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Hey KD Coaching

Building a happier; healthier generation of leaders.

- We’re capable of more than we’re experiencing -
‘and we’re often the ones getting in our way.

By

T am an ICF-Certified Professional Coach

" partnering 1:1 and with corporate organizations to
help people get clear, expand their thinking, and
build strategies to step into their full potential.

CAREER

Navigating your path, choices, and growth over time.

Clarity & direction

Imposter syndrome

Professional Identity

Promotions & Advancement
Transitions & Fulfillment
Self-confidence, self-advocacy &
interpersonal navigation

e Sustainable ways of working

LEADERSHIP

How you show up, lead, and motivate others.

Complex stakeholder relationships
Defining/evolving a “leader brand”
Delegation & trust

High-stakes conversations
Leading with intention

Navigating influence, impact, and
responsibility

Want to learn more?
Book a free intro with me!

TACTICAL

Practical support that turns insight into action.

Accountability frameworks

Career storytelling & positioning
Interview prep

Networking

Resume and LinkedIn refinement
Self-alignment & values driven tools
Storytelling & positioning
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Defining your brand & sharing
It In a way that creates impact
(and feels like you).



A brand is not what you say it is.
It’'s what they say it Is.

-Marty Neumeier, Brand Expert & Author
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Your brand lives in the gap between:

How you see
yourself

Your

Brand
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How others
experience you



Your brand

X
What it’s not

Your job title

Your resume

Your linkedIn bio
Your favorite band
Your last vacation
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Your
brand Is a
reputation
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Authenticity - Connection Credibility




Your brand and organization’s brand is a mutually $25% | 2026 Young
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Personal credibility can
amplify corporate trust

Attracts:
New talent, Clients &
Long-term Advocates
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A strong organizational brand
can support individual
visibility and authority




2026 Young

SI I @ﬂl% Professionals

SOCIETY FoR HOSPITALITY
AND FOODSERVICE MANAGEMENT Summit

Authenticity is critical for @
But, what does “being

authentic” gctually mean for
me?!

credible brand reputation. \
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& HotTake

Authenticity is not “just be yourself”
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Authenticity Is
strategic.
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Authenticity is strategic:

Clarity Conversation Consistency

Define your brand Activate your brand Reinforce your brand

Aligning what you say with what you do, Delivering your brand in a way that will stick, Your brand isn’t static! It’s built by how you
rooted in who you are. engage, and build you credibility with your consistently show up, in alignment with who
audience. you are.
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Authenticity is strategic:

Clarity

Define your branad

Aligning what you say with what you do,
rooted in who you are.

Conversation

Activate your brand

Delivering your brand in a way that will stick,
engage, and build you credibility with your
audience.

Consistency

Reinforce your brand

Your brand isn’t static! It’s built by how you
consistently show up, in alignment with who
you are.




Your brand must showcase:

Vulnerabllity
Curiosity

Expertise
Empathy
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How you see How others
yourself experience you



To: Mom

What’s my imprint?

This super cool career coach is

Right now, text three people you trust (2 helping me get clear on my
. authentic brand. To help me
personal, 1 professional): with that:

How would you describe my
"essence"?
What makes me distinctly me!

How would you describe my “essence?” What do you think I'm naturally
+ great at?{

What makes me distinctly me?
QWEURTYUI O°FP

. ; 9
What do you think I’'m naturally great at’ A SDEGHJ K L
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How you see
yourself

Your

Brand
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How others
experience you



SPARK

Strengths Purpose Agency Roots Known for
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Navigating authenticity PERSONAL LIFE WORK LIFE

S Strengths



Your natural advantage
The stuff you’re just naturally good at - even when
you’re not trying that hard.

Prompts:

>\What do you do well without overthinking it”

>\What’s your “oh | got this” thing?




What you give a f* about
The impact you actually care about making - not
u r p O S e what sounds impressive.

Prompts:
>How do you naturally like to show up for others?

>\What feels meaningful for you to give your time
and energy to?




Choices only you own
Owning your decisions, growth, and how you
show up - without waiting for someone else to tell

you.

Prompts:

>\What choice have you been putting off that’s
only yours to make?

>\Where are you stepping up instead of waiting?




Your internal code
The values that keep you grounded - even when
things get messy or uncleatr.

Prompts:

>\What'’s a “ride-or-die” value that always guides
you?

>\Where are you living in line with your code- and
where aren’t you”?




wait...what are
values again?

A person's principles or standards of behavior;

one's judgment of what is important in life
(vour “internal compass”)

Achievement
Adventure
Authority
Autonomy
Balance
Beauty
Boldness
Compassion
Challenge
Citizenship
Community
Competency
Contribution
Creativity
Curiosity
Determination
Fairness
Faith

Fame
Friendships
Fun

Growth
Happiness

Honesty
Humor
Influence
Inner Harmony
Justice
Kindness
Knowledge
eadership
Learning
Love
Loyalty

Security
Self-Respect
Service
Spirituality
Stability
Success
Status
Trustworthiness
Wealth
Wisdom

Meaningful Work

Openness
Optimism
Peace
Pleasure
Poise
Popularity
Recognition
Religion
Reputation
Respect
Responsibility




Your sparkle
The things that make you uniquely you - your
enerqgy, habits, and signature ways of showing up.

Prompts:

>\What patterns or behaviors are unmistakably
you?

>\What do people naturally come to you for?
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Navigating authenticity

§ S - Strengths  : The stuff you're just naturally good at - even when : -What do you do well without overthinking it?
' E . you’re not trying that hard. - -What's your “oh | got this thing?

§ P . Purpose  : The impact you actually care about making - not  : -How do you naturally like to show up for others?
; ; " what sounds impressive . -What feels meaningful for you to give your time and
' ' . energy to?

A Agency . Owning your choices, decisions, growth, and  : -What choice have you been putting off that's only

: - yours to make”?
- how you show up : -Where are you stepping up instead of waiting?

...............................................................................................................................................................

§ R - Roots . The values that keep you grounded - even when  : -What's a "ride-or-die” value that always guides you?

: things get messy or unclear - -Where are you living in line with your code- and where
: - aren’t you?

K . Known for @ The things that make you uniquely you - your © -What patterns or behaviors are unmistakably you?
Sl energy, habits, and signature ways of showing up : ~Vhat do people naturally come to you for?



Throw me into a chaotic shift, last-minute fire drill, or
a meeting that could’ve been an email - I'm the one

who

ACTIVITY #1: SPARK
5-min Authentic Brand Prototype

(sTRENGTHS). | genuinely care

about

actually

;purpose) and it shows up in how |

«nown For). Currently working on

about it & | refuse to compromise on
wroots). And if I’'m being honest... | want to be the kind

of person who

(agency) iInstead of just thinking

(WILDCARD)!
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*WILDCARD is the version
of you you’re growing into-
or working to become!



ACTIVITY #1: SPARK 2% | 2026 Young
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*What surprised you?
*What made you LOL?
*What made you want to crawl! out of your skin?

*What made you proud?
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Authenticity is strategic:

Clarity Conversation Consistency

Define your brand Activate your brand Reinforce your brand

Aligning what you say with what you do, Delivering your brand in a way that will stick, Your brand isn’t static! It’s built by how you
rooted in who you are. engage, and build you credibility with your consistently show up, in alignment with who
audience. you are.
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Storytelling that creates conversations \)

TRANSPARENCY

“The interest” “The perspective” “The human”

CREDIBILITY
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Tension creates interest,
emotional investment and
curiosity.

If everything is “certain,” there’s
NO reason to pay attention.

Twists and setbacks make your
audience lean in.
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The process of “coming into
being” is what connects humans.

An audience relates more to a
shift in a person or their mindset
than a neat “and they rode off into
the sunset” resolution.
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Transparency does more than
build trust, it signals humility,
accountability, and a commitment

TRANSPARENCY to continuous improvement.

The willingness to be seen as
genuine and unscripted resonates
more deeply than perfection.



For example:

Spark strength: ability to simplify complex problems

WEAK

Last night was our biggest corporate dining
event of the year, with a lot for my team to
manage.

There were a few last-minute hiccups, but
my team handled everything smoothly.

It reinforced how important clear
communication, trust and teamwork are.
Overall the event was a success.

LINWSS

Last night, at our biggest corporate dining
event, we missed a critical VIP’s dietary
restriction.

My instinct was to fix it - but i quickly realized
the problem wasn’t the dish - it was lack of
Clarity.

| paused, admitted the mistake, and
explained the solution in simple steps to the
client and team.

Tension shifted. Everyone could focus. We
solved it. Complex problems rarely need
more effort- they need clearer framing.



How can my organization show up in my stories?
(and not feel forced?)

S.P:A+R:K

Navigating authenticity

S Strengths Which of your personal strengths show up in what your company does
' ' . best? .

........................................................................................................................................

§ P . Purpose  : Where does what you genuinely care about show up in your
' ' . company’s work?

........................................................................................................................................

g 74 . Known for Where do your actions already reflect what your company is
' : - known/famous for?




ACTIVITY #2: CONVERSATION 2% | 2026 Young
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Think of 1-2 stories that has had a meaningful impact on your life (oersonal or
professional) Quickly jot a few bullets:

- What was the tension? - What emerged?
- “The interest” - “The perspective”

What do you want to be

- transparent about?
- “The human”
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Authenticity is strategic:

Clarity Conversation Consistency

Define your brand Activate your brand Reinforce your brand

Aligning what you say with what you do, Delivering your brand in a way that will stick, Your brand isn’t static! It’s built by how you
rooted in who you are. engage, and build you credibility with your consistently show up, in alignment with who
audience. you are.




Consistency fastens a credible reputation

Thought-
leadership

Meetings

Team
interactions

Meetings Decisions
under
pressure

Client
interactions

Social /
Online
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Credibility



Andy Pearson
VP, Creative

duolingo

Zaria Parvez
(Former) Social Manager
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Andy Pearson @
VPaf atLiqu

ievenshotthis
@ TeasasE ‘ i Andy Pearsan @ - Foloins Andy Pearson @ - st
Do you ik laughing? Do you ive n Boston or the greater Boston metro Hadr VP of Creative at Liquid Death
area and aiso are free on the evering of February 26th? Do you have vast
sums of money you don't know what to do with and like to randomly give We're all trying to be too smart too often. 6d -
them o strangers youve Just et who lew nfrom L&?
If you're looking to other brands or businesses that have been My hot take for SXSW:

If you've answered yes to at least two of these questions, you should
‘come out to Laugh Your Ads Off Boston next Thursday. 'l be there along
with Sean McBride, Quinn Katherman, Greg Almeida, and a bunch of
Killer standup comedians.

successful, you'll only going to create a bad facsimile of something that
worked for someone else some other time. Plus, that's just boring.

Reality is going to be the next hot trend, guys. ...more

The nice folks at Hoala are having me on Monday, June 9, to talk about
throwing out best practices and embracing the dumbest, worst ones. And
hey, if you do that, eventually one day people will think you're smart and
successful and ask you to give a talk about it.

Grab your tickets here before Its sold out:
hitps:/finkd.infar3ykxkJ

I's free and online. You can register for it
here: https:/finkd.in/gY5Hpkb8

BY HOALA AMS
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ievenshotthis Tomorrow morning, | set off on an epic 314~
mile journey run across Tennessee, carrying only a small
pack of crap, living off the “land,” and touching five |
different states along the way. If you want to follow along . | i - S Ve
with all the Vol State 500 fun, check out
vacationwithoutacar.com. & X, &

Andy Pearson

VP of Creative at Liquid Death
s

.
Qo Q1 O @161 A
ece s 14 comments - 6 reposts.

ievenshotthis Here's my review of the brand new @HOKA
\ Tecton X 2.5: highly drinkable, great nose, and a smooth

finish. Thanks to HOKA for giving me this exclusive... more

June 15, 2024

| FREE MASTERCLASS

CCe 803 57 comments - 26 reposts

Andy Pearson @ - 1st
VP of Creative at Liquid Death
1mo - Edited - ®

Don't let the description fool you. PERSONAL BRAND

You don't have to live in Indiana to become the new packaging designer at Liquid

Death. Does it give you a leg up? I'm pretty sure not, but | can't be entirely Bold , Disru ptive

certain.
Maybe there's just something about that sweet Indiana countryside filled with
mile after miles of stuff, punctuated by little towns where there's different stuff

that instills what it takes to be the world's greatest packaging designer for the
world's greatest beverage brand.

Either way, it's an error in the job listing. You can live anywhere you want and join B U SI N ESS I M PACT
o 3 design team. But if d to Indiana just to take this job, | will be kind .
Liguib | Z?:msrsizefm ut if you do move to Indiana just to take this job, I will be kin In 5 years- Reven ue
Packaging Designer @ I ncreased from ~$5 M M
Job by Liquid Death
L:s A?\ge‘slq:sl, Ca?iaf:)rnia, United States (Remote) to ~ 33 O M M C u rrent

Medical, Vision, Dental, 401(k) and 2+ benefits

‘ 1 connection works here Val uation: $1 .4B.

CE€01,278 176 comments - 82 reposts




zaria
parvez

jr. social strategist

the brains

makin’

2018,2020,
2016-2020.

wazzzzuuup?

email: zariaparvez@gmail.com

sacial: @ohotos 7an

comelhosianiilifitarsswithy
imelwhilelktellliowye ullim
BUineyt

the good stuff

exceptithe twistisithatf
ageismiactively/discriminatesis
against high

duolingo - Social Media Coordinator

swift, maip 2020 - Selected Social Strategy Intern

havas, maip 2019 - Stategy Inter

=l | AN

WHY MARKETING IS MORE
AGEIST THAN EVER—AND WHAT
\ %I")E‘;’!IEN(ED TALENT NEEDS TO

1 Ideas can come from anyone, young and middle-
aged alike, but a brilliant execution comes down
to craft, and that takes experience

bbh - Beautiful Minds Participant

- Media Planning Director

&

d" zariaparvez
) Austin, Texas

Qa0 Qo R 9 Al

@ Liked by milkkarten and others

zariaparvez you know it was a successful weekend when
you were consistently the stupidest in the room

never thought I'd be taking the stage at SXSW, but looks
like | can cross that off my bucket list!

#sxsw2023

Zaria Parvez i - 2nd + Follow

Head of Social @ DoorDash | Keynote Speaker | Ex...
View my newsletter

5mo-®

the best marketers hate marketing sorry | said it!!!

CE0 2,689

171 comments - 56 reposts

A Like Zaria Parvez [[] (08 7mo

Head of Social @ DoorDash | Keynote Speaker | Ex-@duolingo on TikT...

® Cor

And on a more vulnerable note: I've been wanting to do this for a while, but
didn't really have the confidence that I'd be able to make it or be as well-
spoken as some of our industry's finest. But I'm trying to bet on myself
more often now so here we are

- Modia Planning ntern ; ‘\t»
d

fake laughing at my
corny jokes becaUsg]
i want a promotion

T EAYas]junior enough-that a lot of people
struggled tolseelme)asia leader,

Like - @C& 167 | Reply - 6 replies

Zaria Parvez ffj - 2nd
Head of Social @ DoorDash | Keynot

View my newsletter

7mo - Edited + ®
OH, GREAT. ONE MORE MARKETING NEWSLETTER.

You're probably right. But I'm launching this for the future Zarias. The folks who
didn't get a playbook on how to navigate a weird, winding career or make sense
of what it actually takes to thrive in social.

This is for the ones who are figuring it out as they go. I'll share lessons, behind-
the-scenes stories, and the stuff | wish someone had told me when | was just
starting out. | promise to be unfiltered.

| figured if there's 37K of you willing to read a LinkedIn newsletter, why not take it
over to writers' paradise?

Read my *official Substack* here: https://Inkd.infeMJ_DF2y

PERSONAL BRAND
Adaptive, Culturally
Fluent

Hi, I'm Zaria!
Let's do this.

At 22, | became Duolingo's first
social hire. Going from zero to
16M+followers meant learning how,
to build something real before the
rules even existed.

BUSINESS IMPACT
Social growth: 50K to
17M+ followers. Paid
subscriptions increased
~50%. Overall revenue
increased ~40%.

ZARIAPA!

€ce 3,028

80 comments - 21 reposts




What behaviors do they have in common?

S » 2026 Young
SI—FI\m £ | Professionals
SOCIETY FoR HOSPITALITY Summit

Anp FOODSERVICE MANAGEMENT

SPARK

(Values x
Behavior

Alignment)

Credibility

Conversation Voice
(Memorability & (Tone & Perspective)
Engagement)
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Business lead
generators.



PSA: A strong, authentic brand
doesn’t require disrupting an

entire industry.
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How you make people feel after a meeting with you

How you set up an environment for your team to
succeed

How you pitch an idea to a client
How you take feedback

How you collaborate with your team
How you approach setbacks

How you contribute to your organization’s culture
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Key Takeaways

Your brand is
a reputation

It lives in how people
experience you

Authenticity is
how you
build credibility

Not “just be yourself”
- it’s strategic
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Conversation +
Consistency =
Opportunity

Tell stories people remember
Show up repeatedly
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Channels



SOCIAL PLATFORM CHECKLIST

A checklist to help you navigate, with intention, where you want to build your presence.

4,
%,
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PLATFORM AUDIENCE BEST FOR

Professionals, leaders, hiring Career visibility, industry insights,
. m managers, industry peers professional credibility, thought
Where does my audience leadership
already spend time”?
O- Broad consumer audience, Visual storytelling, personality,

What's the content format creators, personal brand builders | behind-the-scenes perspective
that feels most authentic to £ /7z\ | Learners seeking depth, niche Long-form teaching, deep expertise,
what and how | want to u @ interest communities authority building
share?

Media, operators, technologists, Quick perspectives, cultural or industry
What platform and format X real-time commentators commentary
type can i commit to

' ?
consistently: — Highly engaged niche Deep discussion, long-form thinking,
i communities and idea-driven specialized expertise
readers



RROFESSy,
N\ &

§j
SOCIETY For HOSPITALITY

AND FOODSERVICE MANAGEMENT

m POSTING AHOT & TIPS!

e

Ask yourself:
A s there a piece of media that would go well with this?

A Are there 2-4 hook levers you can put in the first 1-3 sentences that appear before the “see
more” button?

Can | make the hook punchier & more concise”?
Is my formatting optional?

In addition to posting, am | being curious & engaging with my community?

L O O O

How can i loosen the grip on “perfection,” and lead with play and experimentation?



