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ESTABLISHED IN 1999, everywoman 
works to advance all women in business. 

Whether you are someone who is starting 
their career, a new leader, someone in 
a senior position or an entrepreneur 
who has started their own business, the 
way you are perceived and the impact 
you have on other people will have a 
significant effect on your success.  

We are constantly having an impact 
on those we meet – just like they are 
having an impact on us. Sometimes that 
impact will be positive and powerful, 
sometimes it can be overbearing, and 
sometimes it is insignificant or maybe 
even inappropriate. It can be difficult to 
judge our own impact on people, because 
we will always be subjective, and other 
people will rarely be open about their 
first impression of us. What’s more, 
someone’s first impression of you is 
coloured by their own view of the world  
– the way they see things. 

There are many things that contribute to 
the impact we have. For example, physical 
appearance, clothing, body language, 
facial expressions and gender.

This workbook is designed to get you  
to start thinking about how you come 
across and how to create the kind of 
impression you want, without changing 
the authentic you.

For example: 

•  Our  c lothes  commun icate  subt le  (and 
somet imes  not  so  subt le )  messages  about  
us  to  everyone  we  meet

•  Our  body  language  contr ibutes  more  than  
50  per  cent  of  the  mean ing  of  whatever  we  say

•  Our  tone  of  vo i ce  can  commun icate  far  more 
than  the  words  we  are  say ing

Understanding the messages you 
communicate and learning how to  
take control of them will enable you  
to make a positive and lasting impact  
on other people.

Throughout this workbook, there are 
exercises to help explain the different 
elements of making an impact with  
how you project yourself to others. We 
have put an action plan at the end of  
the workbook so that you can list all  
of your actions in one place.

The everywoman team

ABOUT  TH IS  WORKBOOK

“If you don’t make 
an impact when you 

are there, no one 
will notice when 

you are not” 
 

JODI GOLDMAN
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People form an opinion of you within seconds  
of your first meeting

S ECT ION  1 .
F I RST

IMPRESS IONS
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First impressions are the assumptions that we make when we are first presented with something, 
and this includes people. We make these assumptions all the time – an impulse that dates back 
to the days when we had to quickly assess whether those around us were friend or foe. So first 
impressions are an in-built self-preservation mechanism.  

We process information very quickly, rapidly forming a first impression based on the way someone 
looks, how they are dressed and how they carry themselves. Within seconds of meeting someone, 
we will make assumptions such as:  

•  Whether  or  not  they  are  fr iend ly 

•  The ir  persona l i ty  type 

•  How wea lthy  they  are 

•  Whether  or  not  they  are  trustworthy 

•  Where  they  l i ve 

•  The ir  educat ion

•  Whether  they  are  successfu l

Most of these assumptions are formed by what psychologists call the ‘halo/horn effect’. This is  
the human tendency to assume a range of characteristics about someone based on just one signal. 
Some examples of this might be: 

•  See ing  someone  smi l i ng  and  so  assuming  that  they  are  fr iend ly ,  soc iab le ,  popu lar  and  approachab le

•  See ing  someone  in  a  smart  su it  and  assuming  that  they  are  profess iona l ,  educated ,  re l i ab le  and  wea lthy

These assumptions may or may not be true, but, 
based on one aspect of someone, we often infer other 
characteristics about them – and this is why first 
impressions are so important.

Luckily, many of the relationships in our lives are 
formed over a long period of time, so if our first 
impressions are wrong, or someone is wrong about  
us, we have a chance to correct it.

In business, however, we often want people to buy into 
us quickly. We rarely have the opportunity to overturn  
a first impression.

The good news is that, once we appreciate the power of 
the first impression, we can take control of our image 
and the impact we have.

How do we formulate a first impression?  
WHEN TALK ING  ABOUT  image  and  impact ,  i t  i s  imposs ib le  to  i gnore  the  importance  of  the  f i rst

impress ion  we  make .  

“You never get 
a second chance 
to make a first 

impression”
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How do we formulate a first impression?  

Think about your first impressions of people you know, or have known, and fill in the following table.

Now we have looked at the first impressions you have had of other people, let’s look at  
how you perceive yourself, how you want others to perceive you, and ways to close the  
gap between the two.

A MANAGER (CURRENT OR PRE V IOUS)

A COLLE AGUE

A FRIEND YOU L IKED IMMEDIATELY

A FRIEND YOU TOOK A WHILE TO  
WARM TO

A PARTNER (CURRENT OR PRE V IOUS)

OTHER

OTHER

OTHER

OTHER

I  had  th i s  impress ion 
because . . .

My  f i rst  impress ion 
of  them was . . .
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What happens after we make a first impression?
LET ’S  IMAG INE  THAT  YOU  ARE  i ntroduced  to  someone  and  your  f i rst  impress ion  of  them i s  not  very  pos it i ve . 

Maybe  they  don’t  l ook  fr iend ly ,  or  capab le ,  or  re l i ab le .  You  are  to ld  that ,  from the  fo l l ow ing  day ,  they 
w i l l  be  work ing  very  c lose ly  w ith  you .

Now, let’s fast forward to the next day – their first day of work – and they are 15 minutes late. What 
would you be thinking right now? In your mind, their lateness has confirmed your suspicions that 
they are unsuitable for your team.

 What happens when we reverse the example? You are introduced to the person and told they will be 
working with you from the next day. This time, something about them makes you feel confident that 
they will be fantastic in the role.  

The next day, they are 15 minutes late. What would you be thinking?

If we are honest about it, in most cases our response would be something along the lines of: 
‘Something must have happened… they must have a reason for being late.’

This example demonstrates two reasons why the right first impression is so important:

1 .  F i rst  impress ions  co lour  our  future  responses  to  peop le .  I n  the  examp le  above ,  th i s  meant  be ing  annoyed  and  
th ink ing  ‘ I  knew i t’ –  i nstead  of  be ing  w i l l i ng  to  g i ve  someone  the  benef it  of  the  doubt .  

2 .  Once  we  have  an  impress ion  of  someone  (or  a  set  of  assumpt ions  about  them) ,  we  tend  to  l ook  for  ev idence  to  
re -enforce  i t .  I n  fact ,  we  m ight  even  ignore  any  future  ev idence  that  contrad icts  our  i n i t ia l  impress ion .

Equally, as we will see in the first-impression cycle (page 8), your behaviour directly affects others’ 
first impression of you, which affects how they respond to you. This, in turn, impacts on your 
response to them and, ultimately, influences your personality, confidence and attitudes. This cycle is 
based on Betari’s Box, which is fully explained in our Boosting your self-confidence workbook:
everywoman.com/confidence.
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The first-impression cycle

As the above diagram indicates, communicating the right things about ourselves through the first 
impression we make is vitally important, as it sets up a cycle that affects how other people respond  
to us, and, therefore, how we see ourselves. 

BASED  ON  YOUR 
PERSONAL I T Y,  CONF IDENCE 

L EVE LS  AND  AT T I TUDES ,  YOU 
CHOOSE  YOUR  CLOTH ING ,  BODY 

L ANGUAGE  AND  BEHAV IOURS 
(BOTH  CONSC IOUSLY AND 

UNCONSC IOUSLY )

PEOPLE  MAKE 
ASSUMPT IONS  ABOUT  YOU 

BASED  ON  WHAT  THEY SEE  – 
THESE  ASSUMPT IONS  ARE 
OF TEN  EX AGGERATED  BY 

THE  HALO/HORN 
E F F ECT

THE  WAY PEOPLE 
RESPOND TO  YOU 
INFLUENCES  YOUR 

PERSONAL I T Y,  CONF IDENCE 
AND  AT T I TUDE

PEOPLE  RESPOND 
TO  YOU  BASED  ON  THOSE 

ASSUMPT IONS  –  AND  LOOK 
FOR  INFORMAT ION  TO 

VAL IDATE  THE IR  IN I T I A L 
ASSUMPT IONS
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Step back and think about 
what you want your 

professional image to be

S ECT ION  2 .
YOUR 

PROFESS IONAL
IMAGE



www.everywoman.com
10

1 .  F IR S T  IMP RE S S IONS

2 .  Y OUR PROF E S S ION A L  IM A GE

Your professional image
YOUR PROFESS IONAL  IMAGE  i s  created  over  t ime :  i t  starts  w ith  others’ f i rst  impress ion  of  you  and  i s  then 

bu i l t  upon  w ith  every  exper ience  and  i nteract ion  they  have  w ith  you . 

Essentially, professional image is about what people associate with you: your reputation, what 
qualities people think you possess, and what people say about you when you are not in the room.

To ensure that you are making a positive first impression, and that your professional image is coming 
across in the way you want it to, take a step back and think about what your professional image 
actually is. 

Ask yourself
1 .  WHAT  DO  YOU  WANT  PEOPLE 

TO  KNOW YOU  FOR?  

2 .  WHAT  F IRST  IMPRESS ION 
DO  YOU  WANT  TO  MAKE?  

3 .  WHERE  DO  YOU  SEE  YOUR 
CAREER  GO ING? 

 
4 .  WHO DO  YOU  SEE  YOURSELF 

NET WORK ING  WI TH  FOR 
YOUR  BUS INESS? 

5 .  ARE  YOU  DO ING  AL L  YOU  CAN  TO 
COMMUNICATE  TH IS  IN  THE  F IRST 

IMPRESS ION  YOU  MAKE?
 

This depends upon:
     a) The way you dress 

     b) Your body language 
     c) Your behaviour

The following exercise is designed to help you think about your professional image: where you want 
to be, where you think you currently are, and what – if anything – you want to change. 
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Control people’s perceptions about you

1.  How do  you  perce i ve  your  
profess iona l  image?

For example, ‘I am ambitious’, ‘I am 
a great communicator’, ‘I want more 
responsibility’, ‘I see myself as my own 
boss’, ‘I am a team player’, or ‘I am 
serious and see myself as director of the 
company one day’. Describe exactly how 
you see your professional image.

2 .  How do  you  want  others  to  
perce i ve  you?

For example, ambitious, creative, 
friendly, reliable, decisive. Think about 
the first impressions you would like 
other people to have of you.

3 .  Th ink ing  about  the  way  you  present 
yourse lf  and  your  behav iour,  how  
do  you  th ink  peop le  perce i ve  you? 
What  words  wou ld  they  use? 

(You might think about any feedback 
you have received and how people 
respond to you or talk to you. Think 
about how you are dressed, how you 
tend to stand and sit. Try to step outside 
yourself and be honest about what other 
people might notice about you.)

ANSWER THE FOLLOWING QUEST IONS.
 
For the f irst question, describe where you are now and how you see yourself. For the second 
question, think about how you would l ike other people to see you, but also consider where it is you 
wish to go in your career or business . This wil l  help you with the third and fourth questions , where 
you consider the gap between where you are now and where you wish to be.

EXERCISE
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4 .  Why  do  you  th ink  th i s  i s? 
(If you have a hunch that people 
might think you come across as 
underconfident, why do you think that 
might be? Or, if you suspect that people 
might think you aren’t very organised, 
why do you think that might be? If you 
are sure that people see you as friendly 
and approachable, why do you think 
that is?) 

Control people’s perceptions about you

This can be quite a challenging exercise. But you have probably come up with some things that you 
can work on straight away.

For example:

•  Maybe  you  are  a  fr iend ly  but  qu iet  person ,  and  th i s  qu ietness  makes  you  seem a loof

•  Maybe  you  are  a  hard  worker  who  neverthe less  seems unprofess iona l  because  you  are  a  bad  t ime-keeper

•  Maybe  you  need  to  c lean  out  your  desk  because  you  get  the  fee l i ng  that  peop le  th ink  you  are  d i sorgan i sed 

•  Maybe  in  your  bus iness  you  network  w ith  young ,  creat i ve  types  and  you  want  to  a l i gn  yourse lf  more  w ith  that  image

•  Or,  maybe  you  are  actua l l y  do ing  a  l ot  of  th ings  r ight !  I n  wh ich  case ,  pat  yourse lf  on  the  back  and  keep  on  do ing  what 
you  are  do ing !

If you struggled to answer these questions, go and ask someone you trust for some help. 
Alternatively, speak to an independent image consultant or a mentor. Don’t be afraid of objective 
feedback – it can be pleasantly surprising and will point you in the right direction. 

Some questions to ask a mentor
1. What impression did I make when you first met me?

2. How has your impression of me changed, if at all?

3. How would you describe my image?

4. Is there anything about my image that you would recommend I change? Why?
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Control people’s perceptions about you

Your  workstat ion/work  area
For example, does it look 
organised? Does everything have 
a place?

Te lephone  manner
For example, do you answer the 
phone with a smile on your face? 
Do you have an assertive tone?

Ema i l  commun icat ion
For example, do you have a 
standard for when you will 
respond to emails (such as 
within 24 or 48 hours)? Are you 
consistent in how you address 
people in emails and how you 
sign off? Do you read through 
your emails before you send 
them, checking for spelling and 
grammatical errors?

C l i ent  meet ings
Do you diarise time to prepare 
for meetings in advance? Do  
you have everything to hand 
when you get to the meeting?  
Is your bag/briefcase tidy and  
in good repair?

Let ’s take the f irst- impressions exercise one step further and explore other elements that can 
affect the impression colleagues form of us .

Complete the table below about the relevant areas . You can tailor your answers ; for instance, if you 
work on a shop f loor and not at a desk , what does the quality of your display say about you?

EXERCISE

What  i s  good? What  cou ld  be  better?

Now, take any improvement actions in the right-hand column and your answers to the previous 
exercise (page 11), and commit to an action plan to make small incremental improvements in 
the areas you have identified. You can do this in your image and impact action plan at the end 
of this workbook.  
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Communicating your professional image 
REFER  BACK  TO  THE  EXERC ISE  on  page  1 1  –  part i cu lar ly  the  second  quest ion ,  where  you  wrote  down how 

you  want  peop le  to  perce i ve  you .

Profess iona l Dynamic

Conf ident Fr iend ly

Capab le Approachab le

Cred ib le Warm

Re l iab le Trad it iona l

Creat i ve Sty l i sh

Innovat i ve Successfu l

You  m ight  have  some of  the  fo l l ow ing  words  on  your  l i st : 

Now, take each word on your list and ask yourself:

•  What  does  that  l ook  l i ke?  

•  Wou ld  d i fferent  co lours  commun icate  th i s  qua l i ty?  

•  How wou ld  someone  who  has  th i s  character i st i c  carry  themse l ves?  

•  What  does  the ir  body  language  l ook  l i ke?

•  Do  I  a l ready  do  th i s?

•  Cou ld  I  do  th i s  more ,  or  d i fferent ly?

This process will get you thinking about your image, what you are already doing to convey these 
messages and what you could do differently.
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Communicating your professional image 

For example: Sophist icated Smart , well  put together, 
tailored

I wear suits to work often I could consistently wear suits 
in the off ice and have my hair 
cut in a neater style

For example: Approachable Smil ing , open body language I smile a lot when I ’m around 
people and cl ients , but I s it 
with my arms crossed and 
don’t say a lot

I am quite shy , so I  could make 
more eye contact with people 
and stop crossing my arms in 
meetings

YOUR PROFESSIONAL-IMAGE AUDIT
F i l l  in the table below to complete your professional- image audit .

EXERCISE

Image/va lue  I  want 
to  pro ject

How I  a l ready 
convey  th i sWhat  th i s  l ooks  l i ke

How I  cou ld  convey 
th i s  more



www.everywoman.com
16

1 .  F IR S T  IMP RE S S IONS

2 .  Y OUR PROF E S S ION A L  IM A GE

Body language and impact 
WHEN I T  COMES  TO  MAK ING  AN  IMPACT,  i t ’s  not  j ust  what  you  wear  that  matters ,  but  a l so  how you  wear  i t . 

Your  body  language  says  a  great  dea l  about  your  se l f - conf idence ,  how approachab le  you  are  and  what 
k ind  of  att itude  you  have .  Appear ing  both  conf ident  and  approachab le  are  the  cornerstones  of  

a  profess iona l  image . 

Look back at your professional-image audit and think about how you want to come across and  
how you actually come across. Very often, our body language and how we carry ourselves have  
a big influence on the way we are perceived – although we may not be aware of what we are 
unconsciously communicating!  

For example, you want to be seen as confident, but you don’t make eye contact in meetings. You  
want to be seen as approachable, but you don’t initiate conversations because you are more 
introverted or shy. You might find sitting with your arms folded very comfortable, but is this 
communicating interest, approachability and confidence to those around you, or might it be 
perceived as a sign of aloofness, insecurity or disinterest? 

Body language is a very big subject. Here, we will just be concentrating on the key elements to 
coming across as confident yet approachable. 
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Body language and impact 

Use this table to identify which of the following body-language cues you are already using, and 
which you could use to enhance the impact you have on people.

Eye contact Init iating eye contact .
Holding eye contact for 70 per cent of 
the t ime when talk ing and l istening. 

Posture Standing upright .
Shoulders back , yet relaxed.

Arms Open and at your s ides when standing.
Loosely held on lap or table , st i l l  open  
– not crossed. 

Facial
expressions

Smil ing genuinely.
Showing empathy with what someone else 
is saying ; for example, look ing concerned 
when someone is talk ing about a problem. 

Physical
or ientation

Leaning s l ightly towards the person  
you are talk ing to.
Turning shoulders and feet towards  
the person you are talk ing to.

Legs Legs hip-width apart when standing , and 
not rock ing. Not crossed in front of you 
when standing.

Hands No pointing.
Gestures are made around the chest area  
– not around the face or the hips . 

Handshake F irm, while holding eye contact .
Leaning towards the person.
Smil ing genuinely. 

Body  language

Mark  out  of  5
1=never,  2=a  l i tt le ,
3=somet imes
4=most ly ,  5=a lways

Conf ident  and 
approachab le  l ooks  l i ke :

What  I  w i l l  do 
from now on
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At the beginning of this workbook, we mentioned your image and impact action plan. As you commit 
to completing the actions throughout the workbook, you can list them here, along with the date that 
you will complete your action.

YOUR  IMAGE  AND  IMPACT
ACT ION  PL AN

Deta i l s Act ion/respons ib i l i ty Due  date

1.

2.

3.

4.

5.
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