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IN THE LEAD
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Some t~()s Advertise
The 'Me' Brand-
1;Vith I-limited·Success

C01llIPANIES BUDGET lar ge amounts of
~ money to develop ,brands tha t stir excite-

ment and cementloyalt y from custom
ers . "f ly the Friend ly Skies " st ill evokes United
Air line s and an er a of hass le-free t ravel. The
"snap, crackl e.pop " of Kellogg's Rice Krisp ies
brand conjures up for many consumers an im-
age of a cereal that 's fun for-k ids . '., ....

NO W,. som e top executives are bra nding
themselves as distinc tly as they brand their
companies' products. They.want to .ens ure their
names also are quickly recognized and tied t o a '
par ti cular sentimen t. They believe they have to '
do this to retain th e suppor t of incre asingly
fickle directo rs and investors. A st rong public
image may also help them build alliances with

govern ment officials and bu si
ness leaders across the globe.
And in the Google age, th ey
want their name s to be more

I) pr ominen t t han th ose oftheir
ie rank-and-file employees, who

are competing for high place
ment on se arch engines and so
cia l-netw orking sites. ' ,

Buil ding a personal brand
give s the exe cutives fame be
yond their compa nies. Numer

ous retired CEOs, from GE's Ja ck Welch to Citi- ,
group's Sandy Wei1l, are on speaking andpub
hshing t our s making su re their n ames remain
in bright lights .

Some of the most successful entrepreneurs
have demonstrated the be nefits of linking a
strong nam e and personality to t heir unique
products. Martha Stewart, founclerof Martha
Stewart Living Omnimedia, has turned her
name int o one of the most successful bra ncls in
bu sines s. It is on her bedroom sheets, dishes
an d other household products; her magazine; .
her television sh ow; and, mos t rec ently, her a r 
chi tectur al designs of new homes. !VIs. Ste w
ar t 's 2004 conviction for lying to pr osecutors
ove r a stock sale, followed by a five-month
prison stay, hasn' t: damaged her image asa ma
ven of t re ndy and tast eful living .

U
'-') P RJ\ll WINFRE.Y,}la5 used he r n~me to ~uild

a power ful brand that emphasizes self-em 
powerment, reinvention mid spirituality-. . '
the mes that she has said -are at the center of
her life and that she highlights on her TV ta lk
show, Web sites, magazine and -other ventures.

Virgin Group foun der RichardBran son por
travs himself in his own books and in media in
ter views as ail unort hodoxpathfind er an d a
daredevil who has escape d dea thbyship
wr eck, gunfire and balloon crash. Heuses th is
image to snag dea ls and realize novel ideas
HiTOSS a bro adspectrum of industries repre
sented by t ile ~? O () companies he operates. His
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customers can fly Virgin At lantic; take balloon
rides and buy mobile-phone service, life insur
ance, bridal gow ns andpop music. .

, . Yet corporate executives should be wary of
toom{lcll personal brand -building. Unlike,entre
preneurs .who boosttheircompanies when they
promote tliemselves.tanexecutive at an estab 
lished corporation.whobrands'himselfis com-
,peting with his compai'iY:simage. Such execu-
,tives risk quashingthe'spiritof teamwork essen

.' tial to innovation and productivity; and t hey
, tend to fail to do vitalsuccession planni ng;
. "A' high-profile CEO can make sense fora
company .that ."i s seeking a stronger identity in
th e fina n'cial i.narkets," say s Gurnek Bains,
chief executive orvsc, a London-based corp o
rate-psychology con sulta nt. "But allour re
search shows that it'shumblel' execut ives with
les s ego- the ones w ho stay very conn ected to
' their employees arid customers- who get t he
best results [ OJ; t heir bu sinesses:"

Tom Kuczrnarski, a consultant.on.business
inriovo1fion'aJ.la-1j,-:-j):r..o 'l'esiQri .LNorth0g,§!,gri!.:'s
KeTIogg School-of Manage~~~~?dds :" 'Whe,~l
you'r-e-tner ock-star b ran d at-the !Q.pJ' you're

· conveyr!2K.!.9.J2eoP1e1!i!!'!.tI.~il~:S~ tb.§..t..t:he~' re
second"class .citizense-and you sto p thll1k~

i:illOlifFiOW1cr aeveIapfneneX't group o1jJeople
who_"Yi!Lm n the_..§.how/ ' .

AT TOYOTA, Presidelit Katsu~ldWatanab ~

isn' t a household name. Unlike some of his
counterpart s at other auto makers, such as Daim
lerchrvsler ChairmanDieter Zetsche, Mr;Wa-,
tanabe likes to keep a low profile and has never
appearedi n 'his company's ads. Yet, consu mers
have made Toyota the most profi table car maker
in the world;.The companyis expected to sell
some9.341i1illiolf vel1icles thi s year.

Other.successful 'Clin s.forgo developing a
personalbrand to focus on building bench
strength .In-leader ship.Procter & Gamble's A.G.
Laflev, following-a companytradition, assigns
new lVI.B.A. hires to bebrandmanagers for
products such as Tide deterge nt and Clairol
ha ir -care ite ms . The work stresses th e .impor
ranee of knowing everything .poss ible about
customers' buying habits .

Mr. Laney teaches by example. On his.own
business t ravels around t he world; he quie tly
talks with cus tomers in supermarketsand .
even, s ometimes, the irhomes, askingthem
which products they like an d use mostfre-
quently. .

Most corporate 'chiefs know success doesn 't
re st ·011 one chari smat ic leader. 'companies
s uch as Intel , PepsiCo,Goldman Sachs and Gen
eral Electric also are known for,developing .
leaders up 'and down th eir r anks . ,

Only the most 'conftdent -Cko s are willing t o
advertise their employees .more than them -
selves . ' ..


