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  Branding

As a leader, should you be 
worrying about your personal 
brand? It’s an idea that has 
grown in popularity over the 
past decade – but not everyone 

is buying into it.
Backing the theory is Graham Lund, 

managing director of Callcredit Information 
Group, who has tried it and says it works 
for him. Against is Moray MacLennan, 
chief executive of global advertising agency 
M&C Saatchi, who believes leaders should 
embody their corporate brand, not waste time 
developing “Me plc”.

Lund opted for coaching in personal 
branding because the credit reference business 
he leads had grown rapidly following a 
management buy-out in 2009. With the best 
will in the world he can’t get to know all his 

staff on a personal level and they don’t get 
much opportunity to meet and talk to him.
“I was taking on more and more 

responsibility and more and more people. In 
practical terms, you don’t get to speak to all of 
them very often,” he says. “They don’t know 
what you stand for or what your leadership 
style is.” He worked with coach Jennifer 
Holloway of Spark and recommends the 
experience. “It makes you a far more  
rounded individual and you get better 
results.”
MacLennan, however, takes issue with 

individual leaders thinking they are a brand. 
“It is a distraction. I like to think that at my 
core I have a reasonably consistent outlook on 
the world and that my profile is reasonably 
consistent – but I don’t think of myself as a 
brand.”
In working with business leaders on 

promoting their corporate brands, MacLennan 
has come across clients who think about 
promoting themselves but says they should 
really concentrate on embodying the corporate 
ideals of the businesses they are leading.

According to Lund his branding exercise 
wasn’t about self-promotion – he is about 
as far removed from “I’m Stuart Baggs, the 
brand” of The Apprentice fame (2010) as you 
can get – and says it was more a personal 
audit. He wanted to understand how he was 
perceived, and develop a communication 
strategy to ensure everyone in the organisation 
understood him and his goals for the business.

“It is important to me that people 
understand my character. I have always 
known where I wanted to get to but wasn’t 
so good at explaining steps one and two to 
ensure that I was bringing people along on the 
journey,” he says.

MacLennan, however, vociferously argues 
that it should be more a case of if the shoe 

fits – in other words, great leaders should feel 
suited to and fit the corporate brand of any 
business they contemplate joining.
“You might think I am dancing on a pinhead 

here, but the concept of a brand leader and his 
leadership brand is the wrong starting point 
and gives off the wrong signal. It should be 
avoided at all costs.”

Brand management
How much should a 
good leader impose 
their personal style? 
Opinion is divided on 
the boss as a brand

Many excellent leaders are not wealth creators 
and need the support of a wealth creator to 
drive the business growth. 
Resilience and tenacity are key 

characteristics of wealth creators. One of 
the most resilient that business psychology 
consultancy HFI has mentored was a member 
of an exclusive religious group. He left the 
group and overnight, his entire workforce 
deserted him. He left on Friday night with 
an intact business and returned on Monday 
morning to an empty factory. 

As with all the wealth creators HFI has 
worked with, he saw this catastrophe as 
an opportunity, set about recruiting a new 
workforce and had the business up and 
running again within a fortnight. 

As illustrated by this example, wealth 
creators have the self-belief and the ability 
to mould the world to suit themselves and to 
make a success out of a disaster. 

As King of Shaves’ Will King says: “If you 
are not prepared to sweat and sacrifice to get 
the boulder out of the little hollow and rolling, 
you’re unlikely to succeed.” 
Eight years after losing his workforce 

overnight and his Herculean effort to rescue 
the company, our wealth creator sold it for 
£22m – and started his next company.

Wealth creators are very rare but essential 
to the success of serious businesses. As 
business psychologists, HFI has researched the 
qualities of wealth creators and can identify 
them through psychometric assessments, skill 
and expertise. 

Entrepreneur Sylvia Tidy-Harris is a fan of 
such testing, saying: “I just wish psychometric 
tests had been around when I was 16. My 
studies proved a complete waste of time.”

As a leader, you need to find out whether 
you have the characteristics of a wealth creator 
or whether you need the support of wealth 
creators to drive your business forward.  

Wealth creators need to be recognised and 
put into positions where they can influence 
the direction of the company. Here’s an 
example. HFI was coaching a technical team 
leader who was seen as a real trouble-maker. 
He was demanding, impatient, visionary and 
strategic. 

HFI persuaded the technically minded CEO 
that he needed this strategic trouble-maker 
to work with him to identify and plan how 

to exploit new market opportunities. The 
company went from strength to strength. 
From a value of about £200m, it was sold four 
years later for more than £500m. 

In another example, HFI found a wealth 
creator three levels below the board and 
advised them to promote him to a more 
influential position. They refused to recognise 
his potential or to promote him outside the 
usual succession path. He left, set up his own 
business and within two years was a serious 
rival. With no wealth creators in the executive 
team, the original business was  

soon bankrupt. 
Leaders need to identify wealth creators, 

recognise their value and give them the 
support and resources to go on to win for the 
company. Companies with too few wealth 
creators will die – those with a significant 
number of wealth creators flourish. 
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Herculean effort: wealth creators give that little bit extra
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A talent for wealth creation
Great leaders need a great team and identifying your wealth creators  
could unlock your business’s potential, says consultancy HFI




