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Introduction
We’ve all seen them on a website. Your bio. Your “About You” Page. 
The page that says “I’m much smarter than you, I’ve got prestigious  
degrees and therefore you should listen to me.”
I used to have an impressive  
sounding resume.

I used to list all the great agencies I 
worked for at the hope of bludgeoning 
someone into thinking I was smart. 

But the truth is that most people just 
don’t care about your resume. They 
don’t care about what you’re likely  
writing about in your bio. 

If you’re reading this, the odds are you 
know that most bios are awful. Maybe 
yours is as well. 

It’s not a big deal other than it’s  
costing you business.

Your bio is meant to create an emotional 
connection with your audience. Why? 
Because people want to do business 
with people they relate to on a personal 
level.

Much of what you think will influence your  
audience to want to work with you has less to do 
with what you think “should be important” and 
more to do with what truly makes an impact.

A bio is the most important part of any 
business page. It is the platform to tell 
your story, develop a connection, and  
inspire people to buy from you.

Here are 5 common bio mistakes and 
how to turn them from negatives to  
positives.
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credentials vs. values
#1

Are you spouting off about your degrees? Your 30+ years of experience?

No one cares about your degree 

Sorry, it’s true. And your 30 years of experience doesn’t necessarily mean  
you did a GOOD job for 30 years. It just means you were competent enough  
to stay employed.

These should be mentioned if necessary, but what people really care about are 
what are called “Value Connections.” 

It’s your personal philosophy. It’s what you stand for. 

It’s what you have done in your life that helps exhibit who you are as a person 
and why your experiences make you uniquely capable to be doing what you are 
doing for a living.

So, ditch the resume. Connect on a deeper level. Talk about how you got to where 
you are from where you were. Share the moments that shaped your values.

When your ideal clients connect to your values, it builds a connection that is 
stronger than any credential ever could.
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#2

You didn’t tell a story
Why do people read biographies and autobiographies? 
Because they tell stories. They turn brute facts into engaging  
narratives. They entertain, they intrigue, and they fascinate.

In my own life, I got burnt out from the corporate world. I was sick and tired of  
working my ass off so other people could get rich. I was jaded. I NEEDED a change.

I wanted to get back to doing work that MEANT something. That’s why I created  
Corporate Renegade. That’s why I tell the story of “how I got to where I am from 
where I once was.”

When you tell your story, it should create a narrative that connects the dots.  

We want our reader to discover a common thread that shows your path, and how, in 
hindsight, it all adds up. I often share how I started writing at age 8 and all the other 
creative moments in my life that led to the creation of my business.

Turn your own path into a story. Create your autobiography and connect with your 
ideal clients on a deeper level. 
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why you do what you do
Most people make it clear “what they do.”  Most people make it clear 
“how they do it.” Most people don’t explain “WHY they do it.” 

Clients don’t just buy your service. They buy you.  
They buy your  team members. They buy your mission.  
Unless of course, you never share that with them. 

What’s your motivation for your career? Your business?  
Was there a life-changing event or cathartic experience that shaped  
how you see the world and why you do what you do?

It’s important to tell others your “why”.  

,I�\RX�DUH�DQ�HQWUHSUHQHXU�\RX�+$9(�DQ�LQQHU�ȴUH�DQG�SDVVLRQ�IRU�ZKDW�\RX�
are doing. Otherwise you likely would have quit a long time ago.  
 
6R�VKDUH�WKDW�ȴUH��SRXU�RXW�\RXU�SDVVLRQ��DQG�WHOO�WKDW�OHDS�RI�IDLWK�VWRU\�ZLWK�
your audience. 

3HRSOH�DUH�GHVSHUDWH�WR�ȴQG�D�FRQQHFWLRQ��7KH\ȇUH�ORQJLQJ�IRU�LQVSLUDWLRQ� 
Provide it for them by telling them WHY you do what do.  

You’ll be amazed at what happens.

#3
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It’s not you, it’s me
Have you ever been to a party, an event or maybe even on a date and 
person you were talking with did nothing but talk about themselves?

How self centered is that?

We all like to talk about ourselves. 
Most of us  are inherently inward-
ly-focused and that’s ok.  
 
But it doesn’t make for good conver-
sation.

Telling others about all the great 
things you’ve done without context 
on how it can help them isn’t some-
thing anyone wants to hear. 

It’s professional bragging. It’s  
egocentric. It’s focused on making 
you feel good versus helping some-
one else better understand you.

It’s boring too.

Bios become more powerful when they 
help your reader understand where 
you’re coming from. Select only stories 
that add to the deeper understanding 
of who you are and what you do. Share 
the parts of your journey that relate 
to your reader’s dreams, hopes, and 
GHVLUHV��<RXU�FXVWRPHUV�ZDQW�WR�ȴQG�
something in your experiences that 
they can relate to personally. 

7KLV��ZLOO�DOORZ�WKHP�WR�ȴQG�FRPPRQ�
ground with your brand organically. It’s 
about building a connection, rather than 
feeling as though you’re trying to make 
yourself sound special.                          

#4
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The Third Person 
Never talk about yourself in the third person. 

It’s impersonal and IT feels disingenuous.  
It also seems like you couldn’t be bothered to write it yourself.
People want to be spoken to, not at.
It’s why I tell clients to not write in the third person.

Once again, it’s all about connection and letting your clients see the person 
or people behind the service or product.

Let’s look at two versions of a bio for the same person and see which one 
resonates more with you. (And yes, smart ass, they’re on the next page!)

#5
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I firmly believe that everyone 
should have access to top level  
marketing strategies. Through-
out my 25 year career in NYC my 
passion has been helping small 

business owners such as yourself get the same expert 
advise as Fortune 500 companies.

Jessica has been a marketing 
consultant for 25 years. She is 
based in the NYC area and is 
dedicated to giving everyday 
people expert marketing  

advice. She loves being able to help small business 
owners get the same expert advice as Fortune 500 
companies.

BEFORe

AFTER
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Make Sense? 
7KH�ȴUVW�VDPSOH�WDONV�DV�WKRXJK�LW�ZDV�ZULWWHQ�E\�WKHLU�ELRJUDSKHU�� 
The second is more personal and speaks directly to the reader  
about who they are. Who would you rather hire? 
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 We are here to help if you need it

Now go write yourself a killer bio.
(And remember: We are here to help you do this.)

info@corporaterenegade.com | www.corporaterenegade.com


