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Introduction

In the digital age, athletes stand out not only through their performance but
also through their online presence. This module is designed to help you
understand and harness the strategic power of Artificial Intelligence (Al) in
building and managing your personal brand. Al for Brand Management
introduces the modern tools and insights that enable athletes to create a
stronger, more consistent, and more impactful brand identity.

Throughout this learning experience, you will explore how Al supports key
aspects of brand strategy — from content creation and audience analytics
to ethical decision-making and digital storytelling. The goal is not only to
understand the technology but to learn how to use it in a human-centered,
authentic, and ethical way.

By the end of this module, you will be equipped to shape your own digital
narrative with confidence — using the right tools, at the right time, and in
the right way. Al will not replace your voice; instead, it will empower you to
become a more strategic, creative, and sustainable digital leader.



Introduction Video

Narration

Visuals and Texts

Scene 1

Hello and welcome to the Al for Brand
Management Module. In the digital
sports arena, your personal brand is
your most valuable asset. Al is
fundamentally changing how you build

it, turning intuition into strategy.

Scene 2

Athletes today need to be more than
just players; they need to be effective
storytellers. But balancing training and
content creation is tough. Al is your
digital coach: it automates tasks,
analyzes audience data, and helps
you optimize every post for maximum

impact.

Scene 3

In this module, you'll learn which tools
to use—from content generation to
reputation monitoring—and, crucially,
how to use them ethically. Our goal is
to empower you to own your narrative,
ensuring your brand is consistent,
authentic, and ready for future
opportunities. Let's start transforming

your digital game!

Own your narrative.




Lecture Video 1: Understanding Al in Brand Strategy

Narration

Visuals and Texts

Scene 1

Let's begin by defining Al's role. Al
isn't science fiction; it's the technology
helping machines perform human-like
tasks like analyzing engagement or
predicting audience behavior. For an
athlete, Al means moving your brand
from guesswork to informed, data-

backed decisions.

Lecture 1: Understanding Al in Brand

Strategy

Scene 2

Al provides a key competitive
advantage: efficiency. Tools automate
time-consuming tasks like caption
drafting or scheduling, allowing you to
"do more with less" time away from
training and recovery. Think of Al as
your virtual assistant, ensuring you

stay visible and on-brand consistently.

Scene 3

The core benefit is prediction. Al
analyzes huge amounts of historical
data—your past posts, audience
demographics—to predict the best
time to publish, the ideal post length,
and which topics will resonate most.
This transforms you into a proactive,

strategic communicator.

Scene 4

Two core types of Al are vital here:




Generative Al (like ChatGPT) for
creating text, and Machine Learning
(ML) for analyzing data patterns. You
will use a variety of these tools, from
content creation to scheduling

platforms like Metricool or Hootsuite.

Generative Al (Content Creation);

Machine Learning (Analytics).

Scene 5

Remember, the goal isn't full
automation. It's about Al amplifying
your authentic voice, not replacing it.
The strongest brands maintain human
judgment and use Al only to optimize
delivery. Al provides the tools; your

values provide the strategy.

Goal: Amplify Authenticity.

Lecture Video 2: Al Tools for Content Creation & Optimization

Narration

Visuals and Texts

Scene 1

This lecture dives into the tangible
tools that transform your content
workflow. Al eliminates the "blank
page problem" for content creation.
Instead of spending hours drafting a
caption, you can use Al to generate

multiple on-brand ideas in seconds.

Lecture 2: Al Tools for Content

Creation & Optimization

Scene 2

Generative Al for Copy: Tools like
ChatGPT or Copy.ai can produce
captions, bios, video scripts, or blog

post outlines. The key is using strong




prompts that define the tone (e.g.,
inspirational), length, and purpose of
the content. You then critique and

personalize the output.

Use Al as a Writing Partner.

Scene 3 Visual Design Tools: Visual
consistency is essential for brand
recognition. Platforms like Canva Al or
Adobe Express offer templates and Al
assistance to automatically apply your
brand's colors and fonts, ensuring a
professional look across all social
platforms. They also assist with Visual Consistency Builds
removing image backgrounds for Recognition.
clean, high-impact posts.

Scene 4 Platform Optimization: Al helps match rnv" Ve 'P®§,.
your content to the right environment. !@ @ ‘!% 8
Your personalized Al toolset will Q@E ;@;ﬁ;&é’f}
suggest the best hashtags and help ' j ﬁ’#w sgf‘:@@}‘ii f’fﬁ’a
align your content pillars with platform L‘ 2 %:ég‘?@gf < "-.’t" ‘\&@
best practices—short, high-energy . b :3’ Ry >
clips for TikTok; long, reflective text for —— e .
LinkedIn. Right Content, Right Platform.

Scene 5 Practical Application: Imagine you

need a post announcing a
sponsorship. Use Al to draft the
professional thank-you note, and use
a design tool to create the visual
asset. This quick, efficient process
keeps your brand dynamic and ready
for opportunities. Remember to always

personalize the final copy with your

Personalize the Final Copy.




genuine voice.

Lecture Video 3: Audience Analytics and Predictive Insights

Narration

Visuals and Texts

Scene 1

This lecture covers the indispensable
role of data. Your digital performance
must be measured, and Al makes this
process transparent. Analytics reveal
what intuition cannot: who is following
you, when they are active, and which

content they value most.

Title: Lecture 3: Audience Analytics

and Predictive Insights

Scene 2

Key Performance Indicators

(KPIs): Your primary brand metrics are
Engagement Rate (ER%), Saves,
Shares, and Watch Time. Tools like
Metricool or Hootsuite act as your
brand's fitness tracker, compiling this
data across multiple platforms.
Regular review of these KPlIs is vital

for growth.

KPls: ER%, Saves, Watch Time.

Scene 3

Predictive Insights and

Forecasting: Beyond reporting

what hashappened, sophisticated Al
tools forecast what will happen. They
analyze audience trends (e.g., if your
audience is suddenly more interested

in nutrition) and suggest high-impact




adjustments to your content strategy

before a trend peaks.

Proactive Strategy, Not Reactive.

Scene 4

Data-Driven Decisions: Analytics are
only valuable if you act on them. If
data shows that training tips
outperform motivational quotes, your
strategy shifts to create more tips.
This process of evaluation,
adjustment, and improvement is

continuous, just like physical training.

Scene 5

Learning Goal: Plan a brief, scheduled
time—a weekly analytics ritual—to
review your dashboard. This mindful
approach ensures your brand strategy
is always informed by real-time
audience behavior, making your digital
presence sustainable and maximally

effective.

- S T T

Weekly Analytics Ritual.

Lecture Video 4: Ethical Al & Bias in Branding Decisions

Narration

Visuals and Texts

Scene 1

Using Al effectively requires
responsibility and ethical
consideration. Al tools are powerful,
but they are not infallible, and they can
reflect the biases of the data they
were trained on. This is especially

important for public figures like

Lecture 4: Ethical Al & Bias in




athletes.

Branding Decisions

Scene 2

The Credibility Risk: Al can
occasionally provide factually incorrect
or inappropriate information.
Publishing content without verification,
even by accident, can quickly damage
your carefully built reputation. Always
check names, dates, and statistics

generated by Al

Always Fact-Check Al Output.

Scene 3

Privacy and Data: You must adhere
to GDPR and respect user data
privacy. Avoid entering sensitive
information—unreleased injury reports
or contract details—into public Al
tools. Your data is valuable; know the

privacy policies of every tool you use.

Protect Sensitive Data (GDPR
Compliant).

Scene 4

Authenticity vs. Automation: Don't let
Al make your brand robotic. Your
followers crave human connection.
Use Al for drafting and scheduling, but
commit to reserving time for genuine,
manual engagement, replies, and
personal storytelling. Avoid over-

automation.

Scene 5

Learning Goal: Your values,
personality, and judgment are
irreplaceable. Al supports your brand,
but it doesn't define it. Use the

technology to your advantage while




professional character.

ensuring every public communication

reflects your genuine, ethical, and Values Define the Brand.

Reading

PPT Template https://docs.google.com/presentation/d/1yUYgfAMHQnXnHgV9FdIH

0AuPNoNbT6HrBsExs-ZHQPU/edit?usp=sharing

External Resources

Source Title

Link

EU Al Act — Ethical Al in Practice

https://artificialintelligenceact.eu/

Google Al for Marketing Guide

https://blog.google/products/ads-
commerce/ai-marketing-tools/

HubSpot Academy — Al in Marketing

https://academy.hubspot.com/courses/ai-for-
marketing

Brand24 — Social Listening for Brands

https://brand24.com

Canva Al Tools Overview

https://www.canva.com/ai/

Self-Assessment

No. | Question

Answers (with points included for each)

for your brand strategy?

1 What is the core benefit of Al-driven analytics | A. Predicting optimal post times for maximum

reach (3P) / B. Automatically generating every
post's caption (2P) / C. Counting only the
number of followers you have (1P)



https://docs.google.com/presentation/d/1yUYgfAMHQnXnHgV9FdlHoAuPNoNbT6HrBsExs-ZHQPU/edit?usp=sharing
https://docs.google.com/presentation/d/1yUYgfAMHQnXnHgV9FdlHoAuPNoNbT6HrBsExs-ZHQPU/edit?usp=sharing
https://artificialintelligenceact.eu/
https://blog.google/products/ads-commerce/ai-marketing-tools/
https://blog.google/products/ads-commerce/ai-marketing-tools/
https://academy.hubspot.com/courses/ai-for-marketing
https://academy.hubspot.com/courses/ai-for-marketing
https://brand24.com
https://www.canva.com/ai/

Which Al tool category is primarily
responsible for generating text and scripts?

A. Computer Vision (1P) / B. Generative Al /
NLP (3P) / C. Predictive Analytics (2P)

3 Why is "fact-checking" Al-generated content | A. Because the content will be too long to
essential for an athlete? read (1P) / B. To protect professional
credibility from misinformation (3P) / C. To
ensure the content follows latest trends (2P)
4 What should you do if an Al tool suggests a A. Discard the suggestion and pivot to an
content topic that contradicts your values? aligned topic (3P) / B. Post it anyway but
check the comments (1P) / C. Modify the tool
to force a different topic (2P)
5 Which action best demonstrates responsible A. Using Al to draft, then personalizing the
use of Al for content creation? tone (3P) / B. Copying and pasting the Al
output directly to all platforms (1P) / C. Only
using Al to generate hashtags (2P)
6 What kind of content is best suited for Al A. Content posted randomly once a month
analysis and optimization? (1P) / B. Consistent content with clear
engagement metrics (3P) / C. Only posts that
went viral (2P)
7 What is the main purpose of an Al-driven A. Finding new athletes to collaborate with
Reputation Monitoring tool? (1P) / B. Automating DMs to all your fans (2P)
/ C. Alerting you to mentions
(positive/negative) across the web (3P)
8 If your audience analysis reveals high interest [ A. Adjust your content pillars to focus more
in "Recovery," what is your strategic step? on Recovery routines (3P) / B. Stop posting
about training altogether (1P) / C. Post about
Recovery only on weekends (2P)
9 What risk does "over-automation" pose to A. The brand may feel impersonal, eroding fan
your personal brand? trust (3P) / B. It will make your content too
professional (1P) / C. It slows down your
content workflow (2P)
10 Which legal framework guides data privacy A. GDPR (3P) /B. WIPO (1P) / C. KPI (2P)
and processing of user data in Europe?
11 Which Al-related task is vital for maintaining A. Using Al to write long, complex articles (1P)
visual consistency? / B. Using Al design tools to maintain brand
colors and templates (3P) / C. Generating only
short, humorous captions (2P)
12 A high percentage of Saves on a video post A. The audience found the content highly

indicates which strategic insight?

valuable or educational (3P) / B. The audience
hated the content and will unfollow (1P) / C.




The video was too short (2P)

Point Range 12-18

You show basic awareness of Al but need to
strengthen knowledge of tools and ethical
use. Focus on factual verification and
integrating Al for strategy, not just for
drafting.

Point Range 19-27

Proficient. You grasp Al's potential and proper
tool selection. Focus on consistently applying
Al insights to your content strategy to ensure
your brand's growth and maximum reach.

Point Range 28-36

Excellent mastery! You understand Al strategy,
ethical use, and analytics. You are ready to
confidently integrate Al into your workflow,
maximizing authenticity and professional
impact.
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1. Introduction

Welcome to the Al Toolset Directory, your essential guide within the DIGIBRAND
project for navigating the vast landscape of Atrtificial Intelligence tools. This directory
is designed for athletes, coaches, and sports communication staff who are eager to
harness the power of Al to elevate personal and organizational brands.

Building upon the foundational branding and digital literacy skills covered in the D2.2
Digital Marketing Essentials Package, this resource provides a structured roadmap
for selecting, using, and evaluating Al tools ethically, efficiently, and creatively.
Furthermore, it integrates the critical reputation management frameworks from the
D2.4 Online Reputation Management Toolkit, specifically addressing the risks and
monitoring needs associated with public digital presence.

The purpose of this directory is to cut through the complexity by organizing tools into
practical categories. We aim to guide you in choosing the right tools for your specific
branding needs — from crafting compelling narratives using Text Generation & NLP
tools and optimizing visuals with Visual & Video Assistants (Computer Vision) to
analyzing fan engagement with Analytics & Predictive Insights. This process is crucial
for achieving the project’s objective of enhancing digital capacity and ensuring project
outputs remain relevant.

This approach aligns directly with EU priorities on digital literacy and Al ethics,
fostering a responsible approach to technology in sports. By utilizing the tools listed
here, you will be equipped to leverage Al not just as a technology, but as a strategic
partner in your brand's success, making data-driven decisions while maintaining
authenticity.

2. Tool Categories

1. Text Generation & NLP Tools: For creating, refining, translating, and summarizing
text content.

2. Visual & Video Assistants (Computer Vision / Multimodal): For design,
image/video editing, and visual content optimization.

3. Planning & Scheduling Tools: For managing content calendars, optimizing post
timing, and automating content distribution.

4. Analytics & Predictive Insights Tools: For tracking KPIs, understanding audience
behavior, and forecasting trends.

5. Social Listening & Reputation Management Tools: For monitoring brand
mentions, sentiment analysis, and alert systems.

6. Brand Consistency & Style Management Tools: For maintaining a consistent
brand voice, tone, and visual identity.

7. Workflow & Automation Tools: For integrating various platforms and automating
routine digital marketing tasks.

8. Ethics, Privacy & Compliance Tools: For detecting bias, ensuring GDPR
compliance, and promoting transparency in Al use.

3. Tool Card Template



Here are examples of tool cards following the specified format:
ChatGPT

Category: Text Generation & NLP Tools Short Summary: ChatGPT is a powerful
conversational Al that understands and generates human-like text based on prompts.
It's invaluable for drafting content, brainstorming ideas, and refining communication
for athletes, acting as a versatile writing assistant for various branding needs. Key
Features:

- Generates diverse text formats (captions, scripts, articles, bios).

- Can refine tone and style (e.g., inspirational, professional).

- Assists with brainstorming content ideas and strategic thinking.

- Translates text between multiple languages.

- Summarizes long articles or reports.

- Can simulate conversations for Q&A preparation. Best Use Cases:

1. Drafting engaging social media captions for pre-match motivation or post-game
reflections.

2. Brainstorming creative angles for sponsorship activation content or community
initiatives.

3. Generating short scripts for video updates or podcast intros. Input Requirements:

Text prompts (clear, specific instructions on desired output, tone, length, context).

Outputs: Text (various formats: plain text, bullet points, paragraphs, lists). Step-

by-Step Usage:

Open ChatGPT.

Input a clear prompt (e.g., "Draft 3 motivational Instagram captions for a tennis

player before a big match, focusing on resilience and focus.").

Specify desired tone (e.g., "inspirational”) and length.

Review the generated options.

Select the best option and personalize it with specific details or a unique voice.

Copy the refined text for use. Metrics & Success Criteria: Engagement Rate

(ER%), comments, shares for drafted content. Ethics & Privacy Notes (GDPR):

Data entered into ChatGPT (especially in free versions) may be used for model

training. Avoid inputting sensitive personal data (yours or others') or confidential

information. Always verify facts. Limitations & Risks: Can "hallucinate" (generate

factually incorrect information), lacks real-time sports data, potential for generic

output if prompts are vague, privacy concerns with sensitive inputs. Pricing/Plans:

Free version available; ChatGPT Plus for advanced features and higher usage

limits. Similar/Alternative Tools: Jasper, Copy.ai, Google Bard (Gemini). Mini Tip

(Prompt): "Draft a 150-word LinkedIn post about overcoming a sports injury,

focusing on mental fortitude, for a professional footballer. Use an encouraging,

reflective tone."

o s
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Canva Al



Category: Visual & Video Assistants (Computer Vision / Multimodal) Short Summary:
Canva Al integrates Al features into the popular graphic design platform, helping
athletes and teams create stunning visuals and videos with ease. It assists with
layout generation, image editing, and even generating elements from text,
streamlining visual content creation for brand consistency. Key Features:

- Magic Design: Generates designs from text prompts or existing media.
- Background Remover: Automatically removes backgrounds from images.
- Magic Edit: Al-powered object removal or replacement within images.

- Brand Kit: Ensures consistent use of brand colors, fonts, and logos across all
designs.

- Text to Image: Creates unique images from text descriptions.
- Layout suggestions for various social media platforms. Best Use Cases:

1. Creating branded social media graphics for match announcements or sponsorship
posts.

2. Designing professional-looking team roster announcements or player profile
cards.

3. Quickly editing athlete photos to remove distractions or enhance visual appeal.
Input Requirements: Images, text (for text-to-image), brand colors/fonts (for Brand
Kit), design prompts. Outputs: Image files (JPG, PNG), video files (MP4),
presentations (PDF). Step-by-Step Usage:

4. Log into Canva.

5. Select "Create a design" and choose a template or start from scratch.

6. Use "Magic Design" with a prompt (e.g., "Create an Instagram post for a player of
the match award").

7. Upload athlete photos and use "Background Remover" or "Magic Edit" if needed.

8. Apply your Brand Kit for consistent colors/fonts.

9. Refine text and elements.

10.Download in desired format. Metrics & Success Criteria: Click-Through Rate

(CTR) on visual posts, shares, visual brand recognition. Ethics & Privacy Notes
(GDPR): User-uploaded images and designs are stored. Ensure images have
necessary permissions. Al-generated images may have copyright implications. Be
mindful of biases in Al-generated visuals. Limitations & Risks: Al-generated
images can be generic or inaccurate. Potential for copyright issues with Al art.
Free version has limited Al features. Pricing/Plans: Free version available; Canva
Pro offers full Al features and extended asset libraries. Similar/Alternative Tools:
Adobe Express, Photopea (for basic edits), Midjourney/DALL-E (for advanced Al
art). Mini Tip (Prompt): "Create an Instagram story template for a daily training
update, using dynamic fonts and a space for a short video clip. Use our team's
brand colors."

Metricool



Category: Planning & Scheduling, Analytics & Predictive Insights Short Summary:
Metricool is an all-in-one social media management tool that integrates scheduling,
analytics, and limited content creation features. It provides comprehensive data on
audience engagement, optimal posting times, and competitor analysis, empowering
athletes to make data-driven decisions for their brand. Key Features:

- Multi-platform social media scheduling (Instagram, X, Facebook, LinkedIn, TikTok).
- Optimal posting time recommendations based on audience activity.

- Detailed analytics dashboards for content performance and audience
demographics.

- Competitor analysis features.
- Hashtag trend tracking.
- Reports generation (PDF, PPT). Best Use Cases:

1. Planning and scheduling an entire week's social media content matrix for a team.
2. Analyzing audience demographics to tailor content more effectively.

3. ldentifying the best times to post updates for maximum engagement from fans.
Input Requirements: Connected social media accounts, content drafts (text,
images, video). Outputs: Scheduled posts, analytics dashboards, PDF/PPT
reports. Step-by-Step Usage:

Connect all social media profiles to Metricool.

Go to the "Planning"” section.

View optimal posting times highlighted on the calendar.

Draft posts (text, media) and schedule them for recommended times.

Monitor performance in the "Analytics" section.

Generate reports to track progress. Metrics & Success Criteria: Engagement Rate
(ER%), Reach, Follower Growth, Website Clicks, Optimal Posting Time
Adherence. Ethics & Privacy Notes (GDPR): Processes significant user and
audience data from connected social media accounts. Ensures GDPR compliance
for data processing. Users must be aware of how their audience's data is
aggregated and reported. Limitations & Risks: Limited advanced Al for content
generation. Data accuracy depends on API access from social platforms.
Requires continuous monitoring and strategic interpretation of data. Pricing/Plans:
Free plan with limited features; various paid plans for advanced analytics and
more profiles. Similar/Alternative Tools: Hootsuite, Buffer, Sprout Social. Mini Tip
(Prompt): "Use Metricool's optimal times to schedule my daily training update and
an inspirational quote across Instagram and LinkedIn for highest engagement.”

©ooNOO A

Brand24

Category: Social Listening & Reputation Management Short Summary: Brand24 is a
robust social listening tool that monitors mentions of your brand, name, or keywords
across the entire web (social media, news sites, blogs, forums). It provides real-time
alerts, sentiment analysis, and influence scores, making it indispensable for proactive
reputation management for athletes and organizations. Key Features:



- Real-time monitoring of keywords across various online sources.

- Sentiment analysis (identifies positive, negative, or neutral mentions).
- Influence Score: Identifies the impact of mentions and authors.

- Alerts for critical mentions (e.g., negative news, crisis signals).

- Mentions analytics dashboard.

- Competitor monitoring. Best Use Cases:

1. Tracking public sentiment during a major event (e.g., a tournament, contract
negotiation).

2. Receiving immediate alerts for any negative news or false rumors about an
athlete.

3. ldentifying influential fans or journalists who are discussing the brand positively.
Input Requirements: Keywords (athlete name, team name, sponsor hashtags,
specific topics). Outputs: Real-time alerts, mentions dashboard, sentiment
reports, influence charts. Step-by-Step Usage:

4. Set up a new project in Brand24.

5. Enter keywords to monitor (e.g., "Athlete Name," "#TeamName," "SponsorName
scandal®).

6. Configure alert settings for critical mentions (e.g., email notification for negative

sentiment).

Monitor the dashboard for new mentions and sentiment trends.

Analyze influence scores to identify key voices.

Use insights for timely engagement or crisis response. Metrics & Success Criteria:

Response Time to critical mentions, Sentiment Score, Number of

Positive/Negative Mentions, Reach of Mentions. Ethics & Privacy Notes (GDPR):

Collects publicly available data. Users are responsible for GDPR compliance

when processing data from mentions (e.g., if a user complains via social media,

their data might fall under GDPR if they are in the EU). Limitations & Risks: Can
be expensive for comprehensive monitoring. False positives (misinterpreted
sentiment). Requires strategic interpretation and action; the tool identifies, but
doesn't solve reputation issues. Pricing/Plans: Paid plans with varying levels of
monitoring capacity and features. No free plan. Similar/Alternative Tools: Mention,

Awario, Talkwalker. Mini Tip (Prompt): "Set up a Brand24 project to monitor my

name and my main sponsor, sending an urgent alert for any negative sentiment

mentions above 50 influence score."”

© N

Notion Al

Category: Workflow & Automation Tools, Text Generation & NLP Tools Short
Summary: Notion Al integrates generative Al directly into the Notion workspace,
turning it into a powerful tool for planning, organizing, and drafting. It assists athletes
and teams with brainstorming content, summarizing notes, creating project plans,
and automating routine text-based tasks, making it a central hub for brand
management. Key Features:



- Al Writing Assistant: Generates text for blogs, social posts, summaries, ideas.

- Meeting Summarizer: Quickly condenses meeting notes.

- Brainstorming: Helps generate ideas for content pillars or campaigns.

- Project & Content Planning: Automates creation of content calendars and task lists.

- Translate and Explain functionality.

- Low-code automation for database entries. Best Use Cases:

1.
2.
3.

© o N

Generating a weekly content matrix based on predefined themes and platforms.
Summarizing key takeaways from a media training session.

Brainstorming ideas for a new sponsorship activation campaign. Input
Requirements: Text (notes, drafts, prompts for generation), existing Notion
database entries. Outputs: Organized text, content calendars, summarized notes,
project plans within Notion. Step-by-Step Usage:

Open a Notion page or database.

Type "/Al" or highlight text to activate Al features.

Choose an Al function (e.g., "Draft social media posts,” "Brainstorm ideas,"
"Summarize").

Provide a clear prompt or context.

Review and edit the Al-generated content within Notion.

Integrate the content into your database or project plan. Metrics & Success
Criteria: Time saved on content planning/drafting, consistency of content
calendar, project completion rates. Ethics & Privacy Notes (GDPR): Data entered
into Notion Al is processed to generate output. Notion has robust privacy policies,
but users should avoid putting highly sensitive or confidential information into Al
prompts. Limitations & Risks: Al output can be generic or require significant
editing. Performance depends on the quality of the prompt. Relies on the user's
overall Notion organizational system. Pricing/Plans: Free version has limited Al
blocks; paid plans offer more Al usage. Similar/Alternative Tools: ClickUp Al,
Monday.com Al, Asana Al. Mini Tip (Prompt): "In my content calendar database,
use Al to generate 5 Instagram caption ideas for 'match day prep,' focusing on
team spirit, for a basketball team."

4. “Select by Need” Matrix

Goal / Task Suggested | Example | Expected | Key Metric Ethics /

Category Tools Output Privacy
Note

Pre-match Visual & CapCut + | Short video | Watch- Verify

motivation Video Canva Al | with through rate, | image/audi

reel Assistants, | + caption Engagement | orights &
Text ChatGPT rate consent
Generation for footage
& NLP




Sponsor Text Jasper + | Branded Share count, | Approve
announceme | Generation | Hootsuite | social Brand tone &
nt post & NLP, media post | mentions messaging
Planning & manually
Scheduling with
sponsor
Crisis Social Brand24, | Real-time Response Handle
monitoring Listening & | Mention, | alert time to critical | sensitive
for athlete's | Reputation | Google dashboard | mentions data
name Manageme | Alerts ethically,
nt adhere to
GDPR
Weekly Workflow & | Notion Al | Editable Consistency | Avoid
content plan | Automation | + content index, Time over-
& ideas , Planning | Metricool | calendar saved automatio
& with ideas n; ensure
Scheduling authentic
voice
Audience Analytics & | Metricool, | Dashboard | Content Respect
demographic | Predictive | Sprout of follower | relevance audience
s insights Insights Social age, score, data
location, Follower privacy
interests growth (GDPR)
Translating Text DeepL, Translated | Communicati | Be mindful
fan Generation | Google messages | on clarity, of cultural
messages & NLP Translate | for Fan nuances in
Al engageme | satisfaction translation
nt
Designing Visual & Canva Merchandis | Design Ensure
team Video Al, e mock-ups | approval rate, | originality;
merchandise | Assistants | Midjourn Market check for
ey testing copyright
feedback infringeme
nt
Automating | Workflow & | Zapier + | Personaliz | Open rate, Avoid
email Automation | Gmail Al | ed email Response spam;
outreach to drafts rate ensure
media consent;
personaliz
e for

media
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Introduction

Welcome to the DIGIBRAND Branding Guide! This practical handbook is designed
specifically for athletes like you, aiming to navigate the digital world and build a
powerful, authentic personal brand. In today's hyper-connected sports landscape,
your online presence is as crucial as your performance on the field. It shapes
perceptions, attracts opportunities (like sponsorships), and builds lasting connections
with fans and stakeholders.

This guide provides a step-by-step roadmap, taking you from defining your core
identity to measuring your digital impact. Building upon the foundational knowledge
from the D2.3 Learning Module and the strategies discussed in D2.2 Digital
Marketing Essentials, we will show you exactly how and when to integrate powerful
Artificial Intelligence (Al) tools. These tools, detailed in the D2.3 Al Toolset Directory,
act as your digital assistant, helping you create content more efficiently, understand
your audience better through data, and manage your reputation proactively, as
emphasized in D2.4 Online Reputation Management. Our goal is to empower you to
tell your unique story effectively, ethically, and strategically, aligning with EU priorities
on digital literacy and responsible innovation. Let's build your brand, amplify your
voice, and unlock new opportunities together!

Phase 1: Define Your Brand Foundation

Before you post, you need to know who you are online. This foundation ensures your
brand is authentic and consistent.

1.1 Identifying Core Values & Mission
Your brand starts with your values. What principles guide you on and off the field?

Self-Reflection Prompts:
- What are 3-5 words that describe your character? (e.g., Resilient, Dedicated,
Team-Player, Innovative, Community-Focused)
- What legacy do you want to leave beyond your sport?
- What causes or issues are important to you?
Action: Write down your core values and craft a short personal mission statement.
This becomes your brand compass.

1.2 Defining Your Unique Voice & Tone
How do you want to sound online? Your voice should be consistent across all
platforms.
Consider: Are you primarily Motivational? Analytical? Humorous? Reflective?
Professional?
Al Assistance: Use Al text generation tools to explore different tones.
- Al Tool: ChatGPT
- Example Prompt for ChatGPT: "Describe the feeling of winning a
championship in three different tones: 1. Excited and energetic, 2. Humble and
grateful, 3. Analytical and strategic."
Action: Choose a primary voice and 1-2 secondary tones that feel authentic to you.
Document this in your Customizable Digital Branding Plan Template (D2.3).

1.3 Establishing Visual Identity Basics



Visuals create instant recognition’. Keep your look consistent.Elements: Choose a
consistent color palette (often team or national colors), 1-2 readable fonts, and a style
for your photos/videos.
Al Assistance: Use Al design tools to create templates and explore visual styles.
- Al Tool: Canva Al
- Example Prompt for Canva Al Magic Design: "Create an Instagram post
template for an athlete celebrating a personal best, using blue and gold colors
and a dynamic font."
Action: Set up a Brand Kit in Canva (or similar tool) with your chosen colors, fonts,
and logo (if you have one). Use templates for consistency.

1.4 Understanding Your Target Audience

Who are you trying to reach? Different groups have different expectations.

Key Audiences: Fans (seek connection), Sponsors (seek alignment and
professionalism), Scouts/Coaches (seek performance and mindset insights),
Community (seek inspiration and values).

Research: Use platform analytics (covered in Phase 5) and tools like SparkToro (see
Al Toolset Directory) to understand your followers' demographics and interests.
Action: Identify your 2-3 primary target audiences and list what kind of content
resonates most with each. Refer back to the Persona insights in D2.2 Digital
Marketing Essentials Package.

Phase 2: Develop Your Content Strategy

With a clear foundation, you can plan what to post, where, and when.

2.1 Choosing Your Content Pillars
These are recurring themes that align with your values and resonate with your
audience.
Examples: Training & Performance, Recovery & Wellness, Mindset & Motivation,
Team & Community, Behind-the-Scenes, Sponsorships, Q&A/Fan Interaction.
Al Assistance: Brainstorm pillar ideas relevant to your sport and values.
- Al Tool: ChatGPT or Notion Al
- Example Prompt for ChatGPT: "Suggest 5 content pillars for a professional
swimmer whose brand values are discipline, mental health awareness, and
ocean conservation."
Action: Select 4-6 core content pillars for the next 3 months. Document these in your
Customizable Digital Branding Plan Template (D2.3).

2.2 Selecting Your Primary Platforms
Don't try to be everywhere. Focus where your audience is and where your content fits
best.
Platform Fit (Reference D2.2 Social Media Mastery):

- Instagram: Visual storytelling, Reels, behind-the-scenes.

- TikTok: Short, creative, authentic videos, trends.

- LinkedIn: Professional insights, career reflections, thought leadership.

- X (Twitter): Quick thoughts, real-time commentary, engagement.
Action: Choose 1-2 primary platforms and 1-2 secondary platforms based on your
goals and audience insights from Phase 1.



2.3 Creating a Basic Content Calendar

Consistency is key. A simple calendar helps you stay organized.

Elements: Plan post frequency (e.g., 3x/week on IG), potential topics based on
pillars, and ideal timing.

Al Assistance: Use Al tools for scheduling and identifying optimal posting times
based on your audience data.

- Al Tools: Notion Al (for planning), Metricool/Hootsuite (for optimal timing &
scheduling).

- How Al Helps: Metricool analyzes when your specific followers are most
active, suggesting the best times to post for maximum reach. Notion Al can
help structure your calendar database.

Action: Create a simple weekly or monthly content calendar using a tool like Notion or
even a spreadsheet. Use your Customizable Digital Branding Plan Template (D2.3).

Phase 3: Create Engaging Content (Al-Assisted
Workflow)

Now, let's bring your strategy to life using Al efficiently and creatively.

3.1 Brainstorming Ideas with Al
Stuck for ideas? Al can help spark creativity within your pillars.

Al Tools: ChatGPT, Jasper, Notion Al.

Example Prompt for ChatGPT: "Generate 10 Instagram Reel ideas for an athlete
focusing on the 'Mindset' pillar. Include a potential hook for each.”
How Al Helps: Provides diverse ideas quickly, overcoming creative blocks.

3.2 Drafting Captions and Scripts

Al can draft text, but you must refine it for authenticity.

Al Tools: ChatGPT, Copy.ai, Jasper.

Example Prompt for Jasper: "Write a 100-word Instagram caption about the
importance of rest days for athletes. Tone: Educational and encouraging.”

How Al Helps: Saves significant time drafting initial versions, ensures grammatical
correctness, and helps explore different tones.

Action: Use Al drafts as a starting point. Always review and edit to add your personal
experiences, emotions, and unique voice.

3.3 Designing Visuals with Al
Create professional-looking graphics quickly.

Al Tools: Canva Al, Adobe Express.

Features: Use Magic Design, Background Remover, Brand Kit application.

Example Prompt for Canva Al Magic Design: "Create 3 Instagram Story templates for
sharing match results, using my Brand Kit colors (Blue/White) and a modern, bold
style."

How Al Helps: Speeds up design creation, ensures brand consistency, and requires
minimal design skill.

3.4 Video Editing Basics with Al
Make short videos (Reels, TikToks) more dynamic.



Al Tool: CapCut Al.

Features: Auto-cut (creates dynamic edits), Al-generated captions (transcription), Al
enhancement (color/stabilization).

How Al Helps: Simplifies complex editing tasks, adds professional touches like
captions quickly.

Action: Experiment with auto-cut on training footage or use Al captions for
accessibility.

3.5 Ethical Checkpoint: Reviewing Al Output

CRITICAL STEP: Before publishing any Al-assisted content:

— Fact-Check: Verify all statistics, names, dates, or claims generated by Al. Al can
"hallucinate".

— Check for Bias: Ensure the language and visuals are inclusive and culturally
sensitive. Does it align with your values?

— Ensure Authenticity: Does it sound like you? Edit ruthlessly to maintain your
genuine voice.

— Review Copyright: Be cautious with Al-generated images or music; ensure you
have the rights to use them.

— Reference: D2.3 Learning Module (Section 4) & D2.4 ORM Toolkit.

Phase 4: Engage Your Audience & Monitor Your

Reputation
Content is only half the battle; interaction and monitoring are crucial.

4.1 Community Management Best Practices

Engagement builds loyalty.

Action:
— Respond genuinely to comments and DMs (set aside time weekly).
— Ask questions in your posts to encourage interaction.
— Reshare User-Generated Content (with permission).

Al Assistance (Limited): While Al can draft generic replies, personal interaction is
usually better. Use Al mainly for identifying comment themes or summarizing
feedback.

4.2 Setting up Reputation Monitoring
Proactively track what's being said about you online.
Al Tools: Brand24, Mention, Google Alerts. Refer to D2.3 Al Toolset Directory for
setup details.
Action:
— Set up alerts for your name, team, key sponsors, and relevant hashtags.
— Configure settings to notify you of significant mentions (e.g., high influence
score or negative sentiment).
How Al Helps: Automates the monitoring process, providing real-time awareness.

4.3 Handling Negative Feedback and Crisis Lite Scenarios
Refer extensively to the D2.4 Online Reputation Management Toolkit for detailed
strategies.



Key Principles: Respond calmly, factually, and professionally. Avoid emotional
reactions. Know when to engage and when to ignore/block.

Al Assistance: Use Al text tools (like ChatGPT) carefully to help draft neutral, factual
responses or holding statements during a crisis, but always get human approval
before posting.

— Example Prompt for ChatGPT: "Draft a short, neutral response acknowledging
fan criticism about a missed penalty, emphasizing commitment to
improvement. Avoid defensive language."

Action: Familiarize yourself with the crisis response checklists and templates in D2.4.
Use your Personal Brand Audit Tool (D2.3) to identify potential reputation risks
proactively.

Phase 5: Measure Your Impact & Refine Your
Strategy

Data tells you what's working and guides your next steps.

5.1 Understanding Key Metrics (KPIs)
Focus on metrics that align with your goals. Refer to the D2.2 Al-Driven Analytics
Guidance.
Key KPIs:

— Reach & Impressions: How many people saw your content.

— Engagement Rate (ER%): Likes, comments, shares relative to reach/followers

(crucial!).

— Saves: Indicates content value/utility.

— Watch Time / Completion Rate: Video performance.

— Link Clicks / Profile Taps: Action taken by audience.

— Sentiment: Positive/Negative tone of mentions (from monitoring tools).
Action: Identify the 3-4 most important KPIs for your current goals using your
Customizable Digital Branding Plan Template (D2.3).

5.2 Using Al Analytics Tools

Let Al process the numbers and surface insights.

Al Tools: Metricool, Hootsuite, Sprout Social. See D2.3 Al Toolset Directory.

How Al Helps: These tools automatically calculate ER%, identify top-performing
posts, show audience demographics, suggest optimal posting times, and generate
reports.

Action: Schedule a "Weekly Analytics Ritual” (15-20 mins) to review your dashboard.
Use Al summaries (e.g., from ChatGPT by uploading data, or built-in tool summaries)
to quickly understand trends.

5.3 Gathering Feedback
Data is numbers; feedback is human insight.

Methods: Directly ask your audience questions (Polls, Q&A Stories), read comments
thoroughly, solicit feedback from coaches, mentors, or teammates.

Action: Combine quantitative data from analytics with qualitative feedback to get a
complete picture.

5.4 Iterating Your Strategy



Branding is not static. Use insights to evolve.
Action: Based on analytics and feedback:
— Double down on content formats/pillars that perform well.

— Adjust posting times or frequency.
— Experiment with new content ideas or platforms.
— Refine your voice or visual style if needed.

Update: Regularly update your Customizable Digital Branding Plan Template (D2.3)
with changes.

Result:

This Branding Guide provides a complete pedagogical and practical framework for
Al-driven personal and professional branding within the DIGIBRAND project —
combining strategy, ethics, and innovation to help athletes shape sustainable,
trustworthy, and data-informed brand identities.
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This template is designed to help you organize and manage your personal brand
strategy. Update it regularly as your goals and insights evolve. Refer to the
DIGIBRAND D2.3 Branding Guide and Al Toolset Directory for detailed guidance.

Part 1: My Brand Foundation

[This section helps you define the core of your brand. What do you stand for? Who
are you trying to reach? Refer to Branding Guide Phase 1.]

Section Field Guiding Prompt / Instructions

1.1 Core My Core Values (List 3- | [What principles guide your actions and

Values & 5) decisions, both in your sport and life? e.g.,

Mission Resilience, Teamwork, Integrity, Community,
Innovation]

My Personal Mission [What is the overarching purpose or impact

Statement (1-2 you want to achieve through your platform?

sentences) What drives you? e.g., "To inspire young
athletes to pursue excellence with integrity."]

1.2 Voice & | My Primary Brand [Choose one dominant style: e.g.,
Tone Voice Motivational, Professional,
Authentic/Relatable, Humorous, Analyticall

My Secondary Tones [Other tones to use depending on context:

(Optional, 1-2) e.g., Reflective, Educational, Energetic]

Keywords associated [e.g., Determined, Leader, Focused, Grateful,

with my brand (List 5- Innovative]

10)

1.3 Visual My Primary Colors (List | [Often from team/national colors. Al Tool Ref:
Identity 2-3) Use Canva Al Brand Kit]
Basics

My Primary Fonts (List | [Easy-to-read fonts. Al Tool Ref: Use Canva

1-2) Al Brand Kit]

My Image/Video Style [Describe the general look: e.g., High-energy
action shots, candid behind-the-scenes,
professional portraits, clean/minimalist]

1.4 Target Primary Audience [Who is the MAIN group you want to reach?
Audience e.g., Young aspiring athletes in my sport, local

community fans]

Primary Audience -
Needs

[What do they care about? e.g., Inspiration,
training tips, personal connection]

Secondary Audience 1

[Other important groups? e.g., Sponsors,
scouts/coaches]

Secondary Audience 1
- Needs

[What do they care about? e.g.,
Professionalism, ROI, values alignment]

Secondary Audience 2

[e.g., International fans, media]

Secondary Audience 2
- Needs

[What do they care about? e.g., Performance
data, work ethic, mindset]

Part 2: My Content Strategy




[This section outlines WHAT you will post, WHERE, and WHEN. Refer to Branding

Guide Phase 2.]

Section Field Guiding Prompt / Instructions
2.1 Content | My Content Pillars [Themes aligned with your values and audience
Pillars (List 4-6 main interests. Al Tool Ref: Use ChatGPT/Notion Al
themes) to brainstorm. e.g., Training & Performance,
Mindset & Motivation, Recovery & Wellness,
Team/Community Life, Sponsor Activities, Fan
Q&A]
2.2 Platform | My Primary [Where will you focus most energy? Why? e.g.,
Selection Platform(s) (List 1-2) | Instagram - high visual engagement with fans]
My Secondary [Where will you be present less intensively?
Platform(s) (List 1-2) | Why? e.g., LinkedIn - for professional
connections/sponsors]
2.3 Content | Posting Frequency - | [e.g., 3-4 posts/week, daily Stories]
Calendar Platform 1 (e.g.,
Notes Instagram)

Posting Frequency -

Platform 2 (e.g.,

[e.g., 1-2 posts/week]

LinkedIn)

Optimal Posting [Al Tool Ref: Check Metricool/Hootsuite
Times (Initial recommendations. e.g., Weekday evenings,
estimate) Weekend mornings]

Key [List major competitions, sponsor launches,

Events/Campaigns

(Next 3 months)

holidays, etc.]

Part 3: My Goals & Measurement

[This section defines what success looks like and how you'll track it. Refer to
Branding Guide Phase 5.]

Section Field Guiding Prompt / Instructions
3.1 SMART Goals | Goal 1 [Specific, Measurable, Achievable, Relevant, Time-
(Next 3-6 Months) bound. e.g., Increase Instagram Engagement Rate
by 2% in 3 months]
Goal 2 [e.g., Secure one new local sponsorship aligned
with my values by end of season]
Goal 3 [e.g., Grow LinkedIn connections in sports industry
by 50 in 6 months]
3.2 Key My Top 3-4 | [What metrics matter most? Al Tool Ref: Use
Performance KPIs to Metricool/Hootsuite. e.g., Engagement Rate (ER%),
Indicators (KPIs) Track Reach, Website Clicks, Follower Growth, Saves]
My Primary | [Which tool from the Directory? e.g., Metricool]
Analytics
Tool




Part 4. My Al Tools & Workflow Integration

[This section lists the specific Al tools you plan to use. Refer to Branding Guide
Phase 3 & D2.3 Al Toolset Directory.]

Section Field Your Chosen Tool(s)
4.1 My Chosen | Tool for Content Ideas | [e.g., ChatGPT, Notion Al]
Al Tools
Tool for Drafting [e.g., ChatGPT, Jasper]
Captions/Text
Tool for Designing [e.g., Canva Al, Adobe Express]
Visuals
Tool for Video Editing | [e.g., CapCut Al]
(Reels/Shorts)
Tool for Scheduling & | [e.g., Metricool, Hootsuite]
Analytics
Tool for Reputation [e.g., Brand24, Google Alerts]
Monitoring
Other Al Tools [Any others? e.g., Translation, Background
Removal]
4.2 Workflow | Weekly Content [How will you integrate Al? e.g., Mon:
Notes Creation Workflow Brainstorm (ChatGPT). Tue: Draft/Design

(Brief steps) (Canva Al). Wed: Schedule (Metricool).]
Ethical Checkpoint [Note to self: Always fact-check Al,
Reminder personalize voice, check bias, respect

privacy/copyright.]

Part 5: Plan Review & Refinement

[Branding is dynamic. Schedule time to review and adapt. Refer to Branding Guide

Phase 5.]
Section Field Frequency / | Focus / Activities
Timing
5.1 Review Weekly Check-in 15-20 min/ | Review analytics dashboard
Schedule Weekly (KPIs), check monitoring alerts,
adjust upcoming posts.
Monthly Review 30-45 min/ | Analyze trends, assess goal
Monthly progress, gather feedback,
refine content pillars/calendar.
Quarterly Strategy | 1 hour/ Reuvisit goals, audience, platform
Review Quarterly strategy, Al tool effectiveness.
Update this entire plan.




5.2 Notes for What's working [e.g., Reels on training tips get
Next Review well? high saves.]
Cycle
What needs [e.g., LinkedIn engagement is
improvement? low.]
Ideas to try next [e.g., Experiment with TikTok
month/quarter? trends, collaborate with another

athlete.]
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Introduction

This tool is designed to help you perform a regular self-check on your personal digital
brand. Think of it as a quick scan to understand your current online presence, identify
strengths, pinpoint areas for improvement, and ensure your digital activities align with
your goals. Use this audit honestly every 1-3 months. It will help you apply the
strategies from the DIGIBRAND D2.3 Branding Guide and make the most of the Al
tools listed in the D2.3 Al Toolset Directory.

How to Use: Go through each section, answer the questions, rate yourself, or check

the boxes based on your current digital brand status. Be honest — the goal is
improvement!

Section 1: Online Presence & Discoverability Audit

[First impressions matter. What do people find when they search for you?]

1. Google Search: What appears on the first page when you Google your full name
(and common variations)?

[1 My official social media profiles are prominent.

[1 Positive news articles or official team/bio pages appear.

[1 Neutral or irrelevant results (e.g., people with similar names).
[] Outdated information is visible.

[1 Negative or potentially damaging content is visible.

[1It's hard to find official information about me.

2. Image Search: What images appear when you search your name on Google
Images?

Rate (1-5): How accurately do the top images represent your professional brand?
(1=Not at all, 5=Very accurately) [Your Rating: ]

3. Key Information: Is essential information (sport, team, key achievements) easily
findable within the first few search results?

[1Yes
[] Partially

[1No



Reflection Point (Section 1): What is the single most important thing you noticed
about your online discoverability? Is your 'digital first impression' strong? [Your Notes:]

Section 2: Profile & Content Consistency Audit

[Is your brand message and look consistent across your main platforms?]

1. Profile Picture: Is your profile picture consistent (or visually similar/themed)
across your primary platforms (e.g., Instagram, LinkedIn, X)?

[1Yes, on all primary platforms.
[1On some, but not all.
[1No, they are different.

2. Bio/Description: Is your bio consistent and clearly communicating who you are
and what you do across your primary platforms?

[] Yes, consistent and clear.

[1 Similar, but could be more aligned.

[1 Inconsistent or outdated.

3. Voice & Tone: Looking at your last 5 posts on each primary platform, does the
tone feel consistent with the Brand Voice you defined in your Digital Branding

Plan Template (D2.3)?

Rate (1-5): How consistent is your voice? (1=Very inconsistent, 5=Very consistent)
[Your Rating: ]

4. Visual Identity: Do your recent posts (especially images/videos) consistently use
your defined colors, fonts, or overall style? (Al Tool Ref: Check against your
Canva Al Brand Kit)

Rate (1-5): How visually consistent are your posts? (1=Very inconsistent, 5=Very
consistent) [Your Rating: ]

5. Links: Do your profiles include up-to-date links (e.qg., to official website, sponsor
page, Linktree)?

[]1Yes, all links are current.
[1 Some links need updating.

[]1Links are missing or broken.



Reflection Point (Section 2): Where is the biggest inconsistency in your profiles or
content? What single change could improve brand recognition? [Your Notes:]

Section 3: Content Strategy Alignment Audit

[Are you posting content that truly reflects your brand values and strategy?]

1. Core Values Reflection: Looking at your last 10 posts, how well do they reflect
the Core Values you identified in your Digital Branding Plan Template (D2.3)?

Rate (1-5): How strongly do your recent posts reflect your values? (1=Not at all,
5=Very strongly) [Your Rating: ]

2. Content Pillar Balance: Does your recent content cover a good mix of your
defined Content Pillars (e.g., Training, Mindset, Community)?

[] Yes, balanced mix.
[1 Mostly focused on 1-2 pillars.
[1 Content feels random/unplanned.

3. Audience Relevance: Is your content tailored to the needs and interests of your
Target Audience(s)?

Rate (1-5): How relevant is your content to your main audience? (1=Not relevant,
5=Highly relevant) [Your Rating: ]

4. Authenticity Check: Does your content feel genuine and true to your
personality?

Rate (1-5): How authentic does your content feel? (1=Feels forced/generic, 5=Very
authentic) [Your Rating: ]

5. Alfor Idea Generation: Are you struggling to come up with content ideas aligned
with your pillars? (Al Tool Ref: Could tools like ChatGPT help brainstorm relevant
ideas based on your values and pillars?)

[1Yes, | often struggle for ideas.

[1 Sometimes.

[1No, I usually have enough ideas.

Reflection Point (Section 3): Which content pillar needs more attention? Does your
content truly tell your unique story? [Your Notes:]



Section 4: Engagement & Community Audit

[How well are you connecting with your audience?]

1. Responding to Comments/Messages: How often do you actively respond to
genuine comments or direct messages on your primary platforms?

[1 Regularly (within 1-2 days)
[1 Occasionally (weekly or less)
[1 Rarely or never

2. Initiating Interaction: Do you actively ask questions, run polls, or use features
(like Instagram Stories Q&A) to encourage audience interaction?

[1Yes, frequently.

[] Sometimes.

[1 Rarely or never.

3. Engagement Rate Review: Have you recently checked your Engagement Rate
(ER%) on your primary platforms? (Al Tool Ref: Use data from
Metricool/Hootsuite or platform analytics)

[1Yes, | know my approximate ER%.

[1I've looked but don't track it regularly.

[1 No, | haven't checked.

4. Understanding Engagement Data: Do you know which types of posts generate
the most interaction (likes, comments, shares, saves)? (Al Tool Ref: Review top-
performing posts in Metricool/Hootsuite)

[]1Yes, | have a clear idea.

[11 have some idea, but could analyze more.

[1 No, I'm not sure.

Reflection Point (Section 4): What is one simple action you could take this week to
increase genuine engagement with your audience? [Your Notes:]



Section 5: Online Reputation Scan

[Are you aware of and managing what's being said about you online? Refer to D2.4
ORM Toolkit.]

1. Active Monitoring: Are you actively monitoring mentions of your name (and
relevant keywords) online?

[1Yes, using monitoring tools regularly. (Al Tool Ref: e.g., Google Alerts, Brand24,
Mention)

[1 Sometimes, | search manually when | remember.

[1No, I don't actively monitor mentions.

2. Sentiment Awareness: Do you have a general sense of the overall sentiment
(positive, negative, neutral) surrounding your name online recently? (Al Tool Ref:
Check sentiment analysis in Brand24/Mention)

[1Yes, | have a good idea.

[1 Somewhat, but not precisely.

[1 No, I'm unsure.

3. Response Protocol: Do you have a plan or strategy for how to respond to
negative comments, misinformation, or a potential online crisis (even a simple
one)? (Refer to D2.4 ORM Toolkit & D2.3 Branding Guide)

[1Yes, | have a clear approach.

[11 have some ideas, but it's not formalized.

[1No, I haven't thought about it.

4. Profile Security: Are your social media accounts secured with strong passwords
and two-factor authentication (2FA) where possible?

[1 Yes, all main accounts are secured.

[1 Some accounts are, others need updating.

[1 No, security needs improvement.

Reflection Point (Section 5): How confident are you in your ability to manage your

online reputation proactively? What is one monitoring step you can implement or
improve? [Your Notes:]



Section 6: Goal Alignment Review

[Is your digital presence actively helping you achieve your broader goals? Refer to
your SMART goals in the Branding Plan Template.]

1. Contribution to Goals: Looking at your recent online activities (posts,
engagement), how well do they support your defined SMART goals (from Digital
Branding Plan Template D2.3)?

Rate (1-5): How well does your digital activity align with Goal 1? [Your Rating: ]

Rate (1-5): How well does your digital activity align with Goal 2? [Your Rating: ]

Rate (1-5): How well does your digital activity align with Goal 3? [Your Rating: ]

2. Opportunity Identification: Has your online presence recently led to any
tangible opportunities (e.g., media requests, sponsor interest, networking
connections) that align with your goals?

[1Yes

[1 Not directly, but it's building visibility.

[1No

3. Resource Allocation: Are you dedicating appropriate time and effort to the
platforms and activities most likely to help you achieve your goals?

Rate (1-5): How effectively are you allocating your branding time/resources?
(1=Inefficiently, 5=Very effectively) [Your Rating: ]

Reflection Point (Section 6): Is there a disconnect between your online efforts and
your stated goals? Where could you refocus your digital activities for better
alignment? [Your Notes:]

Section 7: Summary & Action Plan

[Turn your audit insights into concrete next steps.]

1. Key Strengths: Based on this audit, what are the 1-2 biggest strengths of your
current personal brand presence? [Your Notes:]

2. Key Areas for Improvement: What are the 1-2 most critical areas that need
attention or improvement? [Your Notes:]

3. My Top 1-3 Priority Actions: What are the specific, actionable steps you will
take in the next month to address the areas for improvement? Be concrete. (Refer
back to the D2.3 Branding Guide for strategies and how-to guides)



Action 1: [e.g., Set up Google Alerts for my name and check daily.]

Action 2: [e.g., Create 3 reusable Instagram Story templates using Canva Al based on my Brand
Kit.]

Action 3: [e.g., Dedicate 15 minutes twice a week to respond to comments on my primary platform.]
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