
sooner they feel you are indispensable, the greater your influence be-
comes. 

Step 5: Engage niche leaders and swap ideas 
In Step 4, it may seem like you are just figuring out who's who and 
reaching out to them. It may just seem like a waste of time because, 
since these people are influential in your niche, it is natural that 
strangers would reach out to them all the time.  

How exactly do you engage with these people so you come out as a 
hero instead of a regular zero? Very simple. You swap ideas with them. 

One of the greatest challenges of any influence leader in any niche 
is to get up to speed on the latest news or trends in that niche.  

When you engage niche leaders and you swap news stories, trend 
stories, and opinions with them, you provide them with a valuable free 
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service. By interacting with them, you give them the information that 
they need to retain their current status in your niche.  

Also, you help yourself because you need to get this information an-
yway to become authoritative.  

It is a two-way street. The more information you feed them, the 
more information they feed you back. This information then builds 
your overall body of knowledge, and takes you one step closer to be-
coming a real expert in your niche. Also, the more information credible 
niche leaders feed you, you can redistribute this information to other 
niche leaders who may not have heard of it. 

What I am trying to get at here is that you should conduct your en-
gagement activities as an info middleman. By positioning yourself in 
the middle, you are simply redistributing information from known ex-
perts.  

Of course, you should include your own research. But by being in 
the middle, engaging niche leaders in an intelligent way doesn't have 
to take as much work as you may have originally thought. 

Step 6: Collaborate with niche leaders through 
interviews 
People love to get interviewed. People love to get their egos stroked. 
Niche leaders are no different.  

If you first engage niche leaders by asking them questions and 
sharing industry information with them, the next step is to interview 
them. When you interview them, they are forced to recognize you. 
They are forced to pay attention to your credentials.  

You have to understand that niche leaders are always in search of 
new platforms to increase their niche leadership. They are always look-
ing for new outlets so they can extend their reach in your niche.  
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This is why it is really important that you not only reach out to niche 
leaders on social media and through their websites, but also collabo-
rate with them regarding interviews. You have to have a blog or a web-
site that you control.  

Ask influential people in your niche if you can interview them. In 
your interview, it is really important to play up your credentials as well. 
This way, they are put on notice that they are not being interviewed by 
some random person. Your credentials will show them that you know 
what you are talking about and that you are a credible source of infor-
mation in your niche.  

If you interview enough people and those interviews get enough 
publicity in your niche, you can ride on the credibility of the person 
you are interviewing. Eventually, it will come to the point where influ-
ential people in your niche are looking to interview you. That is where 
you need to go.  

Reaching that stage is a clear indicator that you have established a 
high level of authority, knowledge, and credibility in your niche. It all 
begins with outreach and you doing the interviews. 

Step 7: Become indispensable to niche leaders 
through news and commentary 
Once you have reached out to niche leaders, it is not uncommon for 
them to connect with you on social media. Alternatively, they can con-
nect with you through email. Regardless of how they get a hold of you, 
it is extremely important for you to make yourself indispensable.  

As I have mentioned in Step 5, you really should try to put yourself 
in the middle of your niche. You should make it your job to find out the 
latest and greatest news and commentary involving your niche.  

When you have this information and you share it freely with niche 
leaders you communicate with, you become indispensable in their 
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minds. You become the "go to" person for a certain type of infor-
mation.  

The more they go back to you, the more credible you become in 
their eyes, the higher the likelihood they would introduce you to other 
niche leaders. This also increases the likelihood that they would want 
to interview you or link to content you publish.  

Regardless of the form, when you become indispensable because of 
the third party information you are sharing, it becomes easier for peo-
ple to recommend you to their audience.  

It becomes easier for influential voices to link to you and be associ-
ated with you. The more high quality brands associate with you, the 
faster it would take for your own personal brand to reach a high level 
of credibility. 

Step 8: Get niche leaders to lend you credibility 
by republishing your third party content 
Twitter is a very powerful credibility-building tool. There are many in-
fluential niche leaders on Twitter. By simply sharing high quality con-
tent with these accounts, you can position yourself to benefit from 
their credibility.  

How do you do that?  
When they retweet or share your tweets, they are associating their 

brand with yours. They are telling their followers in no uncertain 
terms that they find you credible.  

If you send high quality content and your content gets retweeted 
enough times by the same niche leaders, eventually, enough of their 
followers would click on your name and follow you.  

Eventually, you would be able to recruit a decent chunk of these in-
fluence leaders' followers to follow your brand. 
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This is extremely important because this highlights the power of 
brand association. As the old saying goes, "Birds of a feather flock to-
gether."  

If your target audience sees that the people they look up to in your 
industry follow you, your target audience would want to know more 
about you and would give you the benefit of the doubt if you recom-
mend a particular product or service. That is how it works.  

Don't neglect the power of simply republishing niche-targeted con-
tent produced by other parties to make your brand stand out. At this 
stage, your main concern should be to be looked at as a credible source 
of information.  

You are not sharing your own content yet. You are not self-promot-
ing yet. Instead, you are just focusing on establishing your trustwor-
thiness in terms of your ability to pick high quality relevant 
information in your niche. 

Step #9: Get niche leaders to lend you credibil-
ity by publishing your content  
In Step #8, you can get a lot of credibility by simply having influential 
people in your niche to republish or share your tweets and other social 
media communications. Of course, in Step #8, you were simply shar-
ing content that's not your own.  

This is highly relevant and highly important information published 
by third parties. These may or may not be competitors. It doesn't mat-
ter. What's important is that this information is highly credible, highly 
targeted, and very useful.    

You get a lot of credibility because when you share this information 
with niche leaders on social media, they can see how in tune you are 
with the latest news and trends in your niche.  
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By simply sharing third party information, you show influential 
people in your niche that you know what you're talking about, and that 
you are a valuable source of information.   

The downside to Step #8 is that you don't get a direct benefit. Don't 
get me wrong, you get a tremendous benefit when these influential 
people start viewing you as an indispensable hub of information.  

However, in terms of direct benefits like traffic, you won’t benefit 
from Step #8 because you're sharing links that are not from your web-
site.   

In Step #9, you gain credibility by publishing your own content and 
sharing that content. The same credibility benefits of Step #8 apply. 
However, you get the added benefit of direct traffic to your website.  

This is extremely important because this is the name of the game. 
You are establishing a strong personal brand so you can get people to 
go to a target website.   

In the beginning, this may be your own website. Your website blog 
seeks to promote you as an authority figure in a particular niche. Later 
on, if you develop clients, you might want to publish your own content 
but have those materials link to your target client's website.   

It's very important to establish a reputation for niche-specificity 
and niche authority. Otherwise, if you jump straight to this step, you 
won't get as much direct traffic. This should not be a surprise because 
you're not credible enough.  

You need to go through all the previous steps in sequence so you 
can build a high enough level of credibility that influential people on 
social media in your niche would start driving traffic to you based on 
the quality of your content and your pre-existing level of authority.  

Step #10: Write industry reports  
You know you've hit the big time in terms of industry credibility when 
you write a report summing up important trends in the industry and 
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people pay attention. Make no mistake about it, if you are a random 
person who is new to the industry, and you try to do this, you are wast-
ing your time.  

I've put Step #10 at this particular stage because by this time, you 
have built up enough credibility so that people will actually pay atten-
tion to the reports you generate.  

You're not writing an industry report just so you can write a report. 
You're obviously going to do something with this report. If you have 
done all the steps above, you have cultivated the right relationships on 
social media, blogs, and niche forums so that you have a distribution 
network for whatever original content you produce.  

Step #9 is really a dress rehearsal for Step #10 and other self-pub-
lished content. Learn from your experiences with Step #9. If you don't 
get enough traffic by publishing your own content, you may need to 
grow deeper roots in your niche.  

You may need to go back to Step #8 and earlier steps to increase 
your level of authority. Once you have gotten really good results from 
Step #9, you need to take things to a whole higher level by going 
through Step #10 and the additional steps we are about to cover.   

Step #9 is a crucial stage. This is where you really feel out your real 
status level with people that matter in your industry. If you noticed 
that they share your published content a lot, and they actually send a 
lot of direct traffic, this means you have achieved a high level of au-
thority.  

However, if you don't get that much exposure, or they're not really 
sending all that much traffic, you may need to focus on Step #9 and 
previous steps until you start getting the results that you're looking 
for. In no case should you progress to Step #10 and beyond.    



74   |   Credibility Breakthroughs 

 

Step #11: Self-publish a tightly defined niche in-
dustry book  
Next time you're at a dinner party, pay attention to how people react 
when they hear that somebody is a published author. You would real-
ize that people would pay more attention to that person and are more 
willing to give that person the benefit of the doubt when it comes to 
the topic of that person's book.   

The reason for this is that people have a high level of respect for 
authors. These are people who took the time and the effort to write a 
book about this specialized knowledge they hold.  

While most of us tend to specialize in a narrow range of topics, it 
takes a special kind of person to actually go out and publish a book cov-
ering micro-specialized subject matter.  

This is why self-publishing a niche-specific industry book can go a 
long way in establishing a solid personal brand and building iCAT with 
your audience. In fact, if you followed the previous steps and devel-
oped a solid enough distribution network for your content, one of the 
first things you should do is to publish a tightly defined “One Problem, 
One Solution” (OPOS) book.   

An OPOS book takes the concept of addressing one major problem 
your prospects and clients have, and answering it from various per-
spectives. This book uses the very same OPOS formula. 

Before sitting down to record the chapters of “Credibility Break-
throughs,” I asked myself, “What’s the single biggest challenge my pro-
spects and clients have in getting more people to choose them over 
their competitors?”  

The answer was, lack of credibility, lack of trust. Through hundreds 
of hours of consulting, the pattern was as clear as day to me. People 
were great at what they do, but their audiences were not getting the 
chance to benefit from that, because of their positioning. They were 
not giving people sufficient reasons to trust them. 
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So I wrote the book around that one specific problem, credibility 
and trust. I’m sure this is beginning to make sense to you and hope-
fully, some light bulbs are popping, as you maybe for the first time con-
sider the possibilities of becoming a published author too. 

Anyway, I've put this step after Step #10 because Step #10 forces you 
to get a clear idea regarding the trends, news, and developments of 
your niche.  

In other words, Step #10 forces you to do your homework. Once 
you've collected enough knowledge in your niche, you have enough in-
formation to do Step #11 (publish your own book).   

Don't get the order wrong. This order is deliberate and well-
thought-out. I've put them in this particular sequence for a reason.  

Once you've self-published your book, put it on Amazon Kindle. It's 
really important to get it published in one of the most visible platforms 
on the planet.   

You may be asking yourself, “Well, since this is a self-published 
book, won't people view me as less credible than somebody who was 
published by a major publishing house?”  

Not necessarily.  
In fact, the moment you present yourself as a published author, the 

focus then shifts to your area of expertise. That's how much automatic 
credibility is accorded to published authors.  

Don't worry about the fact that you are self-published. In fact, if you 
play your cards right, even if you are self-published, you can gain a tre-
mendous amount of niche exposure if you publish enough books in 
certain sub niches of the larger niche you are covering.   

Remember, for the majority of people, the thought of publishing a 
book is a mammoth task, and in some genres, specifically fiction re-
lated books, such is the case. However, fiction or non-fiction, in the 
eyes of your prospects and clients takes a lot of time, effort, and disci-
pline. Society, in general, gives a lot of respect for people with enough 
focus and knowledge to publish a niche-specific book.   



76   |   Credibility Breakthroughs 

 

Thankfully, these days, you can become a published author without 
having to write a book.  With the help of a professional, you can speak 
your book, have it recorded, transcribed, edited, formatted, published 
and promoted in a relatively short amount of time, usually 60-90 days. 
Step #12: Issue periodic news releases that reference 

your published work   

You should produce as many news releases as possible. If you 

have accomplished a new milestone in your development as an 

expert, issue a news release. The more news releases you issue, 

the bigger of an impact you will make on your niche.   

It may seem in the beginning that all these news releases aren't re-
ally adding to your credibility. Don't get impatient. It's all about laying 
out the groundwork. Once you produce a lot of industry reports and 
self-published industry books, all your news releases will have more 
and more meat.  

More and more influential people in your niche will pay attention 
to what you're doing and this can lead to all sorts of free publicity. You 
can get interviews, get cited as a resource in a news article, asked to 
contribute a guest blog post, radio and TV appearances and other rep-
utation-boosting benefits.  

Don't think that you're just wasting time issuing a news release. As 
long as you do it regularly, and as long as you write news releases that 
are truly newsworthy, you are going to reap solid benefits later on.  

The key here is to issue news releases that are newsworthy. They 
should have enough information for professional journalists to build 
solid niche-specific news stories on.    
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Step #13: Contribute content referencing your 
published work  
In Step #12 above, you are using the news releases to publicize the fact 
that you're already a published author in your niche. This can lead to 
greater industry attention to what you have written and most im-
portantly, to the high level of expertise you bring to the table.  

Even if your news releases don't do much to increase the sales vol-
ume of your published work, you can still benefit by getting your name 
out there. It's all about staying on the industry radar and getting peo-
ple that matter to pay attention to your name which is your personal 
brand.   

Similar to news releases, contributed content can also be used to 
highlight your published work. If you've written an industry report, or 
if you've written an industry book in the past, you can use guest posts 
to highlight these past accomplishments. The more you spread the 
word that you’ve gone beyond your competition in mastering the in-
formation in your niche, the stronger your brand becomes.   

Don't overlook any kind of opportunity to broadcast your expertise. 
If niche-specific blogs ask you for guest posts, don't turn them down. 
As long as they reach the target audience that you're trying to reach, 
they are fair game.  Of course, don't abuse these opportunities by con-
tributing content that is forgettable, generic, or low quality. You have 
to always remember that every time you communicate with the larger 
world, you are giving the opportunity to develop an opinion on your 
personal brand.  

This is why all news releases you produce, all books you self-pub-
lish, and all industry reports as well as guest posts you create must be 
of the highest quality possible.   

By quality, I am of course talking about a mixture of deep infor-
mation and accessible formatting and wording. What's the point of 
being a truly credible expert in your niche when people wouldn't want 
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to read your materials because you write in a very boring way? Simi-
larly, people are scared off if you format your text in huge blocks of 
text. Nobody wants to read that stuff, especially on the Internet.   

This is why you have to format your materials to maximize reada-
bility. Your format choices depend on where the content will be pub-
lished. If it's going to be published online, use very short sentences and 
short paragraphs.  

If it's going to be published in a book, you can get away with slightly 
longer formats. Regardless of what you do, maximize readability. You 
cannot build credibility and explode the reach of your influence if peo-
ple don't want to read your material. I hope this makes sense.   

Whether you are asked to write an article that will go on to an arti-
cle database, or you are asked to write a guest post, make sure you al-
ways reference your previous published work. This doesn't necessarily 
have to take the form of a link. It can be as simple as merely spelling 
out the titles of the stuff that you have published before.   

The key here is to inform the reader that you are a subject matter 
expert. If you have enough contributed content published in your 
niche, your name will be almost unavoidable.  

Interested parties in your niche will keep running into your name. 
As a result, your brand continues to build momentum, which will take 
you to Step #14.    

Step #14: Get invited to industry events  
If you did all the previous steps above correctly, you would become an 
obvious candidate for a seminar presentation at an industry event. If 
you're just starting out, don't get your hopes up that you will get in-
vited to the main or biggest industry events. It's okay to start small.  

Regardless of what niche you're in and which industry you're tar-
geting, there will always be some sort of hierarchy of industry events. 
There may be smaller regional or local events. Don't neglect those.  
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Why?  
Because people who attend those events might get so impressed by 

your presentation that they would tell other people who are looking for 
influential people for larger events. You would be surprised as to what 
kind of doors would open to you just because you agreed to speak at an 
otherwise purely local industry event.   

The key here is volume. We're not necessarily talking about quality. 
Just get yourself invited to as many industry events as possible. The 
wider the audience reach in your niche, the better. However, never be 
afraid of starting small.  

Once you get invited, it's extremely important for you to really 
knock the ball out of the park by giving people information that they 
can't get elsewhere. If you can't do that, at least play up your personal-
ity in such a way that your audience members would remember you.   

The biggest danger of industry events is that they are boring and 
waste people's time. If you stand out from all the other boring present-
ers, and you really come up with information that they would be inter-
ested in, you are pretty much assured that you will be invited to other 
industry events.    

Step #15: Post industry event videos  
Once you get invited to an industry event, your next step should be to 
post videos of your presentation in that event. This is a way of getting 
as much value from that event as possible.  

Even if few people attended the event, if you have a video of the 
highly compelling content that you shared at that event, this may be all 
you need to expand your influence.   

Post your video on YouTube and take that YouTube link and share 
it on social media, blog comments, and niche forums. Of course, 
there's a technique to this. You don't want to come off like you're just 
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dropping links and leaving. If you're doing that, you're just simply 
spamming.  

That's not the way to succeed with personal brand building. In-
stead, you should engage people in a conversation. Once the conversa-
tion focuses on the topic of the industry event you presented 
information at, mention the video link and provide some background 
for it.   

If you play your cards right, instead of looking like spam, your link 
would actually be a valuable piece of content that people can benefit 
from. It's all about how you position self-promoting material.  

Don't just go out there and just drop links to your blog posts, arti-
cles, interviews, and industry videos carelessly.  

That's not going to build your brand. In fact, that kind of works 
against your brand. Instead of positioning yourself as a credible edu-
cator and trustworthy advisor, your brand might get tarnished as 
sleazy, spammy, and probably a scam. You don't even wanna to go 
there!    

Step #16: Get as many industry event interviews 
as possible  
Regardless of the industry event that you participate in, chances are 
there would be some interviews there. Chances are you could find the 
links to these interviews online by doing a simple Google search on the 
name of your event and the word interview.  

If you noticed that there are quite a number of interviews of people 
who participated in the event, reach out to those websites that did 
these interviews. Ask to be interviewed and give them the link to your 
presentation at the event.  

Get as many event interviews as possible. The more your name is 
associated with certain industry events; the more people will associate 
you with a specific body of information.  



Credibility Breakthroughs   |   81 

 

Moreover, when you get interviewed, you instantly get plugged 
into a niche-specific audience base. This is a tremendous opportunity 
to speak to people who are in your target audience. Don't blow this op-
portunity.  

Actively seek out interviews involving the industry event that you 
played a role in or your industry in general. Usually, once you get a few 
interviews going, the interview opportunities tend to snowball.  

Obviously, you are credible enough to get interviewed in the first 
place. Eventually, other blogs and websites that do these types of in-
terviews will pay attention to you and would want to interview you.   

If you don't want to wait for them to approach you, you can be pro-
active by simply looking up interviews of your competitors or big time 
niche players. Find those websites or blogs. Reach out to them and tell 
them that you are available for interviews as well. 

Mention links of past interviews as well as the link to your industry 
event videos. If you have enough of these links, getting interviews 
should not be a problem. The easier it is for you to get interviews, the 
more interviews you will get.   

The key here is to get as many interviews as possible so that you 
develop a wide following. You infiltrate as many different spheres of 
influence in your niche as possible. What makes this step challenging 
is getting that first interview.  

However, as I've mentioned above, if you have that industry event 
video as well as contributed content published on third party websites, 
this will make getting interviews much easier.    
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Step #17: Issue news releases publicizing your in-
dustry event appearances  
Just as you would publicize the publication of a self-published book, 
you should invest some of your budget on issuing news releases high-
lighting your industry event participation. This is a very important in-
vestment because it obviously builds up your personal brand.  

In practical terms, it also paves the way for the coordinators of 
other industry events to invite you to their events. Just as you would 
want to get as many industry event interviews or niche industry inter-
views as possible, you should try to get yourself invited to as many in-
dustry events as possible. Try to make sure that all these invitations are 
for seminars and special presentations.   

If you do everything right, and you've established a critical mass of 
industry credibility, don't be surprised if you get invited as a headline 
speaker or even keynote speaker. You might be surprised by this pos-
sibility, but the reality is that even the most well-known public event 
speakers in your niche had to start somewhere.  

Before they became famous, they were nobodies. The same applies 
to you. Right now, you're just cutting your teeth in your industry and 
trying to make a name for yourself.  

By issuing news releases publicizing your industry event appear-
ances, you're laying the groundwork to eventually land top billing or 
the most important speaking slot in the biggest events in your indus-
try. It's not going to happen overnight, but it's definitely a journey 
worth taking.    

Step #18: Post webinars  
For this step, I don't want you to confuse this with holding a live sem-
inar at an industry event. They are two totally different things.   

A webinar can be a live seminar streamed from your webcam to a 
live audience. I'm telling you right now that it's not a very efficient way 
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of holding a webinar unless you have a massive mailing list. If you have 
a massive mailing list, there would be enough people there to make live 
webinars worth it.   

For this step, I’m focused primarily on canned online seminars or 
canned webinars. A canned webinar is a prerecorded online seminar 
that your target audience members can access at their convenience.   

This is a win-win situation. When you shoot video of a seminar and 
place it on the Internet, it becomes a permanent asset. People can 
download it at their convenience. You can educate people all over the 
world at any time, and the value of that video collection grows with 
time.  

I suggest that you create niche-specific webinars in the form of 
modules. Regardless of the niche you're in, there will always be com-
mon questions regarding different aspects of your niche. This is natu-
ral, and this is to be expected. Different people might be given the 
same information, but they would come out with different questions.   

By creating modular online seminars complete with PowerPoint 
presentations and maybe intro music, you can provide a very profes-
sional branding experience to audience members who are looking for 
highly specific information. The higher the quality of your webinars, 
the more credible your personal brand becomes. 

Eventually, you want to reach a point where, due to the impact of 
your previous webinars, your audience members won't hesitate to tell 
other people about your webinar links. Moreover, these video materi-
als are so credible they expect niche bloggers to link to these materials.   

It's really important to maximize online video platforms in your 
webinars. What I mean by this is that you must always watermark your 
webinar video with the domain name of your main site or blog.  

This way, even if people steal your videos, share, or embed your vid-
eos without your permission, your domain name will always be pre-
sent and the viewer will always have means of knowing the brand 
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behind the video. They will also have an idea as to how to get in touch 
with you or get more information from you.   

Keep in mind that some scammers even blur out watermark do-
main names. This is why it's crucial for you to mention your website 
name in the actual presentation you give in the video.  

Maybe mention your website every four minutes or every five 
minutes. Regardless of how long your video is, make sure you mention 
your domain name there verbally.   

Of course, you should mention your domain in as natural a way as 
possible. The mention should fit the presentation and the flow of the 
presentation. Don't appear like you're just dropping your domain 
name every chance you get. That would get in the way of the flow of 
your video. Don't be surprised if this turns off some of your viewers.    

Step #19: Post co-sponsored webinars  
This is one of my most favorite ways of building a solid personal brand 
in any niche. Before this step, you have reached out to influential peo-
ple in your niche. In many cases, you probably have developed friend-
ships with them.   

For this step, you need to reach out to influential people or other 
established names in your niche and invite them to co-present a webi-
nar. You can even write the script, do all the preliminary research, and 
do all the initial legwork. In other words, you are going to lay it out for 
them.  

All they need to do is show up. By doing their homework and spoon-
feeding them the content that they will be talking about, you increase 
the likelihood that the bigger names in your niche would want to do 
this with you.   

You benefit tremendously because as I've mentioned in previous 
steps above, birds of a feather, flock together. There is such a thing as 
credibility by association.  
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If you hang out with credible people who are known established au-
thorities in your niche, they can't help but radiate some of their credi-
bility to you. By simply appearing in the same video as these credible 
brands, your brand can benefit tremendously.   

Be mindful that some of the more established players in your niche 
would want to ask for money. In such a case, skip those people and 
look for established names who would do this in exchange for you pre-
paring all the materials.   

You shouldn't have a tough time finding such people because they 
know that preparing materials for a webinar is not easy. Researching 
and gathering information isn't automatic. They know the amount of 
time, effort, and possibly money involved.  

This is why at least one or two established names in your niche 
would want to do a co-sponsored or co-branded webinar with you.  

The good news is once you snag a very big name in your niche, it 
won't take much for you to get another webinar going with another 
established name. Once word comes out that a big name has co-spon-
sored or co-produced a webinar with you, a lot of other big names will 
get on the bandwagon.  

They would assume you're trustworthy and know what you're talk-
ing about just based on the fact that you have successfully produced a 
webinar with an established player in your niche. 

Step #20: Co-author controversial or provoca-
tive niche books with recognized experts  
As I've mentioned earlier, you're not going to establish a solid personal 
brand if you play it safe. You have to get a clear idea as to the contro-
versial topics in your niche and take a position. Of course, you have to 
take a winning position. Meaning, almost all of the evidence must back 
you up.   
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However, just because you're taking a majority position doesn't 
mean that you have to do it in a boring way. Find a controversial angle. 
Play that up. Make it emotionally engaging. Give the reader a sense of 
emotional urgency.   

Once you've come up with an attention grabbing perspective or a 
twist to a hot topic in your niche, you should approach recognized ex-
perts in your niche and ask them to co-author the book with you.  

Of course, they would be asking themselves, “What's in it for me?” 
Well, the incentive you can give them is that you would do all the writ-
ing and all the production. All they need to do is to share the byline 
with you.   

If you follow all the steps, you should have no shortage of recog-
nized experts wanting to be your co-author. It takes no effort on their 
part, and it gives them a tremendous opportunity to expand their 
reach.  

Of course, you have to legally protect yourself. You need to have 
some sort of legal agreement with them that stipulates your rights. If 
you want 50% of the revenue of the book, make sure that it is spelled 
out in the agreement. If you are giving the book for free as long as they 
keep your name in the book, make sure that you spell that out as well.   

Regardless, don't assume that the recognized experts that you're 
trying to recruit as co-authors will automatically understand your 
needs for putting this book out.  

Make sure everybody's roles are well-defined as well as their rights 
and privileges by filling out the right agreement. Otherwise, Step #20 
is just going to give you a lot of headaches down the road. You have to 
protect yourself.    

Step #21: Get certified  
In most niches, there is at least one certification or accreditation body. 
Even if the accreditation body isn't well-known, the fact that you went 
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through the time, effort, and bother of getting certified goes a long 
way in building your personal brand.   

Put it this way: If you're only one of the handful of certified experts 
in your niche, you automatically put to shame the hundreds of other 
experts in your niche. Why? You're certified.  

Just as people automatically give you a high level of credibility if you 
mention to them that you're a published author, they also give you 
such credibility when you tell them that you are certified by a certain 
accreditation body.  

If there are rival accreditation bodies in your niche, try to get certi-
fied by all of them. The key here is to get as many indicators of trust-
worthiness and subject matter expertise as possible. Think of this as 
Boy Scout awards: the more you get, the better.   

Of course, after you get certified, make sure you play up this fact in 
the news releases you issue, your blog comments, or your contributed 
articles. Leverage the power of accreditation in building up your per-
sonal brand.    

Step #22: Scale up your media mentions  
You may think that you are in a very esoteric niche but don't assume 
that just because your niche is fairly small that nobody in general me-
dia is interested.   

Scale up your media mentions by reaching out to local TV stations 
and mentioning your credentials regarding a particular range of top-
ics. There are online resources like HARO (Help a Reporter Out) where 
you can reach out to media practitioners and let them know about your 
subject matter expertise.  

Call around to local news radio stations and tell producers that if 
they are looking for an expert opinion regarding a certain range of top-
ics to give you a call. You can do this online as well. All reporters have 
an email and many of them also have social media accounts.   



88   |   Credibility Breakthroughs 

 

Reach out to local media. This is lower tier media. The good news is 
as more and more local media interview you, your chances of getting 
interviewed or quoted by regional media increases. Once you snag 
these regional contacts, it's only a matter of time until you get top tier 
or national media attention.   

Again, don't expect this to happen overnight. A lot of this depends 
on whether there are late breaking or hot news stories that involve 
your niche or your knowledge set.    

Step #23: Interlink all the steps above to scale 
up your media exposure  
It is extremely important for you to interlink all of the steps above so 
that each step fully leverages the advantages made possible by the pre-
vious step. Moreover, all these different activities can serve to feed 
contacts and exposure to each other.  

For example, if you managed to get interviewed on local TV, make 
it a point to get the news anchor or news reporter interviewing you to 
mention the title of your books or the name of your website.  

You have to be very efficient in marshaling all the attention grab-
bing forces of the steps above so that they can all lead to solid traffic to 
your website.   

It's extremely important for you to build a mailing list on your web-
site. Since your website is going to function as the central point of all 
your messaging and brand building activities, you need to have a 
means of turning the tons of otherwise temporary traffic that you'll get 
into a stable base of contacts you can build a relationship with.  

This is why I suggest you build a mailing list as soon as you buy your 
central website's domain name.  
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Put up a mailing list. Collect the emails of as 
many visitors as possible.   
Since the steps above teach you how to get traffic from as many online 
and offline media sources as possible, once you get that traffic to your 
website, make sure you ask them for permission to continue talking to 
them.  

This way, you can build a long-term relationship that will increase 
in value overtime. Not only do you have to interlink all the steps above, 
you have to feed all this interlinked traffic and attention to a central 
online mechanism that enables you to build an online relationship 
with your visitors. 
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[9] 
Barbara Corcoran: A Case 
Study of Establishing Instant 
Credibility and Trust 
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THE BEST CASE STUDY I can give you regarding a person who just 
came out of nowhere to develop a professional profile is Barbara Cor-
coran.  

Barbara Corcoran is a multimillionaire media personality and 
panel member of the hit ABC TV show, 'Shark Tank.' She first achieved 
success and attained brand prominence through her New York-based 
real estate company, The Corcoran Group. Barbara Corcoran started 
Corcoran Group with a $1000 loan and sold it, in 2001, for $66 million. 

As amazing as Ms. Corcoran's business acumen may seem, it was-
n't all smooth sailing for her. By the time she hit her twenties, Barbara 
Corcoran went through twenty different jobs. Eventually, she made 
her way to New York City with one singular dream: succeed in the dog-
eat-dog world of New York real estate. 

The problem 
Barbara Corcoran's real estate company, the Corcoran Group, was a 
tiny fish in a huge ocean filled with real estate sharks. Her company 
was so small that, right before she hit her personal branding break-
through, it was eking out a measly 11 apartment sales. That was pea-
nuts compared to the sales numbers her competitors were racking up. 

The opportunity 
Barbara noticed that while there was a lot of real estate sales happen-
ing in New York, the market was very secretive. Firms didn't want to 
publicly discuss how many units they were moving and the totals of 
revenues generated.  

Each to their own, but the problem with this industry wide ap-
proach was that powerful media outlets like the New York Times had 
a strong pressing need for this type of information that wasn’t being 
met.  Nobody was prepared to give them the inside scoop on what was 
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considered to be secret insider information until… drum roll please, 
enter Barbara Corcoran. 

The initial breakthrough  
Barbara knew that her tiny firm was just one of many and it was very 
easy for it to be overlooked.  After all, there wasn't much differentiat-
ing her company from others because most prospective real estate cli-
ents (at the time) had never heard of her company. She decided to 
leverage her insider data knowledge of the New York real estate mar-
ket-and convert it into media attention. 

She compiled a report on her firm's real estate sales, called it the 
“Corcoran Report”, and made sure a large number of New York Times 
reporters got a copy. The results were phenomenal! 

The New York Times issued a news item that discussed the average 
selling price of an apartment unit in New York and cited Barbara Cor-
coran as a source. She effectively recruited one of the most powerful 
and influential news organizations on the face of the planet to spread 
her brand. 

The impact of the Corcoran Report's media dissemination cam-
paign was spectacular. From being a tiny fish in the huge New York 
City real estate market, Barbara's company, the Corcoran Group, be-
came a premiere local real estate brand.  

How?  
Well remember this, “The media subconsciously assigns credibility 

and trust to people, and people subconsciously assign credibility and 
trust to the media.”  

Her report did exactly that by placing her in the spotlight as a help-
ful educator, advocate and trustworthy advisor for her clients’ success. 
It highlighted her expertise and positioned her as a credible authority 
by media outlets who carry wide influence. In a sense, it was like get-
ting third party endorsements from a major media outlet. 
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Personal branding impact 
From Barbara's first public relations coup with the New York Times' 
citation of the Corcoran Report, she went on to build on her brand 
awareness by becoming a published author, public speaker, syndi-
cated columnist, and a national TV personality. She used that initial 
break with local media as a fast track to bigger and greater branding 
opportunities. The good news is if she can do it, you can do it too.   
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Key Lessons from Barbara Corcoran's Case 
Study  
LESSON #1: DON'T LET YOUR LACK OF INITIAL 'EXPERTISE' 

HOLD YOU BACK 
Considering the fact that the Corcoran Group only sold 11 units, it was-
n't in a position to be the definitive 'authority' in New York real estate. 
Its numbers were too low and its representative sample, as far as the 
health of the market as a whole, was too limited.  

Regardless, none of this stopped Barbara Corcoran from building 
a solid local brand. Why? Her competition were not prepared to share 
information that the media so desperately needed at the time. 

The relative lack of information allowed Barbara to become an in-
stant expert based solely on the fact that she sold real estate in the New 
York City market. 

That was good enough for the media and that was good enough for 
Barbara to establish a solid brand. She didn't let the fact that she wasn't 
'big enough' to be a 'true expert' in the market hold her back.  

 
LESSON #2:  SEIZE YOUR BRAND'S REACH AND CONVERT IT 

INTO SALES 
Barbara didn't waste time after the Corcoran Group's brand aware-
ness exploded thanks to the Corcoran Report. She used the increased 
awareness of her real estate firm to get more clients, close more sales, 
and get more results. 

Once your brand gets mileage, increase its branding power by us-
ing your brand's increased reach to rack up more sales and results.  

The more sales and results you get, the more your target audience 
will view you as the obvious expert that can help them to achieve their 
desired outcomes. This creates an upward spiral of success, authority, 
credibility and trust. 
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LESSON #3: EXTEND YOUR BRAND ACROSS DIFFERENT ME-
DIA CHANNELS  

After becoming a local market resource in New York, Barbara Corco-
ran actively campaigned to extend her brand across as many media 
channels as possible. She got on TV, she got published, and she got 
tons of interviews. In other words, she didn't just sit on her laurels af-
ter achieving her initial credibility breakthrough. 

You should not be afraid of starting small with your branding cam-
paign. You shouldn't have a 'Go big or Go home' mindset, which is 
nothing more than a self-suffocating entitlement mindset.  

Instead, pursue your personal branding campaign the way Barbara 
did. Start small but scale up and scale out from there. You scale up by 
leveraging your brand's success to achieve more results in your field of 
expertise.  

You scale out by using your brand's increased awareness to get your 
foot in the door in different media channels-radio, the Internet, books, 
magazine articles, you name it. The key is to explode your brand's 
reach wide open. 

Best of all, the more Barbara Corcoran appeared in media, the 
stronger her brand got. Don't waste your media brand awareness op-
portunities. Let your personality shine through! 
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Turning Impressions Into 
Conversions 
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IN THIS CHAPTER, we are going to focus on what to do next once you 
have established instant credibility and trust with your target audience.  

It is really important to go back to my discussion of mailing lists. 
You have to create your mailing list almost as soon as you register your 
domain name.  

That is how important your mailing list is. What is the point of put-
ting in all this time, effort, and energy into driving potential clients to 
your website only to see them disappear? That is what is happening 
with most websites. 

Like it or not, the vast majority of people who visit your website will 
never be back. Most websites have high bounce rates. These are people 
who, for some reason or another, find themselves at a particular page 
and quickly decide that the page doesn't have the information they are 
looking for. They simply bounce out. 

If you work hard to develop instant credibility and trust with pro-
spects and clients and you reach out to all these people, the chances of 
your bounce rate being high is going to be lower. However, it is not 
going to be so low that you can totally neglect these prospective new 
clients.  

You have to build a mailing list and promote your mailing list so 
you can convert as much of your otherwise temporary traffic into a 
semi-permanent pool of return visitors. 

Make no mistake about it. Your mailing list gives you many bites at 
the apple. You don't just get one shot at converting that person. Here 
are some other tips that will help you change impressions into conver-
sions. 

Make all contacts lead to contact information 
There are many ways prospects come in contact with your business fro 
the first time. They may be visiting a trusted blog for the latest industry 
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information. They might be looking through their news feed and 
checking out the tweets of the influential person they are following.  

Regardless of how they come across your business, it is really im-
portant to make sure that all those interactions lead to your contact 
information. 

For example, if somebody sees one of your guest posts, make sure 
that you mention within the content or in the author section a clear 
and easy way to get a hold of you. Otherwise, you are just wasting your 
time. You might think that you only need to mention the link to your 
website and that should be enough. That is never good enough.  

A lot of things can happen between them reading your contributed 
content and them clicking through to go to your web page. Even if they 
end up going to your web page, they may just end up bouncing out. 

It is much better for you to give them a direct contact method. This 
way, you can strike while the iron is hot. This way, they can get a hold 
of you at precisely the point in time where they are most impressed 
with what you have to say. 

Interlink all offline and online contact infor-
mation 
If you or your clients own an offline business, never assume that of-
fline communications can never interact with online methods of com-
munication. At the very least, you should make it a habit of 
automatically publishing the addresses of all your social media pro-
files. Online, make it a habit to mention your phone number. 

The whole point here is to have both offline and online channels 
feed into each other. The key is to cast a wide and very pervasive net 
that regardless of how people come into contact with your business, 
they always have readily available means of communicating with you. 
The easier it is for them to contact you, the easier it is for you to convert 
them. 
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Normally, people would only go out of their way for a direct contact 
if they are sufficiently impressed with the information that you have 
given them. This is very important to keep in mind because the filter-
ing goes both ways. They filter you by gravitating towards highly qual-
ified and highly relevant information. You also filter them because 
they have to go through some hoops to get a hold of you. 

Create a standardized response system 
You would be surprised as to how many professionals drop the ball 
once they get an inquiry. They are simply left scrambling so they end 
up writing things up at the last minute. This is a sure recipe for disas-
ter. 

Regardless of how you get notified of your prospect contact, have a 
template ready. Make sure it is standardized across all contact plat-
forms. At the very least, it should focus on what you have to offer, what 
is in it for them, and how they can take advantage of your offer.  

Have this information ready on your smartphone or tablet. Have a 
template file ready on your desktop or laptop. Regardless of where you 
are and when you are notified, make sure you respond in a standard-
ized way.  

By composing responses on the go and flying by the seat of your 
pants, nine times out of ten, you will fail to make the right impression.  

If you feel like procrastinating or you feel that you are just not mo-
tivated enough, just think back to all the time, effort, and energy, as 
well as money you spent building a solid brand so you can establish 
instant credibility and trust with prospects and clients. 

Remember all those resources. 
If you are able to go that far, it shouldn't take all that much extra 

effort to come up with a winning standardized response system. 
Finally, you have to always remember that everything you do online 

and offline must lead to conversions. Another way to phrase this is, 
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never publish a word that you wouldn't mind coming back to bite you. 
Everything you do online impacts your credibility.  

This is why it is extremely important to pick the right communica-
tion channels, pick the people to contact, and pick the right words. 
Otherwise, you risk losing the very credibility and trust you worked so 
hard for. 

A good way to visualize your brand is that it is like a shark. A shark 
will die if it stops moving. Your brand is the same way. Every word you 
release to the internet or to the offline world must work to build cred-
ibility and trust. The more you build it, the more you increase its ability 
to convert. 

However, you must tailor all your communications to maximize 
credibility building and eventual conversion.  

You must also prepare your communications so that they lead to 
conversions. At the very least, they give you a hook that you can posi-
tion for eventual conversion. Otherwise, you are leaving a lot of money 
on the table. 

All it takes is a solid game plan as well as the drive, focus, and am-
bition needed to make it happen. Notice that I didn't mention 'huge 
amounts of cash'!  

Start building your credibility today and watch those doors, both 
online and offline, fling wide open once your prospects and clients 
come in touch with your trustworthy brand. If others can do it, you can 
do it, too.  
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Conclusion 

Thanks for purchasing and reading my book. I have outlined how you 
can establish instant credibility and trust with prospects and clients, 
and how to give them sufficient reasons to choose you, instead of your 
competitors who are most likely offering inferior products and ser-
vices 

Instead of wasting a huge amount of capital on advertising, you can 
achieve greater results by simply letting your credible reputation join 
the conversation already taking place in your prospect’s mind. 

That's how powerful a personal brand that creates instant credibil-
ity and trust can be! Use the steps we’ve spoken about to help you get 
there. 

Always remember that thanks to social media and modern commu-
nications, the playing field to personal branding and credibility build-
ing has never been more level!  
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One Last Thing...  

If you enjoyed this book or found it useful I’d be very grateful if you’d 
post a short review on Amazon. Your support really does make a dif-
ference.  

 
I read all the reviews personally so I can get your feedback and make 
this book even better. If you’d like to leave a review then go to the Am-
azon store, type in the book title and leave and write your review on 
this book’s page 
 

Thanks again for your support! 
 

Stewart Andrew Alexander 
Talk Show Host & Contributing Writer 
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