Try to become
like Oprah

more

Jobapplicants are
turning to personal
branding. Leah
Creighton and Andrew
Chesterton report.
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Qprah is the embogiment of & good
‘brand.” Currie says.

“She is, of course, & huge corporat:
ion through her television show, yet
sho reveals her authentio -self
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Experts say personal branding iz a
logical skep for motivated job appli-
cants to take.
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“Then they may get to an Intar=
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“To'grow your business or career,
gain recognition and increase your
enrning potential you also need to
embody these o and
understand what it takes to create o
strong personal brand.” Corrie says,
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your true self and peraonal values,
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esty and authenticity.
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