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Self Awareness 
Nio Queiro

1

2



2

➔ Anabolic Energy
Constructive, building, healing 
energy. This type of energy releases 
anabolic hormones, such as 
endorphins and dopamine, into the 
body.

➔ Catabolic Energy
Draining, destructive energy. This 
type of energy releases catabolic 
chemicals, such as cortisol and 
adrenaline, which actually eat away 
at our very cells.
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Holographic Thinking

Then logic to 
analyzeIntuitive Use emotions to 

test accuracy

Logically what can 
you do about itEmotional Intuitively what 

does it mean

Use intuition for 
more ideas and 

possibilities
Logical Use emotions to 

check how you feel
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Sympathy - Empathy - Compassion
What are the differences?

Sympathy Empathy Compassion

UNDERSTAND what 
the person is feeling

FEEL
what the person is 

feelling

ACTION
Willingness to 

relieve the suffering 
of others

“I know you’ve been 
busy today with so 
many discharges…” 

“How does that feel… 
I’m here if you need 

me… It is a crazy time 
and I realize it is hard.” 

“I want to help…
what can I do for you 
right now so you can 

go take a break?” 
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Awareness

Awareness of the 
need to change.

What is the nature of 
the change?

Why is the change 
needed?

What is the risk of 
not changing?

Desire

Desire to participate 
and support the 
change. 

What’s in it for me?

Is this a personal 
choice?

A decision to engage 
and participate.

Knowledge

Knowledge on how 
to change.

Understanding how to 
change.

Training on new 
processes and tools.

Learning new skills.

Reinforcement

Reinforcement to 
sustain the change.

Actions that increase 
the likelihood that a 
change will be 
continued.

Recognition and 
rewards that sustain the 
change.

Ability

Ability to implement 
desired skills and 
behaviors.

The demonstrated 
capability to implement 
the change. 

Achievement of the 
desired change in 
performance or 
behavior.

Prosci’s ADKAR Model
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1. Empathize
Show Sympathy, Empathy, and 
Compassion for yourself and others.

5. Activate
Initiate action using Prosci’s 

ADKAR model.

2. Explore
Seek to understand the situation 
more deeply by listening to others 
with curiosity. Discover what you 
can and can not control.

4. Navigate
Choose the best path 

forward with a Holographic 
Thinking approach.

3. Innovate
Take a Proactive approach by thinking outside 
of your comfort zone create innovative paths 
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Creating Your Brand
Lora Carr
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your 
personal
brand
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So, you don’t 
have 1 million 
followers and 
create reels for 
TikTok?
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You still have a brand
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personal brand
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authentic self
• how people remember you when you leave the room  

• how they would describe you

personal brand
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the 5 Cs of your personal brand

competence connection courage character credibility
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personal brand | competence
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competence

ability to get things done

knowledge

results & outcomes

expertise

personal brand | connection
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connection
relationships

communication

public speaking
networking
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personal brand | courage
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courage

try new thingsasking for help

difficult conversations

participate

personal brand | character
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character

honor 
commitments

do the right thing

honesty
follow through
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personal brand | credibility
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credibility

walk the walk, talk 
the talk

be attentive, 
not distracted

intent
integrity

personal brand | develop a strategy
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competence

connection

courage

character

credibility

desired
results

behavior

behavior

behavior

behavior

behavior
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Brand Ownership and 
External Delivery
Andrea Le Pain

A FOUNDATION 
FOR SUCCESS

Essential Questions: 

• What is your mission/core 
values?

• What personality and tone 
do you want to convey? 

• Who are you looking to 
reach?

• What issues/topics do you 
want to talk about?
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GETTING YOUR 
MESSAGE OUT

Avenues of exposure: 

• Quotes/commentary on 
breaking news 

• OpEds, LTEs & statements 
• Bylines, regular columns & 

guest blogs 
• Briefs on company news 
• Speaking opportunities 
• Social media & blog posts 
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THE CHANGING 
LANDSCAPE OF MEDIA 

• Lines between news and 
adverƟsing conƟnue to blur  

• The media industry is facing staffing 
challenges 

• Social remains important; video is 
on the rise 

• Podcasts have peaked
• The influencer trend is something 

to watch  
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ONE THING HOLDS TRUE

Your online presence matters! 

• Know where your audience is most 
likely to turn 

• Stay engaged; show you are on top 
of news

• Make sure you are authentic and 
engaging 

• Influence is a force multiplier 
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PR ONLY WORKS IF 
YOU HAVE A POV

• Make sure it’s part of the industry 
conversation. 

• Point to change. 
• Be authentic. Is it possible to have 

an entire conversation about this 
topic without mentioning your 
company's product/service?
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PREPARATION & 
COMMON MISTAKES 

Anticipate Questions
• Be current about related 

industry news
• Identify possible trouble 

spots
• Think about what could catch 

you off guard
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Know your message! 
• Prepare bullet points. Have 

your notes handy.
• Don’t ramble; be quotable!  
• Correct inaccuracies 

CRAFTING QUOTABLE 
QUOTES 

•

•

•

•

•
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THE ART OF 
BRIDGING Bridging

•Acknowledge reporter’s question
•Answer it
•Use a bridge
•Hit something on your agenda
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Common Bridges

However…

The real issue is…

Let me put that in 
perspective…

If you look closer…

That’s only one 
way to look at it…

WHERE TO BEGIN 

Start small-ish and build! 

• You don’t have to go it alone. 
• It’s not just about creating the 

content.
• It’s about getting your content 

(and you) noticed.
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Ghostwriters aren’t scary
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