
Recruiting is a Curious Profession - Continued from Page 8

A reporting standard established enabling job seekers to research the status of their candidacy in real-time. 

Each recruiting entity post on their website a link to the national code of ethics they adhere to and information on how to lodge a 
complaint and/or testimonial.   Is this level of excellence too much to hope for? Or, is this type of thought destined to die before 
the giant of Status Quo? Time will tell, but I am hopeful… 
_______________________________________________________________________
Jim Stroud is a "Searchologist" with an expertise in the full life-cycle placement of Executive and Technical personnel, Recruitment Research and 
Competitive Intelligence. He has consulted for such companies as Google, Siemens, MCI and a host of start-up companies. He presently serves 
Microsoft as a Technical Sourcing Consultant and is a regular contributor to Microsoft’s Technical Careers Blog.

Living the Brand: Meenu Chhabra
by Nina Burokas, Living the Brand Columnist

Meenu Chhabra (above) is President and 
CEO of biotechnology company Allozyne, Inc. 
An industry veteran, Ms. Chhabra and her 

Nina Burokas:  To what extent to you attribute your success to conscious branding?

Meenu Chhabra:  I attribute 95% of my success to conscious branding. Of the two 
words in personal branding, it is absolutely imperative to focus on the personal. A 
personal brand is a manifesto that can only work if you are willing to believe in 

Nina Burokas:  What impact has branding had on your career 
trajectory?

Meenu Chhabra:  My career trajectory has been very steep indeed as it was only 
through building my personal brand was I able to break out of middle management 
type positions and enter into the “C” level positions.
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An industry veteran, Ms. Chhabra and her 
company have recently been the subjects of 
local, business and trade press, including the 
announcement of $30 million in series B 
funding.

personal brand is a manifesto that can only work if you are willing to believe in 
yourself, challenge yourself by taking risks and exploring who you truly are as a 
person and then being very comfortable with not being armed with all the 
information and nevertheless continuing to make decisions and pushing yourself 
forward. 

Nina Burokas: Is there a particular aspect of the personal branding process that was transformational?

Meenu Chhabra:  The most transformational part of the process is actually committing to the decision of building a personal brand. 
It takes courage to stand for things, to believe in something and to put your self on the line. 

Nina Burokas: What do you stand for?

Meenu Chhabra: I stand for breaking tradition and embarking on new frontiers.

Nina Burokas: How do you see the personal brand playing out in relation to the organization’s brand?

Meenu Chhabra: My brand works for the organization that I am with now because I am a female CEO under 35 and the organization 
was ready for that and all of the change that it would bring. It was an active decision that was made in a thorough and objective 
manner.

Nina Burokas: Do you think different rules apply to executives versus management and staff?

Meenu Chhabra: Absolutely. As long as you are in a position where there are people around you that you need to impress and they 
do not agree with your personal brand, there will always be the temptation to conform. That said, the number one quality that
employees respect about their leaders is honesty and integrity and knowing that one would think that these attributes should also 
be applied to your personal brand. In my opinion, great leaders have defined the destiny of their organizations with their personal 
brands.
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Nina Burokas:  How has your brand evolved as your life and career have progressed?

Meenu Chhabra: My personal brand has continued to become more personal. For instance, I have severe hydrophobia so I imagined 
what it would be like if I could swim...to be able to sail across an ocean (travel being one of my greatest passions). Fear cheating me 
out of an amazing experience does not fit into my personal brand. So, I decided to sign up for swimming lessons the next day and I 
have made a personal commitment that I will be attempting my sailing trip across the Atlantic in 2009.

Nina Burokas: In closing, what’s the most important lesson living your brand has taught you?

Meenu Chhabra: Get to know yourself. Then, success – true satisfaction - will come. 
_________________________________________________________________________________________________________
Nina Burokas is a brand catalyst committed to personal and organizational remarkability. The President of Digerati Branding, she is a personal 
brand coach for women and consults with organizations on brand engagement, women's leadership and innovation initiatives. Her forte is 
leveraging emerging trends and technologies to accelerate achievement of business performance and brand value objectives.

Online Branding – Where to Start
by Bonnie Kurka, Personal Branding Online Columnist

It is a given these days that if you want to be a mover and a shaker you have to have online visibility. There are so many ways to 
get your name out there: stories written about you, being quoted, authoring articles, personal and business websites, and social

The internet has developed a life of its own and is growing exponentially. You no longer need to be rich and famous, or 
infamous to have visibility. With the internet comes an explosion of data available to everyone, about everyone. That 
can work to your advantage, or possibly not. The trick is to identify what is out there about you and manage it so that 
the information you want people to see first actually shows up first. 
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get your name out there: stories written about you, being quoted, authoring articles, personal and business websites, and social
and business networking sites that seem to be popping up all over the place. But with FaceBook, MySpace, YouTube, LinkedIn, 
Ryze, etc. where do you start?  There are so many of those types of sites it can make your hair hurt to try to figure it all out. How 
does one keep up with all of the changes? 

The key is a strong personal brand. Everything that you do, say, write should be in alignment with your personal brand. Be 
consistent. Look at your personal brand statement and ask yourself who matters. Who do you want to influence? What is your 
focus for your online identity - Business? Job search? Purely social? 

People are loyal to people, not necessarily to brands. That’s where a strong personal brand becomes so important. People who 
matter to you are not only those who will refer business to you, but will go to bat for you.  They will provide unsolicited praise 
for you and your services. This should be your target. 

Here are some simple steps to keep your focus:

Determine your target audience. Who needs to see you and 
read about you? Yes, that means finding a focused audience. You 
can’t be everything to everyone, so using your personal brand 
statement as a guide, write down the type of people who are in 
your target audience.

Do a little research. Pick a few names from your list and Google 
them. Where are they located on the internet? What might they 
read? Go to MySpace and check out the specific groups within. If 
there is one that is appropriate, see who belongs to that group. If 
they fit into your target audience then you might want to have a 
MySpace account.
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