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How employees, very day at work, a golf course superintendent — or any manager,
colleagues seribers.and for that matter — runs the risk of damaging his or her personal
? brand - even if they don’t think they have one.
guests perceive you can A personal brand is the way people perceive, think and feel about
: a manager in relation to others. The people who work at an organi-
impactyour efforts at zation already have perceptions, thoughts and feelings about their
YOUI' gOlf fac111ty Here superiors, so just by virtue of being “the boss” in the workplace, a
are eight ways to main- manager already has a personal brand.
. e . The question is whether a golf course superintendent has the per-
tain and maximize a POS1-  sonal brand he wants — one that is bringing them greater success or

tive personal brand holding them back. Not knowing the answer to this question could
mean the difference between a department that stays land-locked



“It was like putting in a new irrigation

system. | became a believer overnight.”

Mike Huck

Irrigation & Turfgrass Services

Former USGA Staff Agronomist and
Superintendent, Murrieta Hot Springs Resort

while improving course appearance
and playability.”
Dennis Eichner

Assistant Superintendent
Silverado Resort - Napa, California

Nozzles so consistent,
patterns so uniform...
it’s like
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“The question is whether a superintendent has the
personal brand he wants - one that is bringing them
greater success or holding them back.”

and one that skyrockets. Here are eight ways to

keep personal brand damage under control.

GETCLEARABOUT WHAT YOUR CURRENT BRAND
STANDS FOR RIGHT NOW. This means discover-
ing how people perceive, think and feel about
you in the present moment. Enlist a friend
you trust to ask several work colleagues for
the top five words they would use to describe
you. Are you described the way you want to
be? If not, your personal brand needs some
adjustments.

DETERMINE WHERE YOU NEED TO MAKE IMMEDI-
ATE CHANGES. If you aren’t happy with the re-
sults of your research, that’s good news. Why?
Because it will clarify exactly what you need to

change to create the brand you want.

DEFINE CAREFULLY WHAT YOU WANT YOUR
BRAND TO BE. Once you have an idea of where
your current personal brand is failing, you
need to define your desired personal brand.
Most people struggle with their personal
brands because they haven’t taken the time
to clearly define them. Not having a personal
brand definition is like meandering from point
A to point B without a map. You might get
there eventually, but you'll make a lot of wrong
turns along the way.

So, take some time to consider: How do you
want to be known? What are your strengths,
and how can you best fill the needs of your
brand’s “target audience” - i.e., your employ-
ees and/or your customers?

COMMUNICATE YOUR BRAND EFFECTIVELY.
Defining your desired personal brand is an
important first step, but if it remains on
a piece of paper in a drawer, it won’t do
you much good. In other words, no one’s
perceptions, thoughts or feelings about you
will change unless and until you commu-
nicate the personal brand you really want.

So, keep your personal brand definition in
mind as you go about the top five activities
that all of us do every day. These activities
best communicate what you stand for: your
actions, reactions, look, sound and even your
thoughts. The key to success is being consis-
tent with these five activities — in what you say,

do and think — day-in and day-out.

Do you act like someone with your desired
personal brand would act? Do you stop your-
self before reacting negatively to situations
that arise? Do you look and sound like some-
one with your desired personal brand? And,
yes, do you think like someone with your
desired personal brand?

Thoughts are incredibly powerful and can
not only affect your own feelings but how
others perceive, think and feel about you as

\’VL‘H.

AVOID DAMAGING YOUR PERSONAL BRAND. After
you have defined your personal brand and
created a pl.m for communicating it, you also
need to take special care to keep it intact. How
do you do that? One way is to watch others and
learn from their mistakes. Even if you don’t
know anyone personally who has damaged
their personal brand, you have certainly heard
of celebrities who have made serious blunders.
For some of them, the damage has been so
severe that their careers have never bounced
back. So, pay attention to what others do that
damages their personal brands, and avoid do-

ing the same things.

BE AWARE OF YOUR OWN MISTAKES AND FIX
THEM QUICKLY. If you do commit a personal
brand blooper, do whatever is necessary to
fix it. Apologize for it, show that you take
responsibility for your errors, and go out of
your way to correct them. This promotes a

positive personal brand.

LEARN FROM YOUR ERRORS TO AVOID MAKING
THEM AGAIN. When you realize your brand
has taken a beating after a mistake, ask your-
self: “What did I learn from this?” Write
down the lessons and make a commitment
to never make that mistake again.

KEEP A SENSE OF HUMOR. Most importantly,
if you make a personal branding mistake, be
willing to laugh at yourself. Everyone likes to
work with someone who doesn’t take them-

selves too seriously. GCI

. ; T
Brenda Bence is a consultant and business

coach based in Las Vegas
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Honing Personal Brand

‘é ersonal branding" refers to distinguishing characteristics that gives something an

Peasily. quickly recognizable image. Simply put, it's what a business, product, service
or even an individual stands for in terms of quality, dependability, security and niche. At a golf
course, these characteristics allow you and your facility to thrive.

You always want your members, players, even staff and superiors to associate you with a
positive, upbeat and successful experience. A loyal - particularly a brand-loyal — base should
be the ultimate goal of successful personal branding. You can achieve this by establishing
yourself as an authority or a leading expert in a particular profession, service or niche.

Some small-business industry experts argue that personal
branding isn't so much about being overly concerned with
standing out from others, but melding all of your
experiences through a period of time into one.
Personal branding isn't based solely on a created
perception. It encompasses total experiences
into the creation of a final product or service.
Uniqueness and outstanding qualities occur
naturally from there. It should inspire and,

perhaps, empower you to examine what
your colleagues and competitors are
doing, and how you can stay a step
ahead or add a different spin to your
product. Consider these key points:
Make a conscious effort to
listen to what the public says about
your facility and the quality of play
through word of mouth or random,
simple surveys.
Include a uniqueness of product or a
service-marketing niche. Promote the one-of-a-kind
or you'll-never-find-this-anywhere-else distinctiveness.

Promote and highlight your strengths.

Your personal brand should match the perception

that people have of you and your services. Some
argue that we're all branded from birth, and the overall perception people have of you as
an individual also parlays into your business' image. Some experts contend that there is a
standard formula for branding that, if followed, will yield positive results. They are:

» Define your values. Since it's common to become enmeshed in a corporate culture
delegated by an employer, clarify your position as an entrepreneur.

* Be original. Personal brands are not created or invented; they're experienced. Personal
brands are defined by businesses that are willing to allow their talents to stand out without
presenting themselves or products/services as phonies.

* Become visible. Marketing yourself and your company is the key element in promoting
a personal brand. You can accomplish this by participating in panel discussions, teaching at
a local college or writing regularly for a Web site or newspaper.

* Establish and maintain relationships. Personal relationships can and often do
transcend into business relationships. Solid credentials and positive interactions with people
will likely dictate the possibilities of long-standing relationships.

Ultimately, personal branding is synonymous with niche marketing. Major restaurants
and some corporations have logos that automatically identify their organization with a
particular service or product. As a small-business owner, you, too, can develop a logo and/or
catchphrase that will quickly identify your company or brand to customers. — NFIB.com
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“The real power is knowing that
retrofitting sprinklers with Profile
nozzles can be phased in to work
within a course’s operating budget.”

“We were previously running the
sprinklers 40 minutes...We cut that
back to 18-minute run times.”

“The nozzles really helped us out
from August through October. We
went from a wet, hot spring to a
severe drought.”

Cost

Use less water, energy
and manpower get
better course playability.

—
Profile”

Solid Metal Sprinkler Nozzles

866.863.3744  www.underhill.us
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