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Can personal branding bring you bliss in the boardroom —and
maybe even more in the bedroom? TEXT: SUSAN CATTO

nce the exclusive province

of CEOs and celebs, per-

sonal branding is gaining
kudos with those who are keen on
choosing their next career move,
learning about themselves or even
updating their look. But is there a
downside to packaging our interests,
skills and dreams with the same
marketing strategies that are used to
sell toothpaste?

Meenu Chhabra, a 32-year-old
M.B.A. from Toronto, recently
traded in her executive position at
a Milan-based biotech firm for an
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even better position at a pharma-
ceutical company based in Geneva.
Her secret? “Being smart and work-
ing hard certainly don’t hurt,” says
Chhabra, “but my secret weapon
is personal branding.”

Over the past 10 years, Chhabra
has consulted Toronto-based per-
sonal brand strategist Paul Copcutt
(www.squarepegsolution.com). The
self-knowledge that Chhabra has
gained has helped her to better
market herself to employers by em-
phasizing her key qualities: honesty
and integrity.

“The process forces you to
emerge from your comfort zone and
start exploring the real you,” says
Chhabra. “T have discovered that
I'm a risk taker and T look after the
people I work for, I also thrive on
change.” Personal branding has
helped her choose jobs that fulfill
her interests and play to her skills,
and she would recommend it to
any woman who is interested in en-
hancing her life.

When personal branding started
to take off in the *90s, business
gurus like William Arruda, Peter >
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