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The So What from BCG Podcast 

Is It Time for a New You in the New Year?  

Sreyssha George

GEORGIE FROST: Consumers are increasingly 
turning to authentic and inspiring businesses that 
they can trust. But it's not only a strong company 
brand that's crucial in building that trust. As a 
leader, your own personal brand can set the tone 
and reputation of the company, differentiating 
you from your competitors and attracting the top 
talent. It can also help your own career and 
professional goals. So how do you build your 
personal brand? I'm Georgie Frost, and this is The 
So What from BCG. 

SREYSSHA GEORGE: It's going to happen to you 
irrespective whether you are doing this purposely 
or not. Someone's going to tag you with a few 
words and say that's what you stand for. So 
finding the nuances of what's really differentiating 
you could be very helpful. 

GEORGIE: Today I'm talking to Sreyssha George, 
an expert in technology and people for BCG. 

SREYSSHA: A lot of people when they think 
about personal brands, somehow it conjures 
images of sleazy commercials from the eighties 
and nineties. I think about it quite differently. I 
think when I joined, maybe my first or second 
project in BCG, really complex problem, very, very 
difficult client, being a very enthusiastic new 
joinee at work, I kind of put my head down and I 
remember one day my manager asking me, 
"What do you want the client to remember you 
for?" And it really struck me that I had never 
thought about it. I was so proud about burying 
myself in Excel sheets and big blocks of paper that 
got printed every day, I'd never thought about it. 

And that really triggered me to say it would be 
nice if they remembered me for X, Y, and Z, rather 
than it just naturally happening that someone had 
a perception and that became my brand. And for 
me, that's a bit of what the brand is. It's not a 
cheesy commercial about what you stand for, but 

what you really want people to remember you for. 
And it helps also in, I think, the tough days 
deciding which way you go because you kind of 
have defined for yourself what do you stand for, 
and I think that's really helpful. 

GEORGIE: So what are your X, Ys, and Zs? What 
did you decide that you wanted your clients and 
the people that you meet and work with to 
remember you by? 

SREYSSHA: So it's changed quite a bit over time. 
I think maybe ten years ago my answer would be 
very different to what I stand for today, but maybe 
today it's a bit of approachable and friendly, a bit 
around being an explorer, experimenting with 
things, and then really pushing the boundary on 
being action-oriented. I think that's really what I 
try to live as my brand.  

And it's important also what I've found is your 
brand has to have some value for the other 
person. It's not just about, I'd love this, right? If 
it's not of much value to somebody else, they're 
not going to care for your brand. So being 
approachable, for example, is great because 
people love it about being able to come and talk 
to me about tough problems or issues they're 
having and I really relish in that part of my 
personality as well. So it works well for me. 

GEORGIE: Why do leaders especially need a 
personal brand? What can it give the company, I 
suppose, what can it give them as well? 

SREYSSHA: It's important to have purpose and 
intention on what you're doing, and I think as 
leaders you're really communicating what your 
company stands for. It's very helpful, all the way 
from hiring, because when you meet someone, 
you're really trying to attract them to the 
company through your personality, what you 
stand for. Every time I go to a campus, meet 



 

 

 2 
 

students, they have this question about what is it 
like to work with you?  

And it's helpful to have a brand and something 
that you stand by. It's also really helpful from a 
business perspective to connect with clients and 
leave an impression and differentiate yourself 
from everybody else. We are in a market where 
you really need to stand out. You're not in a place 
where you are unique because you're a good 
problem solver. Everyone is. So what makes you 
unique is important for you to know and others to 
know as well. 

GEORGIE: Is it just about your personality or your 
way of doing work, or is it something like the way 
you wear your hair, the clothes that you choose to 
don? Is it the whole package? 

SREYSSHA: So I do think it's more than 
personality, for sure, because that would get some 
of us in trouble if that was the only piece of the 
puzzle. But I think it's a bit of many things that 
come together. Even the tone of your voice makes 
a difference, right? And I'm sure you see this when 
you do these podcasts and other things. 

The way you talk to me would be very different 
from your family and friends and that really plays 
into being your brand as well. Yes, maybe the 
clothes matter and a few other things, but I think 
the tone, how you are engaging with people and 
what you stand for and acting on your brand 
helps, right? It's not about telling people that this 
is your brand, but making it actionable helps. 

GEORGIE: Actually, what's very interesting is this 
is how I speak with my family. One of the aspects 
that I've always treasured, and I think that is very 
important being a broadcaster, is authenticity. 
This is who I am. So with that in mind, let's 
imagine I've come to you and I am looking to 
build my personal brand. Where do I start? Who 
am I? 

SREYSSHA: Maybe a bit of a cheat sheet to 
follow, and I'm sure you're doing lots of it, I at 
least look at it as it's not a one-off exercise, right? 
It's a constantly evolving element of how you 
work. Observe. I would say that's step one. I've 
made some big blunders on thinking about my 
brand because I think in the very first review that I 
ever received, somebody told me, "You smile too 
much and you laugh too much. No one's going to 

take you seriously and you're not going to be a 
senior leader." And for the next 12 months, I was 
on a mission to make sure I smiled less and I was 
much more serious in meetings, and it was just 
really tiring. It was very tiring to be somebody 
else. And I think that's the part where the 
observation helps. 

And I try listen to people and see what do they see 
in me? I look at feedback from folks. I ask very 
shamelessly, "What do you think I stand for?" The 
observe part of the playbook, I think, helps me at 
least be as authentic to myself. And some of it 
works, some of it doesn't. But I think step one is 
probably to observe what you're hearing from 
others.  

I do try experiment as well. So I do experiment, 
like I said. For 12 months, I tried to be serious. I 
gave up on it pretty quickly. But I do try 
experiment on some of these things on whether 
the brand is working, are the clients really 
thinking of me as someone unique, even in the 
context of other colleagues that actually work with 
them. 

So do a little bit of experimentation and 
constantly kind of reinvent. I think I was, as I've 
kind of become more senior, I've had to also 
tweak some parts of it. I would've said I'm very 
friendly very early on, but I have had to kind of 
tweak that and add the nuance of being 
approachable because not everyone's coming to 
you as a senior leader to have a friendly chat.  

They actually want to have tough discussions with 
you and being approachable is quite useful as a 
senior leader. So yeah, observe some of your 
traits, which I think you've been doing for quite a 
while probably, and then constantly reinvent 
yourself. I think that's the fun part of it. 

GEORGIE: How do you go about observing it and 
realizing you are actually getting success with it? 
Where are the measures of success? Because how 
someone receives you really is out of your control, 
isn't it? 

SREYSSHA: I can't disagree. I think it's very 
difficult to control the narrative, but I think if you 
are conscious about how it's playing in, it's not too 
tough to make sure that it's going in a certain 
direction. Over time, I very consciously said, for 
example, that my family is part of who I am. 
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There's no work me and family me. They all kind 
of gel together. And how do I check whether that's 
a successful idea? I talk about them all the time, 
whether it's a new team I meet or a client I meet 
and I kind of judge how are they taking it? Do they 
like it? Do they like this part of my personality 
coming through?  

And I usually find if you are genuinely passionate 
about the topic, people are very keen to engage 
on it and the measure is really how others are 
receiving it. We do also in the corporate world, to 
be fair, get a lot of feedback, whether it's the 360 
or peers upward, downward. We live in a society 
now, I think, especially in corporate world, where 
you can't really get away from the narrative. So 
some of those are good indicators as well on are 
people saying the same thing that you've been 
thinking about and hopefully shaping as your 
story. 

GEORGIE: Do you think too many people follow a 
carbon copy of what they think a leader should be 
like? 

SREYSSHA: Yeah, absolutely. And I think it's 
almost a subtle nudge to be like everybody else. 
When you start at work, there's almost a 
handbook that, "Look at person X, see how they 
behave in certain situations." And unfortunately, I 
think for women, a lot of times those role models 
are serious, strict men out there who have been 
the typical senior bosses. And it's challenging, I 
think, when you're given a mandate that this is 
how you need to behave and this could be a good 
brand for you. 

It's tough also to deviate. If you follow the 
handbook, it feels easier, but surely there's 
limited joy in doing so. I at least find that being in 
the driver's seat, creating the narrative, helping 
kind of shape your story gives you a lot of joy, 
which hopefully others will find as well. But it's 
always a subtle nudge to be like every other 
person who's been successful. 

GEORGIE: Absolutely, and it does tend to follow 
trends, doesn't it? In the past it was the very, I 
think Wall Street kind of tough leader. Now it's a 
bit more touchy-feely and I think there's problems 
with that as well. We want to be authentic, we 
want to show authentic leadership. But how 
authentic can you be? It's quite difficult if it 

doesn't come naturally, that kind of openness 
about your life perhaps or your values. 

SREYSSHA: Yeah, I think it's surely a struggle 
because you are in tough situations at work. And 
to your point, there is a balance of saying, "I'm 
touchy-feely and we are friends and we are 
approachable, and getting things done,” but I 
think it's the tough days that really question what 
you stand for, which is why, again, I find it quite 
helpful to have a north star to say, "This is what I 
stand for, or what my brand is."  

It needn't be touchy-feely and it needn't be very 
bossy. It can be something in between, which I 
think is where most humans are, and given the 
context and the situation, you can kind of go one 
direction or the other. There's a lot of senior folks 
that I interact with, clients especially, who are 
very guarded about their personal situation, don't 
want to talk about it. That does not make them 
any less authentic than the person who's sharing 
family stories and golf stories.  

It just means, for me, the authenticity comes from 
are you living those values when you have to take 
tough decisions, when you're having a bad day, 
when you're really put on the spot. That's the 
authentic part of it, rather than I need to share 
everything with you openly. I would say that's the 
difference. 

GEORGIE: Is there benefit to having a role 
model? Have you had any role models in the past 
that you've looked up to and wanted to emulate? 

SREYSSHA: I think the role model is very critical, 
especially as you're coming up the ladder. It's 
important and easy way to actually figure out 
what you want to be. I remember very clearly a 
role model early on in my career. People knew her 
as the problem-solver in the room. Any difficult 
challenge or any project, she was always kind of 
shipped in. She really stood for, "I know how to 
tackle these really complex parts of the puzzle," 
which I thought was very, very clear branding, 
which everybody knew very well.  

But equally important part of her brand, I thought 
at least, was she was a great mentor and she was 
never shy of saying, "I love mentoring and I love 
kind of seeing people grow." And for me, those 
two things really stood out and it fascinated me 
that that's what stood out for everybody because 
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when she left we had a huge farewell event for 
her, and every story and every tiny speech that 
people gave and the stories they shared really 
resonated with the couple of things that she stood 
for. 

GEORGIE: Are there any tips that you can give 
people, the questions that they should be asking 
right now to really hone in on their personal brand 
so that they live it, they breathe it, and they can 
spread it as far as they can, as much as you can, 
to other people? 

SREYSSHA: Yeah, I think there's a lot of 
questions, but maybe a few to get started is, 
“What's really differentiating you.” And I think for 
that you need to dig a little bit deeper because 
everybody's on a scale of one to five and being 
judged on various parameters and that's really not 
a good indicator of what you want to stand for, 
especially if you want to hold onto it for a couple 
of years.  

So maybe dig a little bit deeper on five years from 
now, would you be happy that the client 
remembered you for being the problem solver you 
are, or being that person who really cared about 
outcomes? Or being that person who really 
stepped out of the way to help them on something 
personal? 

I think really just using some of your stakeholders 
to see if that resonates with you could be a good 
way to start framing what the brand can look like. 
And it's going to happen to you irrespective, 
whether you are doing this purposely or not. 
Someone's going to tag you with a few words and 
say that's what you stand for. So asking some of 
these questions, finding the nuances of what's 
really differentiating you could be very helpful. 

GEORGIE: I guess it's not just the questions you 
ask yourself as well, you mentioned it earlier. It's 
the questions that you can ask your loved ones or 
even clients if you're brave enough, almost kind 
of, "What do you think of me?" I mean, these are 
hard questions to ask if you get a bad response, 
but I suppose it's “know thyself,” but also know 
what other people are saying about you. 

SREYSSHA: Yeah, absolutely, Georgie. And one 
thing I've taken away at least, having worked for a 
couple of decades now, is people love to help. If 
you position it as, "I'm really trying to kind of 

figure out what I want to do and would love your 
feedback," people really take it as a sign of pride 
that you ask them the question. I mean, obviously 
you have to be prepared, like you said, to hear 
some tough answers as well, but asking for help is 
actually one of the most powerful ways to deepen 
your relationship, even if it's with clients. 

GEORGIE: Is there a difference between just 
building a brand, but building it purposefully? 
How do you build a brand purposefully? 

SREYSSHA: I think the brand happens whether 
you want it or not, and crafting it purposefully 
means that you have a north star for yourself. It 
could be a combination of who you are today and 
who you aspire to be as well. So crafting the brand 
gives you a little bit of a guiding star to help you 
take decisions, help you improve from where you 
are today. So I don't think there is a choice really, 
is there?  

There's no choice to say, "Oh, I'm not going to 
brand myself." It's going to happen. But if you are 
able to do it purposefully, you can stay true to 
your values, make sure that you are aligning with 
the stakeholders and the community that you 
want to connect with, I think that's the beauty of 
being purposeful about it. 

GEORGIE: What a really important message. If 
you don't do it, someone else is going to anyway, 
right? 

SREYSSHA: Absolutely, yes. I mean, we are in 
such a connected world today. Before coming to 
any interview of mine, I am sure the interviewee 
goes and stalks me on multiple platforms and has 
formed an opinion before saying hello to me on 
the call or in the meeting. And I'm sure all of us 
do it with folks we are going to meet. The 
perception's going to form anyways. And if you 
can have a hand in shaping it and crafting it, it 
works for your benefit. 

GEORGIE: Which leads me on to where would I 
be sharing my personal brand? Which almost 
takes us back to the question about how you look 
and what you wear, is if people are going to be 
looking at you on the internet, what photos do you 
have up? Are you looking menacing? Are you 
looking friendly? Are you looking business-like? 
Actually, those are other ways, more practicable 
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ways, I suppose, that you can spread your 
personal brand. 

SREYSSHA: I think the brand is surely a 
combination of many things you do, right? The 
images you have on social media, the conferences 
you attend, the talks you do. There's many ways 
to communicate the brand beyond telling 
someone that this is your brand and the more 
difficult part, which is living your brand every day. 
So being more conscious about some of that is 
helpful. It is also a lot of work because you don't 
have control on a lot of those things. So yes, it's 
good to be thoughtful about what you wear and 
which pictures are going up on the internet. 

I've actually found that the most useful thing is 
the people you spend your time with, the 80% of 
the folks you are spending majority of the time 
with, how best you communicate the brand to 
them and how do you actually translate the brand 
and the actions when you are with the folks that 
you're actually spending time. I think a lot of the 
other aspects is catering to a broader society and 
a broader community, which is helpful. But at the 
end of the day, is it the highest ROI? I'm not fully 
sure. 

GEORGIE: Sreyssha, thank you so much, and to 
you for listening. We'd love to know your thoughts. 
To get in contact, leave us a message at 
thesowhat@bcg.com and if you like this podcast, 
why not hit subscribe and leave a rating wherever 
you found us? It helps other people find us too. 

 


