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Voice & Tone
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Pillars, cadence, and the platform-native distribution playbook

Legacy Marketing Principles

Ogilvy, Ries, Godin, and Kotler adapted for personal brands

Edge Case Differentiators

Eight asymmetric advantages most brand guides never mention

Worksheets & Checklists

Fill-in frameworks to put the whole system into action



BEFORE WE START

Who This Kit Is For

This is for anyone building a personal brand around ideas. Specifically, it is designed
for people who are entering the Al conversation with genuine expertise but find that
expertise alone is not enough to cut through the noise.

Maybe you have deep domain knowledge but no visible online presence. Maybe you
have been posting but the content feels scattered. Maybe you know what you want to
say but not how to package it into something people recognize and trust.

This kit gives you the full architecture. Not surface-level tips. The structural framework
that separates a brand people remember from a profile people scroll past.

How to use this document

1. Read it through once, quickly
Get the full picture before you start filling things in. The sections build on each
other.
2. Start with Section 01 and Section 07
Your positioning statement and your edge-case differentiators are the two
highest-leverage pieces. Everything else becomes easier once those are locked.
3. Fillin the worksheets in Section 08
The worksheets compress every framework into a single fill-in-the-blank format.
Print them out or use them as a checklist while you build.
4. Reuvisit every 90 days

Your brand will evolve. The Al space moves fast. Come back quarterly to check
alignment between where you say you are and where your presence actually is.

A personal brand is not a performance. It is a decision
about what to be known for, made visible.



Brand Foundation

The bedrock everything else is built on.



POSITIONING

Define What You Stand For Before the Market
Defines You

A positioning statement is not a tagline. It is an internal compass. It dictates every
decision from the color of your website to the tone of a tweet. For someone entering
the Al space as a thought leader, this must answer one question with precision: Why
should someone listen to you about Al instead of the thousands of other voices?

The answer is almost never "because | know more about AL’ The answer is usually
‘because | understand the human context that makes Al consequential.” Your
positioning lives at the intersection of your expertise, your perspective, and the specific
audience you serve.

The Positioning Triangle
Every strong positioning statement has three sides:
« Audience: The specific people whose attention you are trying to earn. Not
"everyone interested in AL" A segment defined by what they need and believe.

- Transformation: What changes for them because of your work. What do they
understand, feel, or do differently after engaging with your content?

- Differentiation: The structural reason your perspective is distinct. Not "l am
passionate about AL" The specific intersection of background, belief, and angle
that nobody else occupies.

The Test

Read your positioning statement to someone who does not know you. If they can
name two other people who could say the same thing, it is not specific enough.
Rewrite until it fails the substitution test.

ORIGIN STORY

The Narrative Spine

Every durable brand has a creation myth. Apple had the garage. Nike had Bowerman's
waffle iron. Your origin story is not your resume. It is the inflection point where your life
experience collided with a problem worth solving.

In the Al space, credibility comes from showing you understand the human stakes, not
just the technology. The strongest origin stories follow a simple arc:

1.  Thelnciting Incident

What moment made Al feel personal to you? Not when you first heard about
ChatGPT. The moment the implications hit you in a way that changed how you
thought about your own work or field.



2. The Tension
What gap or failure did you see that others were ignoring? This is the "'someone
needs to say this" energy that drives the best thought leadership.

3. The Thesis

What do you believe about Al that most people in your audience get wrong? This
is your intellectual home base. Every piece of content you create should be
traceable back to this belief.

4. The Stakes

What happens if your perspective is not heard? Not in a grandiose way. In a
specific, human, tangible way.

Keep it under 250 words

Your origin story is not your autobiography. It should fit in a long social media
post or the "About” section of your website. If you cannot tell it in 90 seconds out
loud, it is too long.

CORE VALUES

Decision Filters, Not Decorations

Values are operational, not aspirational. When you have to choose between two
partnerships, two content topics, or two design directions, your values should make
the answer obvious. Limit yourself to three to five. If everything is a value, nothing is.

For each value, you should be able to answer: "When did this value cost me
something?" If it has never required a sacrifice or tradeoff, it is a preference, not a
value.

Avoid generic values like "integrity” or "excellence” unless you can make them
uncomfortably specific. "Integrity” means nothing. "I will publicly correct myself within
24 hours when | get something wrong” means everything.



Audience Architecture

Build for the person, not the demographic.



AUDIENCE MODEL

The Three Tiers of Attention

Traditional marketing segments people by age, income, and location. Necessary but
insufficient for a personal brand. Thought leadership audiences self-select based on
beliefs, frustrations, and aspirations. Your audience is defined by the question they are
trying to answer, not the zip code they live in.

1. The Core (Top 1%)

The people who read everything you publish, share it unprompted, and will buy
whatever you offer. These are your earliest believers. They already think what you
think; they are looking for someone to say it with authority. Your job with this tier:
never bore them.

2. The Adjacent (Next 15%)

Professionals who encounter your content through recommendations or
algorithms. They are curious but comparing you to other voices. Your job with this
tier: prove you are worth a second click. Clear, specific, differentiated content is
how you convert them.

3. The Ambient (Remaining 84%)

People who see your brand in passing. A quote reshared, a clip forwarded, a
headline in a feed. They form impressions in three seconds. Your job with this tier:
make the visual identity and positioning statement land instantly. They will never
read your 2,000-word post, but they might remember your name if the
packaging is right.

EMPATHY MAPPING

What They Think vs. What They Say

The gap between what your audience says publicly and what they think privately is
where your strongest content lives.

People in the Al space publicly say they are excited about the potential. Privately,

many are anxious about their relevance. Speak to the private thought and you earn a
kind of trust that surface-level content never produces.

The Four Quadrants

SAY What they tell colleagues, post on LinkedIn, say in meetings.
THINK What they wonder at 2 AM. The fears they do not voice publicly.
DO Their actual behavior. Are they using Al tools or avoiding them?

FEEL The emotional undercurrent. Excitement? Dread? Guilt? Relief?



The Content Goldmine

The most resonant content sits in the gap between SAY and THINK. When you
articulate what someone feels but has not said out loud, they feel understood.
That feeling is the foundation of trust.
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Visual Identity System

The pre-verbal argument your design makes.



DESIGN PHILOSOPHY

A Visual Identity Is a Pre-Verbal Argument

Before someone reads a single word on your site, they have already formed a
judgment based on spacing, color, and typography. For a personal brand with luxury
sensibility in a technical space, the visual system must resolve an inherent tension:
technology is cold, but thought leadership is warm. Your design must feel both precise
and human.

Color Palette Principles

- Lead with neutrals. A sophisticated palette starts with off-whites, warm grays,
and deep charcoals. These create breathing room and let your content take
center stage.

- One accent color, used sparingly. A warm bronze, muted gold, or deep teal can
signal sophistication without competing with your content. Use it for CTAs, links,
and emphasis only.

+ Avoid pure black and pure white. #000000 on #FFFFFF is harsh on screens.
Soften both ends.

< Testin context. A color that looks refined on a mood board can look dingy on an
actual webpage. Always test against real content.

Typography System

Two typeface families maximum. One for headings that conveys authority without
being corporate. One for body text optimized for long-form reading on screens. The
combination should feel modern, slightly editorial, and legible at every size.

Define exact weights and sizes for every level: HI through H4, body, captions,
navigation, and metadata. Consistency in type hierarchy is what makes a site feel
designed rather than assembled.

Imagery Direction
- No stock photo cliches. Avoid: handshakes, people pointing at screens, generic
cityscapes.

- No Al-generated imagery (for now). The aesthetic uncanny valley undermines
credibility.

- Profile photos should feel intentional but not over-produced. Natural light, clean
background, direct eye contact. The same photo across all platforms builds
recognition.

« When in doubt, use more white space instead of more images.

LOGO USAGE

Wordmark Over Symbol

For personal brands, a clean wordmark typically outperforms an abstract symbol. The
name itself is the brand. Focus on lettering, spacing, and scalability rather than



iconography. Ensure it works at 16 pixels (favicon) and on both dark and light

backgrounds.
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Voice & Tone

How you sound across every channel.



VOICE ARCHITECTURE

Consistent Voice, Adaptive Tone

Voice is who you are. Tone is how you adapt to the moment. Your voice stays
constant. If your voice is "direct, analytical, and warm," that does not change whether
you are writing a tweet or a white paper. But your tone shifts: a blog post is more
reflective, a tweet is more compressed, a client email is more measured.

Define Your Voice With Four Components

Adjective Spectrum

Pick three pairs of opposing qualities and mark where you fall. Example: Technicall
vs. Accessible (maybe you are 60/40 toward accessible). Formal vs.
Conversational. Analytical vs. Emotional. This creates guardrails without a
straitjacket.

Vocabulary Register

The specific words you use and the words you ban. Say "build” not "leverage.” Say
"think” not "ideate.” Say "work" not "synergize." Your word choices are the most
granular expression of your brand. A banned-word list is more useful than a
mission statement.

Rhythm

Short sentences for authority. Longer ones for nuance. Mix deliberately. Read your
writing aloud. If every sentence is the same length, the writing is flat. Vary the
cadence like music.

Signature Moves

Phrases, structures, or rhetorical devices that become distinctly yours. Maybe you
always open with a question. Maybe you end posts with a single-sentence
paragraph. Maybe you use a specific analogy framework. These recurring
patterns are how people start to recognize your writing before they see your
name.

The Ear Test

The fastest quality check for personal brand copy: read it aloud. If it sounds like a
press release, rewrite it. If it sounds like something you would say across a table
to someone smart who happens to disagree with you, it is probably right.

Tone Calibration by Platform

Blog Most reflective. Room for nuance, caveats, and depth. You can
be wrong here and think out loud.
Twitter [ X Most compressed. Lead with the sharpest version of your idea.

Delete every word that does not earn its place.



LinkedIn

Newsletter

Speaking Bio
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Professional but not corporate. Show your thinking process.
LinkedIn rewards vulnerability more than polish.

Most personal. Write like you are emailing one specific person.
The intimacy of the inbox demands authenticity.

Third person, confident, specific. No "passionate about.” Replace
with concrete accomplishments and a clear POV statement.

glorychokor.com



Content Strategy

Pillars, cadence, and the distribution playbook.



CONTENT PILLARS

Three to Five Lenses, Not Topics

Content pillars are not topics. They are lenses. A topic is "Al in healthcare." A pillar is "the
human cost of automation decisions.” The pillar lets you write about healthcare,
finance, education, and hiring through the same thematic frame, giving your
audience coherence without monotony.

Good pillars share three traits:

- They are broad enough to generate 50+ pieces of content without repetition.
- They are specific enough that any single piece clearly belongs to one pillar.

- They connect to your positioning. A reader should be able to see your pillars
and immediately understand what kind of thinker you are.

The 40% Rule

No single pillar should account for more than 40% of your content. If one pillar
dominates, you become a single-issue voice and your audience narrows.
Distribute intentionally.

PUBLISHING CADENCE

Sustainable Rhythm Over Viral Sprints

Most thought leaders burn out by publishing too much too fast, then going silent for
months. A sustainable cadence beats a heroic one. The question is not "how often can
| publish?" but "what is the minimum frequency that keeps me top of mind with my
core audience while producing work | am proud of?"

A practical starting point for a solo operator:

- One long-form piece per week or two weeks (blog post, newsletter essay).

- Three to five short-form pieces per week (tweets, Linkedin posts), repurposed
from the long-form piece or from your reading and conversations.

- One "content ritual” per month: a recurring series or format that builds audience
expectation. A monthly roundup, a regular Q&A, a recurring framework post.

PLATFORM LOGIC

Each Platform Gets a Job

Your website is home base: long-form, SEO-indexed, fully controlled. Social platforms
are distribution arms, each with a distinct function. Never publish the same thing
everywhere. Adapt the core idea to each platform's native grammar.

Website The archive. The proof of depth. Where search engines find you
and serious readers stay.



Twitter [ X

LinkedIn

Newsletter
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Real-time thinking. Conversation. Discovery. Compress your best
ideas into their sharpest form.

Professional credibility and network effects. Show process and
thinking, not just conclusions.

Direct relationship. The one channel you own. Depth and
personality that social platforms punish.
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Legacy Marketing

What Ogilvy, Ries, Godin, and Kotler already knew.



CLASSICAL FRAMEWORKS

70

Years of Marketing Science, Applied to You

The personal brand space is flooded with advice that ignores decades of proven
marketing research. These principles are not outdated. They are battle-tested. The
difference is application: instead of applying them to a product on a shelf, you apply
them to a person with a point of view.

Positioning (Ries & Trout, 1981)

You do not create a position in the market. You find the position that already
exists in the prospect's mind and occupy it. In Al thought leadership, "Al optimist”
and "Al doomer” are taken. Your opportunity is the position between or adjacent
to existing categories. Map the landscape. Find the gap. Plant your flag.

Brand Image Theory (David Ogilvy)

Every advertisement is a long-term investment in the brand's image. Translated:
every blog post, tweet, and talk you give either builds or erodes your brand
equity. There is no "throwaway" content. If you would not put it in a portfolio, do
not publish it. Publish less, but make every piece count.

The Purple Cow (Seth Godin, 2003)

In a world of brown cows, the purple one gets noticed. Your differentiator cannot
be "I do Al consulting.” It must be a specific, remarkable claim that is worth talking
about. Ask yourself: what about my approach would someone mention
unprompted at dinner?

AIDA (Elias St. EImo Lewis, 1898)

Attention, Interest, Desire, Action. Still the skeleton of every piece of content that
converts. Your headline earns Attention. Your opening paragraph builds Interest.
Your argument creates Desire. Your call to action prompts Action. Every blog post,
landing page, and social post follows this arc, whether you realize it or not. Be
intentional about it.

Category Design (Al Ries [ Play Bigger)

The most powerful position is not being the best in an existing category. It is
creating a new category and being the obvious first choice within it. Not "Al
thought leader.” Something more specific that you can credibly own.

THE KOTLER ADAPTATION

Marketing Mix for a Personal Brand

Philip Kotler's 4Ps translate directly to personal brand strategy:

Product Your expertise, point of view, and the tangible outputs you create.

Price

Most personal brands under-invest here. Fix the product before
scaling promotion.

The cost of attention you ask for and the premium of paid
offerings. Free content must be good enough that people would
pay. Paid content must deliver what free content promises.



Place

Promotion
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Where your content lives and how it is distributed. Home base
(website) plus outposts (social platforms). Control the home
base. Rent the outposts.

How new people discover you. Most brands over-invest here
while the Product is still weak. Promote only what you are proud
of.

glorychokor.com



Edge Case Differentiators

Eight asymmetric advantages most brand guides never mention.



BEYOND CONVENTIONAL STRATEGY

The Plays That Create Unfair Advantages

Standard personal branding advice produces standard personal brands. The
following strategies are less commonly discussed but disproportionately effective.
They work because they exploit structural gaps in how most people build their online
presence.

1.  Anti-Positioning

Most brands only say what they stand for. Explicitly stating what you reject is
more memorable and creates stronger tribal identification. "I do not do Al hype’
or "This is not a newsletter about prompt engineering’ tells your audience more
than a mission statement ever could. Rejection is a signal of taste.

2. Parasocial Architecture

Design your content to create the feeling of a relationship, not a broadcast. Use
first person. Reference previous posts. Respond to real comments in your content.
Share process and uncertainty occasionally. The audience should feel like they
are thinking alongside you, not being lectured at.

3. Dark Horse Credentials

The credentials that matter most are often not the obvious ones. An Al thought
leader with a background in anthropology, hospitality, or jazz has a more
interesting lens than one with another CS degree. Foreground the unexpected
parts of your background. They are your moat.

4. Cultural Arbitrage

If you sit at the intersection of two cultures, industries, or disciplines that rarely talk
to each other, you have automatic differentiation. Be the bridge. The most viral Al
content translates Al concepts through non-Al lenses: philosophy, history, design,
behavioral economics.

5. Name Your Ideas

Coin a term. Create a framework. Name a phenomenon. When you give
language to something people feel but cannot articulate, that language
becomes yours. "The Innovator's Dilemma,” "Jobs to Be Done," "The Long Tail" are
all named ideas that became brands. Your intellectual property is your deepest

moat.

6. The 1,000 True Fans Math

Kevin Kelly's framework: you do not need millions of followers. You need 1,000
people willing to spend $100 a year on your work. That is $100,000. Design your
brand to attract depth of commitment, not breadth of awareness. One thousand
people who care beats one million who scroll past.

7. Scarcity and Access Tiers

Luxury brands understand this: what you do not do matters as much as what you
do. Not being on every platform. Not publishing daily. Not accepting every
podcast invitation. Selective presence creates perceived value. Build tiers: free
content for discovery, gated content for committed followers, exclusive access
for paying supporters.



The Trojan Horse Topic

Choose one non-Al topic you know deeply and use it as a recurring entry point
into Al ideas. The Al audience is saturated with Al-only content. A post about
decision-making in chess, the economics of wine, or urban planning that reveals
an Al insight is more shareable than another post about large language models.
It is also more memorable.

The goal is not to be everywhere. It is to be unmistakable
somewhere.



Worksheets & Checklists

Fill-in frameworks to put the whole system into action.



WORKSHEET 01

Positioning Statement Builder

Fill in each field below, then combine them into a single 2-3 sentence positioning
statement. Test it with three people who do not know your work. If they can name
someone else who could say the same thing, revise.

POSITIONING TRIANGLE

| serve this specific audience:
The transformation | enable:
What makes my perspective structurally different:

My positioning statement (2-3 sentences):

WORKSHEET 02

Origin Story Arc

NARRATIVE COMPONENTS

The inciting incident (the moment Al became personol):
The tension (the gap | saw that others were ignoring):
My core thesis (what most people get wrong about Al):

The stakes (what happens if this perspective is unheard):

WORKSHEET 03

Core Values

VALUES (3-5 MAXIMUM)

Value 1 and how it has cost me something:
Value 2 and how it has cost me something:

Value 3 and how it has cost me something:



WORKSHEET 04

Audience Persona

PRIMARY PERSONA

Name and role:

Their primary frustration with the Al conversation:
What they secretly want but cannot articulate:
Where they spend attention online:

The sentence that would make them follow me:

WORKSHEET 05

Empathy Map

THE FOUR QUADRANTS

SAY (what they tell colleagues and post publicly):
THINK (the fears they do not voice):
DO (their actual behavior around Al):

FEEL (the emotional undercurrent):

WORKSHEET 06

Visual Identity Checklist



DESIGN SYSTEM ELEMENTS

Primary neutral (hex code):
Secondary neutral (hex code):
Accent color (hex code):
Heading typeface:

Body typeface:

Imagery style in 5 words or fewer:

THE PERSONAL BRAND KIT
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WORKSHEET 07

Voice Definition

VOICE ARCHITECTURE

Voice attribute 1 (e.g. "direct”):
Voice attribute 2 (e.g. "analytical’):
Voice attribute 3 (e.g. "warm"):

5 words | always use:

5 words | never use:

My signature move (recurring structure or device):

WORKSHEET 08

Content Pillars

PILLAR DEFINITIONS (3-5)

Pillar 1 name and one-sentence description:
Pillar 2 name and one-sentence description:
Pillar 3 name and one-sentence description:
Pillar 4 name and one-sentence description (optional):

Pillar 5 name and one-sentence description (optional):

WORKSHEET 09

Edge Case Differentiators



YOUR ASYMMETRIC ADVANTAGES

My anti-position (what | explicitly reject):

My dark horse credential (unexpected background):

My cultural arbitrage (intersection | bridge):
My named idea or framework:

My Trojan Horse topic (non-Al entry point):

THE PERSONAL BRAND KIT glorychokor.com
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QUARTERLY CHECK

Brand Audit Checklist

Run through this checklist every 90 days. Rate each element honestly (1-10). Anything
below a 6 gets prioritized for the next quarter. The point is not perfection. The point is
identifying the one or two high-leverage fixes that move the needle most.

Positioning Clarity
Can a stranger describe what | do in one sentence after 10 seconds on my site?

Visual Consistency
Do my website, social profiles, and email signature look like they belong to the same brand?

Voice Consistency
Does my blog sound like my tweets sound like my newsletter?

Content Pillar Balance

Am | distributing content across pillars, or has one taken over?

Audience Growth Quality
Am | attracting my Core tier, or mostly Ambient attention?

Publishing Cadence
Have | maintained my rhythm, or are there gaps longer than two weeks?

Differentiation

Can | name three people who could swap out my content for theirs? If yes, sharpen.

Website as Home Base

Is my best work on my own domain, or scattered across rented platforms?

Origin Story Relevance
Does my origin story still reflect who | am and what | believe?

Edge Case Activation
Have | actually used my differentiators, or are they still theoretical?



WHAT QOMES NEXT

Build in Public. Refine in Private.

This kit gives you the architecture. The materials. The blueprints. What it cannot give
you is the willingness to start before everything is perfect.

The best personal brands were not designed in a single sitting. They were iterated in
public, refined based on what resonated, and sharpened over months and years of
consistent output.

Start with your positioning statement and one content pillar. Publish something this
week. See what happens. Come back to this document. Adjust. Repeat.

You do not need permission to have a point of view. You
need the discipline to articulate it clearly and the patience
to let it compound.

Want to go deeper?

Visit glorychokor.com for frameworks, essays, and tools
on building a thought leadership brand in the Al era.
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