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Introduction



Introduction

You are a writer.  You live to write, and you write to live. At least, you’d like to write to live. The 
trouble is, finding work is becoming more and more difficult. But for writers who have been 

trained in the skills of communication and technology, the Age of the Internet should present 
not only job opportunities, but also opportunities for self-promotion. You should be an expert 
at the “job hunt” and other job seekers should be asking you for advice. After all, the “job hunt” is 
merely a practice in persuasion. 

However, it is no longer enough to have a polished resumé and good interviewing skills. In 
today’s economy, jobs are more competitive and employers more selective. The jobs for writers 
are also changing as technology evolves and because of this, it is important that you adapt 
your job-searching skills to this new Internet Age. You must focus on the new and available job 
opportunities that are online, while simultaneously marketing yourself in this space. 

This book is designed to help you do just that—market yourself online and obtain freelance 
writing work. It will be a how-to guide that takes you through the steps of building your own 
personal brand, building a marketing plan, and executing that marketing plan online with the 
use of free Internet tools. 

I have written this book with a few assumptions

• You have access to the Internet and know how to use it. 

• You may not be an expert with social networks, but you are familiar with them and 
willing to spend some time on your own learning how to use them more efficiently. 

• You are a writer. (While the majority of this book will focus on the freelance writer, many 
of these same concepts can be used for a writer looking for a full-time position.)

Icons used in this book

        As you read this book, you will see the following icons in the margins: 

Key Terms- This icon indicates a definition that will help you understand some 
of the terminology being used.  

Super-Important Tip- Pay attention to these icons, they point out some of the 
most important information in that particular section. 

Do More of Your Own Research- You may have to do a little research of your 
own. This icon will let you know that further research might be necessary. 

Financial Crisis and Impact on the Writing Job Market
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The financial crisis that began in 2008 is a global recession that economists say is the 
worst economic crisis since the Great Depression of the 1930s. It is a recession that 

has contributed to the failure of key businesses, declines in consumer wealth, and a 
significant decline in economic activity (Pendery).  Most recently, the Bureau of Labor 
Statistics, a division of the U.S. Department of Labor, reported that unemployment 
rates in the United States increased 9.8% in all 50 states and in the District of Columbia 
for the month of September. This is the highest unemployment rate the United States 
has seen since 1983, and has almost doubled since 2006 (United States Department 
of Labor. The Employment Situation 1).  The impact of this recession on students in 
a writing program will become apparent as we search for jobs upon graduation. 
For writers with little experience, these unemployment rates translate to a more 
competitive job market with more experienced writers looking for work.

However, the job prospects for writers are actually increasing according to projections 
by the Bureau’s Division of Occupational Employment Statistics. The Bureau 
predicts employment for writers and editors to grow by 10% from 2006 to 2016. 
The Department of Labor attributes this growth to an increased demand for writers 
in interactive media that provide real-time information through the Internet. Print 
magazines and other periodicals are increasingly making more and more content 
available only online, as are businesses and organizations with their newsletters, 
websites and blogs. As these online publications, applications and services continue to 
grow, the Bureau of Labor Statistics expects that there will be many new sources of jobs 
for writers with these skills (United States. Department of Labor. Writers and Editors 3-4). 

Yet writers are still concerned with the current recession and are struggling to find jobs.  
Intercom, the magazine for the Society of Technical Communication, recently started 
a two part series titled, “Recession Proof Your Career,” so there must be a disconnect. 
Why is the magazine for the Society of Technical Communication publishing articles 
about “recession proofing” your career if there are jobs available to writers in interactive 
media? Maybe we are looking for jobs in the wrong places. 

In March 2009, The Nielsen Company released their report, “Global Faces and 
Networked Places: A Nielsen Report on Social Networking’s Global Footprint.”  In this 
report, investigators talk about how traditional publishing companies and news outlets 
are integrating social networks into their traditional print and broadcast business 
models. As Twitter, Facebook and blogs attract millions of users globally, Nielsen 
explains that these social networks are complementing media outlets’ traditional 
communications, not replacing them.  

There are jobs available for writers online. It is time that you focused on these 
opportunities.

Financial Crisis and Impact on Writing Job Market:
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Brand— A name, term, 

design, symbol, or 

any other feature that 

identifies one seller’s 

good or service as 

distinct from those of 

other sellers (American 

Marketing Association). 

Marketing— Marketing 

is an organizational 

function and a set of 

processes for creating, 

communicating, and 

delivering value to 

customers and for 

managing customer 

relationships in ways 

that benefit the 

organization and its 

stakeholders (American 

Marketing Association).

Freelance Worker— 

typically a writer, 

designer, or artist 

who is self-employed 

and isn’t committed 

to an employer for a 

long period of time 

and usually works 

on a contract-basis 

(Wikipedia). 

I have found the following problems for writers seeking 
employment:

1. Writers are not being taught how to brand or market   
themselves online in this competitive economy (Petkus 39). 

2. Although writers have the writing skills needed to work 
in the interactive media space, they do not have the job-
search skills needed to secure these jobs. Many writers 
are intimidated by these interactive media channels 
and seek jobs through traditional or outdated methods. 
For example, in the article “Job Hunting in a Recession” 
published in Intercom, the author suggests outdated 
strategies for a job search. The only advice the “expert” 
author gives is to: 

• keep a positive outlook  

• update and proofread your resumé

• show how you match the job requirements

• be proactive  (Molisani) 

There is so much more to the current job hunt than “keeping a 
positive outlook” and “updating your resumé.”  You need to know 
how to create a website portfolio; network online using social 
networks; keep up with interactive media skills using webinars, 
podcasts, online analytics and search-engine optimization; and how 
to brand yourself using Facebook and blogs. In a nutshell, you need 
a personal brand that you are actively promoting online. You just 
need to know where to start; you need a blueprint, a “how-to guide.” 
What follows is a Writer’s How-To Guide to Finding Freelance Work 
Online. 

Why Are Writers Still Falling Victim To This 
Recession? 
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“Free-lance” was a term first used by Sir Walter Scott in Ivanhoe to describe a medieval 
mercenary warrior. These “freelancers” were often knights who fought on horseback, 
with a lance or pole-like weapon used as a spear. Today, freelancing typically refers to 
writers, designers or programmers who work for clients on a contract basis. They offer 
their services to employers without a long-term commitment and often charge by the 
project, hour or day. (Ta’eed). 

Technology is changing at an exponential rate. As soon as these words are written, they 
will be outdated. So as we explore the realm of the job hunt, it will be important to 
note that there will be two sections to this “How-To Guide.” First, there will be a section 
that is (somewhat) timeless. This section will talk about constructing an identity and 
building trust with potential customers and employers. This section will also focus on 
the idea of building your own personal brand. 

The second section will address issues and skills that will need to be updated as 
technology changes. I will explore current (2010) technologies such as Twitter, blogs, 
wikis, personal websites, social networking sites, search engines and Really Simple 
Syndication feeds or RSS feeds. For the purposes of executing a personal branding 
plan, these will be the tools used to carry out this branding strategy. However these 
tools will inevitably change. It will be important for you to make sure that you are up 
to date on the latest technologies, as the tools listed here may become outdated. And 
now, on to the “How-To Guide.”  

Freelance Writers:



Chapter 1: 
Building an Online Identity

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the reflexive nature of identity building online

• Understand the four types of trust

• Understand the three key elements to building trust



Building Your Online Identity

If you haven’t created a personal identity online, it’s time you created one. And when I say 
created, that’s exactly what I mean. Technology allows us to create our own identities. We 

can, and should, put our “Best Cyberface Forward” (Rosenbloom).  The key to this construction 
is the creation of an online identity that is both complimentary and transparent. 

Anthony Giddens, the Director of the London School of Economics and Political Science, 
takes a look at the role of identity in modern society. In his book, Modernity and Self-Identity, 
Giddens explains that modern society and its modern institutions have created a fundamental 
sociological problem at the turn of the 21st century. This problem is caused by the global 
nature of modern institutions, like the Internet, which no longer adhere to the traditional 
habits and customs of social interaction, but instead has radically altered our day-to-day 
interactions and experiences. 

Giddens’ assertion is that modern institutions (through the use of technology) allow for the 
reorganization of time and space. By no longer inhibiting social interactions by location or 
time, the self (or one’s identity) can be constructed and even revised. Giddens explains that 
the self can be reflexively constructed to adhere to the institutional contexts in which it exists 
(2-3).

Due to this “reflexive” construction of the self, Giddens explains that trust and risk assessment 
become key factors in this modern society and are practically the cost of engagement in 
modern society.  This is both good news and bad news for writers.

 The good news is that you do have control over the construction of your identity online and 
you can adjust your identity as needed. However, the bad news is that other individuals are 
aware of the reflexive and constructive nature of identity and therefore have a lower level of 
trust in this space. It will be your job to construct an online identity that is as complimentary 
as it is transparent. You will ask potential clients to trust you. As they make a risk assessment 
before hiring you, you want your potential clients to feel that they are not taking a “leap of 
faith,” but taking a calculated risk in the engagement of your services. It will be your job to 
create an environment of trust. 

What is trust? How do you build trust with others? Is it something that is cognitive (a matter 
of opinion, prediction, choice or will); or is it affective (a matter of emotions)? Daryl Koehn 
suggests that trust is the product of a relationship between trustor and trusted, both 
cognitive and affective. He explains that there are several categories of trust that are relevant 
to online relationships in his article “The Nature and Conditions for Online Trust,” printed in the 
Journal of Business Ethics in 2003. Not only does he outline the categories of trust, he further 
explains the best practices of building trust. You should adopt these practices as guidelines for 
building an environment of trust with your potential clients. 

Building an environment of Trust for Your Potential Clients
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1. Goal-Based Trust

This is the type of trust that is developed between two people who have the same objective. As 
long as each party has the same goal, and each party believes that the other is committed to 
achieving the stated goal, goal-based trust is established. Each party may even be indifferent to 
the identity or character of the partners. Goal-based trust is seen in manipulative relationships 
where parties often rely on propaganda to inspire others to take great risks. Terrorists often apply 
goal-based trust to their working relationships.  This trust is primarily affective. 

2.   Calculative-Based Trust

In contrast to goal-based trust, calculative trust is primarily cognitive. In a calculative trust 
relationship, parties often have divergent interests and often look for evidence to support a 
trusting relationship. Does the other party have a good reputation? Do they keep promises?  
Maintaining calculative trust involves a process of negotiation and is often based on the use of 
contracts or binding rules. In these cases, the trust is based more in the legal system than in the 
actual relationship between parties. You often see this type of trust between parties engaged in 
a legal transaction, bound by a contract. Therefore, the trust is more in the legal system than the 
actual parties involved. 

3.   Knowledge-Based Trust

Knowledge-based trust is found when people are familiar with each other and interact 
frequently. Parties often have similar or mutual interests, and the relationship is developed 
over a period of time. This trust is based on a knowledge of the other party’s actions as well as 
their perceived character. Online auction companies such as eBay have built knowledge-based 
trust with customers by allowing for rating systems where buyers and sellers rate each other’s 
performance. Over time, knowledge-based trust is built as parties begin to get a good sense of 
the other party’s character, which develops a stronger trust than calculative trust.  

4.   Respect-Based Trust

Respect-based trust goes beyond knowledge-based trust because participating parties have a 
mutual respect for one another and often have similar values. Oftentimes, parties in a respect-
based trust relationship know each other well and are often friends. These relationships are 
formed over long periods of time through cautious interactions and tests of consistency 
throughout the relationship. 

The Four Categories of Trust



Ideally, you would like to develop a respect-based trust with all of your 
clients. But this trust takes time to develop and will evolve from a carefully 
constructed knowledge-based trust. It should be your goal to avoid 
building goal-based or calculated-trust relationships which are often 
presumed in online relationships.  The following steps are very important 
to building online trust. 

1.   You should honestly disclose your intentions. 

In order to develop trust in relationships, you must get to know the interests, values, 
preferences and character of the person in whom you may wish to trust. Because of this, you 
should honestly disclose your intentions to your clients. This should come in the form of a 
brand statement. I will touch more on the brand statement later in this section. 

2.   You should allow for a third-party reference. 

Many industries and professions are given a third-party reference through accreditation. 
Medical doctors are accredited through the Liaison Committee on Medical Education 
(Wikipedia), lawyers are accredited through the American Bar Association and many 
businesses receive accreditation through an association with their city’s Better Business 
Bureau. As a writer, you can achieve an informal accreditation through the use of a credible 
third-party recommendation. Writers without name recognition should seek out third-party 
recommendations to help build their brand’s trust. LinkedIn, a social networking site for 
business people uses this recommendation strategy as a standard for all members. (More on 
LinkedIn in Section 2.) 

3.   You should err on the side of transparency. 

Potential customers want to know more about you than your name, brand statement and 
work samples. They want to know how much things will cost, how much of the work in 
our samples you actually completed yourself, and how you handled different projects and 
problems. One strategy that provides this transparency includes allowing for customer 
feedback or ratings. Providing an environment of transparency allows you to manage your 
clients’ expectations. If their expectations are based on realistic and truthful information, the 
clients are likely to be happy with the services you provide. (Koehn 4-9). 

It is important to understand these three essential conditions of building trust because 
you will see them over and over again in this guide. Although these concepts are purely 
theoretical now, I will show you how this theory can be practically applied using real-life 
technologies that you will use to bring your brands to life online. 

Before you start, there are a few housekeeping items you need to address. This includes your 
online safety and your level of professionalism. 

Three Conditions of Building Trust
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Chapter 2: 
Laying a Safe and Professional Foundation

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand how to safely set up an online identity

• Understand and edit the information about you that is 
already online

• Understand how to professionally prepare for a freelance 
business online



Laying a Safe and Professional Foundation

Before you go online it is important to take a few steps to ensure your online safety. It is also 
important to make sure that all of the information about you online remains consistent 

with the identity you would like potential clients to see. And lastly, you must use the correct 
“voice” when speaking to your audience. Here are a few hard-and-fast rules to follow:

• Make it secure

• Audit yourself

• Be professional and be prepared

It is very important to understand and carry out the necessary steps associated with these 
three rules. Unless you adhere to these rules, it will not be safe or smart to move forward 
online.  

As you create your personal online brand, you should set up a number of accounts 
with various social networking sites, possibly creating a blog and connecting 
with other individuals online. Although you want to invite people to contact 
you for possible employment, you need to take the proper security measures to 
ensure your safety. The following are the bare-bones safety tips from a number of 
different sources including the Federal Trade Commission, connectsafely.org and    
getnetwise.com. (For further information about online safety, visit these sites.) 

• Keep your full name, Social Security number, address, phone 
number, bank and credit card information to yourself. 

• Consider setting up a dedicated email account for potential 
employment contact, and keep your personal email address 
private. 

• Consider posting only information that you wouldn’t mind 
anyone seeing including your employer, future employers, 
friends and family. 

• Create a strong and secure password. 

• Make the password at least eight characters long and include 
numbers, letters, capital letters and symbols. 

• Consider using more than one password. Write these passwords 
in a secure place where no one else will find them. 

Make it Secure
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KeY TeRMS:

Phishing attacks— In 

the field of computer 

security phishing is the 

criminally fraudulent 

process of attempting 

to acquire sensitive 

information such as 

usernames, passwords 

and credit card details 

by masquerading as 

a trustworthy entity 

in an electronic 

communication 

(Wikipedia). 

• Don’t fall for phishing attacks. You 
might be asked to click on a link 
that asks you to login and change 
your password. When in doubt, 
login manually by entering sites’ 
URLs directly into your browser.  

• Learn about all of the privacy 
settings on each of the sites you 
frequent. Make sure you understand 
and set up privacy settings for every 
site. 

(I will discuss privacy in more detail 
as it pertains to specific technologies 
discussed in the following chapters.)

Before you begin to promote yourself online to potential 
clients, it is important to take a personal audit of your current 
online identity. If you have not already become engaged in the 
online space, this step will be easier than for those of us who 
have already engaged in a number of online social networking 
applications. 

The importance of this step cannot be overstated. The online 
audit is something that potential clients will be doing when 
considering you for employment. There are even companies 
popping up that offer this service to human resource 
professionals for a fee. 

For example, www.beyondthebackground.com sent emails 
to the Board Members of the Arkansas Society for Human 
Resource Management. The email explained that this company 
is “a rapidly growing research firm that concentrates on 
discovering and compiling publicly available information about 
potential and current employees.” Beyond the Background 
researches six search engines, numerous social media outlets, 
and a number of public forum sites and then provide their 
findings in an easy-to-understand report. 

Audit Yourself

Make it Secure, Continued



Set up a Google alert for your name or business name. 

Be proactive and know what people are saying about you online. You can do this easily 
by setting up a Google alert for your name and your business name. A Google alert is an 
automatic email message sent to you by Google based on your choice of query or topic 
(Burnham). Each time your name or business name is used on the Internet, Google sends 
you an email alert. To set this up:

• Go to www.google.com/alerts

• Enter in your name in the “Search Terms” box. Enter your name and have 
Google send you an email alert every time someone uses your name on the 
Internet. You can also set up a Google Alert that will go to your RSS Reader. 
We will talk about RSS feeds in Section 2 and I would recommend using 
an RSS Reader over an email for Google Alerts. (For more on RSS feeds and 
Readers, go directly to Chapter 11.)
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When potential clients search for you or your business online, they 
can search in one of two ways. First Internet users can enter an exact 
URL into the search bar of their web browser if they know the exact 
address of your website. The search that is more common, however, is 
the search using a search engine. 

Common search engines include: Google, Bing and Yahoo. There are 
many more search engines, but the important thing to remember 
is that you want to show up on these search engines when people 
look for you online. More importantly, you want the information that 
potential clients find about you to be positive. Here are a few tools 
you can explore that will help you manage the information about you 
online:

• Search Google, Bing and Yahoo for yourself. Go to these sites and 
search for yourself and your business. See what is on the Internet 
about you and take note. I will discuss how to delete the negative/
unwanted material in just a moment. 

• Social Mention- This site alerts you to what is being said about you 
on social networks. I will cover exactly what these are in Section 
2, but this site will allow you to know what is out there about 
you. This site will rate the content based on the sentiment of the 
author, and help you determine if the content is positive, negative 
or neutral.

• Yasni- This is a people search engine that provides an overview 
of someone’s associated networks including contacts, pictures 
and other publicly available information. This site will help you to 
remove unwanted information (Burnham). 

KeY TeRMS:

Search engine— A 

web search engine is 

designed to search 

for information on the 

Internet. The search 

results are usually 

presented in a list 

of results and are 

commonly called hits. 

The information may 

consist of web pages, 

images, information 

and other types of files 

(Wikipedia). 

understand Search engines; Clean up Your Online Identity 



• I found that I had used three different headshots of myself that were 
not professional profile pictures and were not high quality. To replace 
these, I had a photographer take a professional picture of me and I 
uploaded this photo for all of my online profiles. 

• I found a YouTube video of myself promoting an Arkansas Department 
of Higher Education program. Although this was not a negative 
message, I decided that it didn’t contribute to my identity as a writer, so 
I had it removed. 

What I Found that I Wanted to Change
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Inevitably, you will find things on the Internet about yourself 
that you would like to remove. It is important to understand 
that when you make changes on the Internet, these changes 
are not immediately updated on search engines. For instance, 
many search engines cache pages, or maintain a cache of 
files for faster retrieval of web pages. It can be days or weeks 
before the search engine registers the changes you have made 
(Moran and Hunt 47). 

However, there are some ways to direct the search engines to 
revisit your web pages or remove content from their search 
results. Here are a few tips for content removal to keep in 
mind:

1. Only the Webmaster can remove content from a 
website. You will need to contact the Webmaster 
of the site to remove any unwanted content about 
you, or to remove the content from a search engine’s 
index. 

2. You can wait for the search engine’s “crawler” to 
re-crawl the site and update the information, which 
may take a few days to a month depending on how 
often the engine’s crawler revisits that particular site. 

3. Some search engines, like Google, allow you to 
submit a request that the content be removed. 

4. To prevent all search engines from showing a 
“cached” link for your site, place this HTML tag in the 
<HEAD> section of your page:  

       <meta name= “robots” content= “noarchive”>

5. You may need to contact someone with Search 
Engine Optimization (SEO) expertise to help you 
remove unwanted content from the Internet (Google 
Webmaster Central). 

KeY TeRMS:

Search engine 

Optimization 

(SeO)— the process of 

improving the volume 

or quality of traffic to 

a website from search 

engines via “natural” or 

un-paid (“organic” or 

“algorithmic”) search 

results (Wikipedia). 

Webmaster— Also 

called a website 

administrator or site 

author; webmaster 

is a term that is used 

to refer to the person 

responsible for 

maintaining a website’s 

content. 

how to Change Content About You on the Internet



You need to take control of your online identity. This means you need to set up a number of 
online accounts that allow you to control the content about you and your business before 
someone else does. This will include setting up a number of social networking accounts on 
Facebook, Twitter and LinkedIn, which we will cover in Section 2. For now, you should set up 
your own Google Profile. This will control what people see about you when they “Google” 
you. 

1. Go to www.google.com/profiles

2. Click the “Create My Profile” button

3. Google will prompt you to set up a Google account, which I recommend doing. This will 
give you access to a Gmail email account, which will come in handy in Section 2. 

4. Enter in the appropriate information about yourself into your Google Profile under your 
exact name. Remember the rules of safety we just covered earlier in this section. 

Take Control of Your Online Identity

Section 1- Brand Building
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Finding Your Voice:

Now that you have “cleaned” up your online identity, it is time to 
start creating and crafting your online identity even further. Writers 
understand the need to find a “voice.” And although in the past you 
may have assumed a more informal “voice” when communicating 
via email, Facebook or even on your own website, this is not 
appropriate when communicating with potential clients. Your voice 
should be professional. From this point forward, you should use 
only a professional voice in all of your online communication. 

• Use correct grammar and spelling in all communications.

• Do not use abbreviations or “web language” like LOL. (Laugh 
out loud.)

• Treat every communication as you would an interview.

Be Professional and Be Prepared

In January of 2010, I conducted an email interview with a Human Resources recruiter from a large 
technology-based company in Little Rock, Arkansas, that employs technical writers. I asked her to 
address a number of best practices and mistakes made by potential employees in the midst of a 
job search. Many of the mistakes she pointed out could be attributed to a lack of professionalism 
and preparation. For the purposes of making her observations and recommendations relevant to 
a freelance writer, I will provide her feedback as it relates to building an online identity to secure 
freelance work. 

• Reflect on your personal situation and be able to explain the types of work you want to 
secure, your long-term career goals, your strengths and weaknesses and your personal brand. 

• Update all of your tools and resources. This includes updating your resumé, portfolio, and 
online profiles (Facebook, LinkedIn, Twitter etc.). Also, keep your references and business 
contacts updated and informed of your progress.  

• Be prepared to discuss your salary and the requirements of each job with your prospective 
client. Know how much you will charge. 

• Develop a personal and professional brand that represents you and follow it.   Always 
maintain a professional business style of communication.  Do not use slang or 
abbreviations. Remove any inappropriate photos, discussions, jokes or images from your 
online profile(s).

• When providing samples or information about your work, provide outcome-oriented and 
measureable information. 

notes From an hR Professional

KeY TeRMS:

Voice—the controlling 

presence or “authorial 

voice” behind 

characters, narrators or 

personas of literature. 

It is also described as 

the implied author. The 

particular qualities of 

the author’s voice are 

manifested by her or his 

method of expression 

(an ironic narrator, a 

lyric persona), specific 

language, and so forth 

(University of Victoria).



Chapter 3: 
Building Your Brand

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the definition of branding 

• Understand and create the “Brand Essentials” 
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Branding
“Your brand is what people say about you when you 

leave the room.” 
-Jeff Bezos

Founder of www.Amazon.com

I assume that many of you reading this book do not have a business degree.  
I also assume that the majority of you do not know the basics for branding 

and marketing—which is essentially what you will be doing in order to 
find freelance work online. This chapter will serve as your “crash course” in 
branding and marketing. Please see the Works Cited page for additional 
resources.   

The American Marketing Association defines a brand (noun) as “a name, 
term, design, symbol, or any other feature that identifies one seller’s good or 
service as distinct from those of other sellers.” Entrepreneur Magazine goes on 
to say that brand (verb) is the “marketing practice of creating a name, symbol 
or design that identifies and differentiates a product from other products.”

When you create your own freelance business, you will be branding your 
“goods and services,” your “products”—your writing skills. You will be creating 
a name, symbol or design that identifies you as a freelance writer and a 
name, symbol or design that differentiates you from other freelance writers. 
But your brand is not just a name. Your brand has qualities. Your brand is 
derived from who you are, who you want to be and what people perceive 
you to be. It should be made up of qualities that differentiate you from your 
competitors (Entrepreneur). 

• Brand name

• Brand statement—who you are

• Mission statement—what you do

• Visual representation of your brand

Branding

Work on Building your Brand essentials

KeY TeRM:

Brand—a name, 

term, design, 

symbol, or any 

other feature that 

identifies one seller’s 

good or service as 

distinct from those 

of other sellers 

(American Marketing 

Association). 



Choose a name for your brand. The name needs to have relevance to 
what you do. Do not pick a bizarre name that you like the sound of 
that has nothing to do with your business. This would be considered 
poor branding. 

There is one exception to this rule. If you already have postive brand 
equity built up in an unusual name, or you have a successful blog 
with an unusual name, consider using that name for your freelance 
writing brand. For example, I started a blog in 2008 called The Tiger 
Lilies. I wanted a place to write for fun and a way to showcase my 
creative writing skills. I chose the name, The Tiger Lilies, because it 
was a contradiction in terms and I wanted to write about the funny 
contradictions found in life.  For instance, my inaugural blog entry was 
about John Mayer.  I showcased the fact that Mayer is adored by the 
ladies, yet he treats women with disrespect. 

Section 1- Brand Building

Brand name
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KeY TeRMS:

Brand equity— The 

value of a brand. From a 

consumer perspective, 

brand equity is based 

on consumer attitudes 

about positive brand 

attributes and favorable 

consequences of 

brand use. (American 

Marketing Association). 



Brand Statement

I quickly developed a loyal following of over 200 people. Because I had such positive brand 
equity in this name, I decided to use The Tiger Lilies for my new freelance writing business. But 
using this name meant that I would have to relaunch my brand. I kept the aspects of the blog 
that my followers enjoyed (the content), but I added aspects of my technical writing abilities 
to market these skills as well as my creative writing skills. Similarly, I would need to relaunch 
my brand because the visual elements I used to represent The Tiger Lilies would change. I will 
explain more about the visual elements of your brand later in this section. 

If you have not already built positive brand equity in a creative name for your freelance writing 
business, you should brand your business with your actual name. For instance, I have a friend 
that is a freelance designer. She calls her business, “Carrie Hurley Creative.”  Wheter you chose a 
creative name for your business or you chose to use your name, from here on out, when we talk 
about “Brand You,” we will be talking about you and your business. 

Now that you have determined the name of your brand, you need to create a brand statement. 
The first condition set forth in building trust with your clients is to honestly disclose your 
intentions. The best way to do this is to build a brand statement. A brand statement is 
something like the age-old elevator pitch, but delivered, in our case, online. Aileen Pincus, a 
writer for Business Week, explains that an elevator pitch is the “quick, succinct summation of 
what your company makes or does.” A good elevator pitch should be delivered in 30 seconds or 
less, or the equivalent of a short elevator ride. 

Because your interactions with potential clients will be online, you need to deliver your elevator 
pitch or brand statement via text on your website or blog. You may need to create your brand 
statement from scratch, or you may need to edit a pre-exsisting brand statement if you are 
relaunching your brand like I did with the Tiger Lilies.  
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I am a creative and technical freelance writer. People say I’m 
funny. 

I want people to say that I am a good writer with marketing 
skills. 

Technology savvy, master’s degree in technical writing, 
editing, creative writing, sales experience, marketing 
experience. I have experience with HTML, CSS and document 
design. I have done feature writing, news writing, indexing 
and business writing. 

Unique blend of experience. There are few people that have 
both a technical expertise and a creative expertise. I also 
have a master’s degree in technical writing, sales experience 
and marketing experience. Also, I am young and fun. 

I would like to display a professional brand that is also 
creative and fun. I want my clients to like me, to like what I 
do for them professionally and for them to be interested in 
my writing. 

I am good at editing, organizing and working with 
technology. I am a quick learner and good at research. I am 
a people person but can also work well on my own. I am not 
good at science or math. I do not like working with things 
that are numerical or highly detail-oriented. 

Questions: Answers:

Don’t forget to ask for input from others. 

Section 1- Brand Building
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What am I known for? What 
do people say about me?  

What do I want people to 
say about me? 

What are your skills? (List 
them out.) 

What makes you stand 
apart? 

How do I look, act and 
dress? Does this reflect the 
brand I’d like to portray? 
What type of brand would 
you like to display?

What are you good at?/ 
What are you not good at?
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Creating a brand statement is easy if you break it down into parts. Start by asking 
yourself a few questions.  

Use the questions and answers you have generated from above and write a short 200 
to 500- word story about yourself. This should be something that is written with the 
potential client in mind as the audience.  Make sure to include: your name, what you 
do, and why a potential client should care about you. 

Hello, I’m Leanne Deason and I recently completed graduate school with a 
Master’s degree in technical writing. Years ago, I graduated from the University 
of Oklahoma and went to work at an advertising agency working as an account 
executive. After two years of learning how to market other people’s products, I 
went into sales with Pfizer Pharmaceuticals selling my own products. I later went 
to work in business-to-business sales and after almost a decade in the working 
world, decided it was time to go back to school to do what I love—write. As a 
technical writer, I specialize in writing with new technology, using document 
design, and providing clients with sales and marketing writing. Now that I have 
completed my master’s degree, my goal is to find freelance writing work both 
with marketing and sales clients as well as other clients who need creative non-
fiction writing. This is a unique combination of skills that are rarely found in one 
writer. 

I am a hard worker who maintained a 4.0 in my master’s degree and have many 
marketing and sales accolades to show on my resumé. My work ethic and 
competitive nature have shown up in my personal life as well. I am a runner 
who has completed two half marathons and one full marathon and I enjoy all 
different types of exercise. I am also an avid reader and love going to the movies.  
These books and movies help to feed my blog, thetigerlilies.com where I write 
about anything and everything going on in my life. 

Now condense your story into a pitch. Your pitch should be no more than 210 
characters. (This character limit is set up to adhere to the limits in the “About Me” 
sections of new technologies, which I will cover in Section 2.) The pitch should:

• include your name or the name of your business

• state what you do, and your expertise

• address which markets you serve

• include anything interesting that will make you memorable 

I’m Leanne Deason, a freelance, technical and creative writer. I have an expertise in 
sales and marketing and writing with new technologies. I have a dog named Greta and 
I love Diet Dr. Pepper and Elvis. 

Write Your Own Personal Branding Story

Write a Pitch



You now have your brand name, The Tiger Lilies, and your brand statement: I’m Leanne Deason, 
a freelance, technical and creative writer. I have an expertise in sales and marketing and writing 
with new technologies. I have a dog named Greta and I love Diet Dr. Pepper and Elvis. 

Now you need to define your brand’s mission statement.  To paraphrase the American 
Marketing Association’s definition, a mission statement is an expression of a company’s history, 
goals and distinctive competencies to serve selected publics. It is used to guide the company’s 
decision-making and strategic planning. You may or may not actually share your mission 
statement with potential clients on your website or blog, but you need this to understand who 
you are as a freelance writer and what your goals are for your company. 

Broken down, here are the parts of the mission statement:

The Tiger Lilies was originally developed in January of 2008 as a blog that looked at 
cultural contradictions. By 2010, I  began my own freelance writing business. Because 
The Tiger Lilies blog already had a large following of loyal readers, I decided to 
capitalize the blog’s brand equity and use its name for my freelance writing business. 

The Tiger Lilies is a freelance writing business that serves clients looking for 
affordable, creative and technical writing services. I have a marketing and sales 
background will write creative and technical pieces in these genres. 

Because advertising agencies and marketing companies are expensive, many 
businesses prefer to work with individual freelance writers to work on their marketing 
and sales campaigns. I would like to offer agency-quality writing on a small-business 
budget. 

Put it all Together for a Short, Succinct Mission Statement:

The Tiger Lilies, a freelance writing business founded in 2008, offers both technical and creative 
writing services. The Tiger Lilies offers quality writing to clients on a small-business budget. 

Now  your brand essentials include your brand name, your brand statement, and your mission 
statement. Now it’s time to build a visual representation of your brand. 

Write Your Mission Statement

Company’s history

Goals and Competencies

Selected Publics/Targets
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Your brand needs more than a name, a brand statement and a mission statement. It needs a 
visual representation that your current and potential clients will recognize immediately. This 
visual representation may take many different forms, but should remain consistent no matter 
where your clients see your brand’s visual representation. For The Tiger Lilies, I developed the 
following:

• Logo

• Business card

• Website heading image

• Twitter background

When creating a visual representation for your brand, make sure that it communicates your 
brand statement visually, and that it remains consistent across all the channels you chose to use 
when marketing your brand. (We will discuss selecting marketing channels in the next chapter.)

You may develop your own visual representation or you may decide to hire a graphic designer. 
(This may cost you significantly, so be sure to budget for this expense if you choose to hire 
someone.) If you choose to work with a graphic designer, plan on spending some time thoroughly 
discussing your brand, your brand statement, your mission statement and the products and 
services you provide. 

The following images include the different visual aspects of my brand that the graphic designer 
produced. 

For the logo, the graphic designer decided to communicate my contradiction as a writer 
using two different fonts. I am a technical writer (Tiger) and I am a creative writer (Lily.) He also 
thought it would be a good idea to have an icon that served as a reminder that The Tiger Lilies 
is about writing. So, he turned the tiger lily flower into a pen. This is the logo that I use on all of 
my branded materials. 

LOGO

Visual Representation of Your Brand



For the website heading, the designer included the logo, but also incorporated a fun image that let the 
readers take a look into my mind. Some of the themes I write about (which showcase both my creative 
and technical writing capabilities) include pop culture, genre writing and my faith. To represent pop 
culture— he included a model’s face; to represent my faith— he included an angel; and to represent 
the technical side of my brain—he included a ruler and put a pencil behind my ear. 

We also added the tag-line ”It’s Technically Creative Writing” to futher explain the contradiction in 
writing abilities. 

For the business card, he incorporated the logo and some 
of the aspects of the website heading. 
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WEBSITE HEADING

BUSINESS CARD, FRONT AND BACK



TWITTER BACKGROUND

For the Twitter background, the graphic designer decided to incorporate, the head and the 
logo as well as some of the other objects that might have “oozed” from my brain. 

You can do the same with your brand. I alotted $500 for miscellanous expenses and used a 
big chunk of this money to pay the graphic designer. Although you may not want to use all 
of your money on a graphic designer, I suggest collaborating with a professional if you are 
not a designer. 

The key with all of these design elements is to remain consistant. Make sure that your brand 
is visually communicated in a similar way every where a potential client sees your brand. 

Now that you have successfully branded yourself, it is time to market your brand. 
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Chapter 4:
Marketing Your Brand

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the definition of marketing

• Understand and be able to write your own marketing plan



Marketing
Once you have created your brand (i.e. The Tiger Lilies)  

and your brand essentials, you will need to market that 
brand. Marketing includes a set of processes communicating, 
and delivering your brand to your clients.  Marketing should 
increase your brand’s value with your potential clients. In fact, 
the goal of marketing is to build positive brand equity. Brand 
equity often comes in the form of perceived quality, trust or 
emotional attachment. You should market your brand in such 
a way that potential clients will see your quality, trust you and 
have an emotional attachment to your brand. Ultimately, you 
want your potential clients to choose your brand of writing 
services over those of other freelance writers (The American 
Marketing Association). 

In order to begin marketing your brand, you 
need a marketing plan. 

Your Marketing Plan should have five parts:

• Strengths, Weaknesses, Opportunities and Threats 
(SWOT) Analysis

• Business Objective

• Marketing Strategy 

• Marketing Tactics

• Projected Income

For the purposes of this work, I have already written a short 
marketing plan that you can follow. (You may decide to add 
or remove some of the strategies and tactics that will fit your 
brand best.) Here is a (very) “bare bones” marketing plan. 

KeY TeRMS:

Marketing— Marketing 

is an organizational 

function and a set of 

processes for creating, 

communicating, and 

delivering value to 

customers and for 

managing customer 

relationships in ways 

that benefit the 

organization and its 

stakeholders (American 

Marketing Association).

Marketing Plan— A 

document composed 

of an analysis of the 

current marketing 

situation, an 

opportunities and 

threats analysis, 

marketing objectives, 

marketing strategy, 

marketing tactics, and 

projected or pro-forma 

income (and other 

financial) statements. 

Section 1- Brand Building
P

ag
e 31



M
ar

ke
ti

n
g

 Y
o

u
r 

B
ra

n
d

Section 1- Brand Building

The SWOT analysis is credited to Albert Humphry, a business and 
management consultant in the 1960s and 1970s who introduced this idea 
at a conference at Stanford University (Wikipedia). This analysis involves 
stating an objective for your business and then identifying the internal 
and external factors that are favorable and unfavorable in achieving that 
objective.  SWOT is an acronym that stands for Strengths, Weaknesses, 
Opportunities and Threats. To conduct a SWOT analysis of your new 
freelance writing business, start by writing an objective. You have already 
done this. Plug in your mission statement from the last chapter. 

Objective:

The Tiger Lilies, a freelance writing business founded in 2008, offers both 
technical and creative writing services. The Tiger Lilies offers quality writing 
to clients on a small-business budget. 

The next steps in the SWOT analysis include defining:

•  Strengths--attributes of the person or company that are helpful in 
achieving the stated objective

• Weaknesses-- attributes of the person or company that are harmful 
to achieving the stated objective

• Opportunities-- external conditions that are helpful to achieving 
the stated objective

• Threats-- external conditions that are harmful to meeting the stated 
objective

Take your time and do a little of your own market research for this part of 
the marketing plan.  This might include knowing who your audience is, 
how much you should charge and what type of writers are needed in your 
market.

SWOT Analysis

KeY TeRMS:

Market research—The 

systematic gathering, 

recording, and analyzing 

of data with respect 

to a particular market, 

where market refers to a 

specific customer group 

in a specific geographic 

area.



Strengths: 

• I have a master’s degree in professional and technical writing

• I have the computer skills needed to launch my brand online

• I have many sales and marketing business connections that will help me launch my 
business

• I am a good writer

• I work hard

Weaknesses:

• I do not have much “real world” experience

• I do not have very many samples for my portfolio

• I need to learn more about some of the computer social networks like LinkedIn

Opportunities:

• According to the U.S. Department of Labor Statistics, there are writing jobs available for 
writers on the Internet (This is an example of doing market research)

Threats: 

• According to the U.S. Department of Labor Statistics, there are many writers who are 
being laid off from traditional publishing companies. This means there will be great 
competition for the jobs available on the Internet

Using my example, do your own SWOT analysis. This will help you to start thinking strategically 
about starting your own business. It might help you further define your skills, understand where 
in the marketplace you would fit best and give you a broad idea of how you would like market 
yourself. 

Marketing Strategies
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The next step in building your marketing plan is to develop marketing strategies. These 
are broad statements that describe how a brand will achieve its objectives. This will 
include defining your target market, your marketing mix and your positioning. The target 
market includes the people or the potential clients that you will target; the marketing 
mix includes the price, the product that you will market and the marketing channels 
that you will use to promote your product; and lastly, the positioning will include a 
statement about the services that you will provide, what makes your services unique in 
the marketplace and what advantages your business brings to the marketplace. 

Marketing Strategies:

• Target Market: The Tiger Lilies will target friends and business associates online who 
could be potential clients of the freelance writing business or who will be brand 
advocates of the freelance writing business. 

• Marketing Mix: 

• Price: The Tiger Lilies will market itself as an affordable, professional writing 
service.

• Product: The Tiger Lilies will market freelance technical and creative writing.

• Promotion: The Tiger Lilies will promote itself online.

• Positioning:The Tiger Lilies will be marketed as a unique freelance writing 
business that can provide both technical and creative writing skills at an 
affordable price.  

Marketing strategies are broad statements that will be true of your business for a long 
period of time. You will always strive to meet these marketing strategies. In conjunction 
with these strategies, you need to create some marketing tactics. These are short-term 
actions undertaken to achieve the implementation of your broader marketing strategies. 



Marketing Tactics and Projected Income

Marketing tactics are the “on-ground” actions you will take to meet your overall objective. 
I have included a number of tactics for my online marketing below. I suggest using these 
tactics for your own marketing plan as well. Use a personal website or blog as a portfolio 
where you will interact with potential clients. 

Marketing Tactics:

• Use Facebook, Twitter, and LinkedIn to draw potential customers to the website. 

• Use RSS feeds to stay up-to-date with current market intelligence. 

• Use Search Engine Optimization to tweak strategies and measure performance. 

The last part of your marketing plan is very important because it deals with money. You need 
to decide how much money you would like to invest in the launch of your business. The best 
businesses ideas, in my opinion, have low start-up costs. So, in the interest of keeping our 
start-up budget low, I have decided to employ tactics that are very inexpensive, if not free. 

Projected Income:

• Although I hope to use mostly free marketing tactics, I have allotted $500 for 
miscellaneous costs to start my business.  

 

You are now ready to go online and carry out your marketing plan. You have cleaned up your 
online identity, secured your online safety and created your brand. Now you just need to 
execute the marketing of your brand. 
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Chapter 5:
using Social Media 

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the definition of social media

• Understand the three marketing rules to use with social 
media tools



using Social Media 
Once you have created your brand, it is time to share 

your brand with potential clients, business contacts 
and even friends. The more people who know about you 
and your brand, the better. 

Mark Hopkins, a writer for Mashable.com (a website started 
in June 2005 that is dedicated to Web 2.0 and social media 
news) explains that social media is something very different 
than the traditional definition we associate with the word 
“media.” Traditional media or “old media,” like newspapers, 
broadcast television, magazines and radio, were platforms 
that allowed for the push of information only. People were 
able to create information and push it out to their audience. 
The end. But now, there is the “new media” that can do 
much more than just push information out to an audience. 

“New media” or “social media” involves platforms that allow 
for interaction—an exchange of information. The idea is 
that these forms of “new media” allow for social interaction 
between business and customer. Because of this social 
component, the term “social media” has stuck. Social media 
tools allow for two-way communication, networking and 
relationship building. As successful marketers of your own 
personal brand, you should use social media to create 
relationships, start conversations and expect interaction. 
After all, this interaction allows you to build trust with your 
potential clients, helping you to create an atmosphere 
of transparency (the third fundamental component to 
building trust), while also keeping your audience interested 
in who you are, and what you have to say. 

KeY TeRMS:

Social Media— a form 

of “new media” that uses 

the Internet and web-

based technologies to 

disseminate information 

through social 

interaction; created 

using highly accessible 

and scalable publishing 

techniques. 

P
ag

e 37



You are creating living, breathing, changing billboards about yourself. Any of the tools that 
you might use to interact online are considered social media. This section will outline a 
number of the different social media tools available. It will be your prerogative to choose 
those tools that are most pertinent to your own personal job-search. Yet there are three 
key rules to making these tools work.

1. Stay Consistent

If you are John Smith, freelance writer with an expertise in indexing who likes sky-diving, 
you should be that same John Smith everywhere your potential client looks.

2. Integrate all of Your Tools

All of your online tools should include a brand image or a similar design template. At 
the least, incorporate a consistent visual element like a logo that potential clients will 
recognize and associate with your brand. You should also lead the potential client to your 
other tools. You can do this by linking your website to your Facebook page, your Facebook 
page to your blog, your blog to your Twitter account, etc. 

3. Keep Your Content Fresh

You should constantly update your information and provide fresh content for your 
potential clients. A blog is a great way to provide new content that will remain fresh 
and interesting. Also, keeping your portfolio updated with your latest work is a must 
(Rutherford and Reeves). 

While you may survey the landscape of social media tools and pick and choose those 
tools that are best suited for you, there is one tool that you must have—your own 
website portfolio. 

Three Rules of using Social Media Tools
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Section 2- Online Tools for Marketing Your Brand



Chapter 6:
establishing Your Personal 

Website

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the definition of a website and a blog and 
understand the difference between the two terms

• Understand what a writer’s portfolio is and why you need one

• Decide if you want a standard website or a blog/portfolio 
combination

• Set up your website

• Design your website

• Understand the content needed for your website



Section 2- Online Tools for Marketing Your Brand
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Every writer should have his/her own website. This website 
should be the face of “Brand You” and also house your carefully 
selected writing samples. For some, the best choice for this 
website will be to establish a blog while others may choose 
to develop a standard website. The difference between a 
blog and a website is that blogs are updated frequently with 
content that is displayed in reverse chronological order. 
Websites are usually static, do not keep an archive of content 
and are not usually updated on a regular basis (Taylor). 

The key to your website or blog is that it should serve as a 
portfolio of your writing samples, as well as a place for contact 
information. Because you will be seeking online work, it is 
paramount that this portfolio be online. 

The Professional and Technical Writing program at the 
University of Arkansas at Little Rock defines a writer’s 
portfolio as “a purposeful collection of writing assembled to 
demonstrate specified writing capabilities to a professional 
audience.”  This portfolio is used as a supplement to the writer’s 
resume and is important for two reasons:

1. Technology and industry have increased their demand for 
individuals with marketable specialized abilities. A resume 
cannot fully demonstrate a writer’s specialized abilities.

2. Other professional writers in the job market are already 
using portfolios to showcase their skills. While a degree and 
resume might help a writer get an interview, a portfolio can 
demonstrate that the writer is a qualified and competitive 
professional.

KeY TeRMS:

Blog— (a contraction 

of the term “web log”) a 

type of website, usually 

maintained by an 

individual with regular 

entries of commentary, 

descriptions of events, 

or other material such 

as graphics or video. 

Entries are commonly 

displayed in reverse-

chronological order. 

“Blog” can also be used 

as a verb, meaning 

to maintain or add 

content to a blog.

Portfolio— an 

organized presentation 

of an individual’s 

education, work 

samples, and skills. 

Your Own Personal Website

What is a Writer’s Portfolio and Why Do Writers need One?

now what? 

You need a website portfolio. In the next 
few sections, we will discuss how to set up 
this website portfolio.



There are a number of steps that are important when setting up a website portfolio. First, 
you need to decide if you would like to have standard website portfolio or a blog/portfolio 
combination. A standard website would contain all of the portfolio content, but is only 
updated occasionally as new work samples become available. Or, you may choose to have a 
blog/portfolio combination where you decide to combine a blog with your website portfolio. 
This would involve taking a few extra steps to set up a blog, which will include content that is 
updated frequently and displayed in reverse chronological order. 

Example of a website portfolio: www.rldeason.com:

Example of a website portfolio and blog: www.thetigerlilies.com

how to set up and manage a website portfolio
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After you have decided the format that your portfolio will take, 
follow these steps to set up your website:  

1. Claim a Domain name. 

A domain name is your website’s address. It is important for you to 
pick an easy-to-remember name, preferably your brand name, and 
make sure that your website ends in “.com” or “.net” if at all possible. 
VeriSign, an Internet infrastructure management company, reviews 
the state of the domain name registry through a variety of statistical 
and analytical research each year. According to VeriSign, .com and 
.net are the most popular of the top-level domains used when 
creating a domain name in the United States. If your exact name 
is not available, try a very easy-to-access alternative or bid on your 
actual name. The owner of that domain name may be willing to sell it 
to you. 

PC World writer, David Strom, suggests looking at GoDaddy.com, 
NetworkSolutions.com or Register.com for your domain name. You 
have to purchase this (a domain name costs about $10-$15) and it 
will be renewable annually. 

Below is a screen-capture of my account dashboard at GoDaddy.
com. I have purchased leannedeason.com and rldeason.com for my 
website portfolio and thetigerliliesblog.com and thetigerlilies.com 
for my blog domains. 

KeY TeRMS:

Domain name— an 

identification label 

that defines a realm 

of administrative 

autonomy, authority, or 

control in the Internet. 

In plain English, a 

domain name is the 

address of your website 

(Wikipedia). 



2. Chose a Web hosting Service.

In order for your website to show up on the Internet, you not only need a 
domain name, but you need a “host” that will house all of your information 
on a server. Web hosting services offer a wide-variety of services, but at 
their most basic level, web hosts provide server space for users to upload 
their own files that work together to create a website. GoDaddy not only 
allows you to purchase domain names, but it will also serve as a web host. 

Some of the web hosting services listed below offer web-hosting only, 
while some also offer design template software. I recommend choosing 
a web hosting service that also provides design templates for website 
creation, allowing you to create a website without the help of an HTML 
writer, Flash developer or graphic designer. However, if you are a technical 
writer with Web design/development skills that you wish to market, you 
should build your own website and make it clear that you’ve done so. 

I also recommend selecting a web host that offers both services and one 
that also offers help from customer service professionals. Customer service 
professionals can walk you through the steps you will need to take to 
create your site. Some of these sites will allow you to host your content for 
free while others will charge you an annual fee. 

These web host services will inevitably change as time goes by, so the best 
advice is to do your own research. Here is a list of web hosting services and 
design services specifically marketed to writers, designers and artists to 
get you started:

KeY TeRMS:

Web hosting Service—  

a type of Internet service 

that allows individuals 

and organizations to 

make their websites 

accessible via the World 

Wide Web. Web hosts are 

companies that provide 

space on a server they 

own or lease for use by 

their clients (Wikipedia).

• Immotion

• JustHost

• WebHostingPad

• iPage

• FatCow

• GreenGeeks

• Bluehost

• Hostmonster

• GoDaddy 

• Yahoo

• WordPress.com

• Blogger.com

• www.intuit.com

• www.krop.com 

• www.carbonmade.com

• http://writersresidence.com

P
ag

e 43



Yo
u

r 
Pe

rs
o

n
al

 W
eb

si
te

Section 2- Online Tools for Marketing Your Brand

3. Design Your Website.

Keep in mind that your website should be unique. Nothing is more pedestrian than a “cookie-
cutter” website. If your website is so similar to other websites that it appears to be formulaic or 
copied from other sites, it looks unprofessional and careless. For instance, Google offers website 
creation software for free at Googlesites.com. I created one of these as a mandatory assignment in 
my master’s program. I chose Google Sites because it is extremely easy to use; however, it could be 
considered a “cookie cutter” site. 

Here are a few different examples of websites built with Google Sites. Google Sites doesn’t allow 
much customization and therefore the sites are not very unique. 



Collaborate with a professional if you need to. I know enough HTML to play around with 
a site and understand what some of the tags mean. I can go into my own blog and tweak 
the settings, add a line break and even make a certain paragraph’s text bold. But, in my 
own opinion, I cannot create aesthetically pleasing websites. Again, here is the online 
portfolio I created during my master’s program at the University of Arkansas at Little Rock:             
www.rldeason.com

I am extremely proud of this website. I wrote all of the HTLM and CSS for the site and I 
created all of the graphics using Adobe Illustrator and Photoshop. However, I understand 
that this is not something that can compete with professionally designed websites.

Similarly, my original blog, The Tiger Lilies needed a more current look and one that better 
communicated my brand. I am not an expert in design and have decided that this isn’t one 
of my professional goals. Instead, I decided to find someone who is an expert at design and 
collaborated with him to build a well-designed site. 
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THE OLD TIGER LILIES LOGO



4. Focus on the Content. 

Although design will engage your potential clients, content is really the most important 
aspect of your website. After all, you are not marketing yourself as a designer, but a writer. 
The website should look professional and engaging; then the website should impress your 
potential clients with your writing abilities. The following are recommendations for content to 
include on your website. 

The FreelanceSwitch.com is a site that I follow for helpful tips and information from other 
freelance professionals. They provide great tips for creating an online portfolio that I have 
adopted and adapted below. They suggest including:

Brand Statement 

• You should always include your brand statement on every social media tool that you 
use, including your website. This fulfills the “honestly disclose your intentions” rule of 
building trust. 

• I suggest putting your brand statement in the “About Me” section of your website and 
including the brand statement on your Home page. 

Include the Following Content on Your Website:
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hire Me Section

• Your website should clearly communicate to a potential client that you are 
soliciting employment. Do not be shy. Consider setting up a “Hire Me” section. 
Your website should persuade a potential client to hire you; therefore, make sure 
you ask her to do so. 

• This fulfills the “honestly disclose your intentions” rule of building trust. 

• Consider making this section part of the navigation tool of your website. 
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 About Me page

• This section should tell your potential clients that you are a writer. It should tell them what 
you want to do for them. (I do copywriting for marketing brochures, company websites and 
business meetings.)

• Make sure the About Me page includes your brand statement. 

• This section should serve as a way to increase your transparency and trust with potential 
clients. 

• Share a few interesting details about yourself that you might share if you were meeting face-
to-face with a potential client. This might include hobbies, family, and so-on. 

• Include your picture

•  All of these steps fulfill the “create an environment of transparency” rule of building trust. 



My About Me page explains that I am a creative writer and a technical writer. It also 
explains why I have named my site The Tiger Lilies. Here is the copy from my About 
Me page to give you an idea of what to include:

One Part Tiger, One Part Lily.

I’m Leanne Deason, a freelance, technical and creative writer. I have 
almost a decade’s worth of experience in sales and marketing and 
I (will shortly, May 2010) have a professional and technical writing 
Master’s degree.

The “Tiger”

This part is my technical side. Technically speaking, a traditional 
technical writer is a professional writer who designs, writes, creates, 
maintains, and updates technical documentation—including online 
help, user guides, system manuals and other “technical” documents. 
Technical writers are great for proofreading, editing, and formatting.

But I’m more of a modern-technical writer. I can do everything 
that a traditional technical writer can do, but I specialize with RFP 
responses, writing for the web and social media.

Because technical writers are, by nature, regimented, I will be giving 
technical writing tips in my “Tiger’s Technical Tuesday” blog posts 
every other week.

The “Lily”

This part is my creative side. I have a background in sales and 
marketing and have experience doing a bit of creative copywriting. 
This includes ad copy for magazine and radio as well as creative 
non-fiction.

You can see my creative side in my “Lily’s Whatever Whenever” 
blog posts. Because my Lily side is creative, I am not on a schedule 
and post movie reviews, pop-culture commentary and whatever, 
whenever I want.
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Customer Testimonials

• Customer testimonials are very important. You should ask current and past customers 
to write you short recommendations which you can include on your website. Customer 
testimonials give your brand legitimacy and should be part of your website. 

• This fulfills the “include third party references” rule of building trust.
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 Contact Page

• Decide how you want potential customers to contact you (probably through an email 
address) and provide this here. 

• You may decide that a contact form is the way to go on your website to protect your 
email address. This way, you are not giving out your email address to just anyone. This 
is what I have chosen to do with my website and you can see a typical contact form 
appears from a screen capture above. 
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Portfolio/Work Samples Page 

• Your work samples should be carefully selected and targeted to address your potential 
clients’ needs. If you want to obtain work as an indexer, you should include samples of 
your indexing work. If you want to obtain work as a copywriter, include samples of your 
copywriting.

• Your work samples should be professional and free of errors. 
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• Your work samples should showcase your different abilities. 

• Your work samples should not overwhelm your audience. For each skill you showcase, you 
should have at least one sample, but no more than three. 

• Your work samples should be honest. Be transparent about the actual work that you 
completed in your samples. If you co-wrote the sample, be sure to give credit where credit is 
due. This will create trust with your potential client. (Transparency rule of building trust.)

• Your work samples should include a brief explanation. It is very likely that your potential client 
will not be a writer. For this reason, it is important to explain to them why the writing in your 
sample is effective. You might say that sales increased after your brochure was used, donations 
increased, website hits increased, etc. You might also explain your thought process behind a 
piece of work. It is important that your samples show effectiveness. It is not enough that your 
exhibited samples are your favorite. 

BRIeF AnD hOneST 
DeSCRIPTIOn. 

OnLY ThRee SAMPLeS 
ShOWn; WILL nOT 

OVeRWheLM YOuR 
AuDIenCe. 
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Blog Posts (Optional)

You may decide that your website portfolio should also contain a blog. This will allow you to post 
content frequently that may attract potential clients. To create a blog/portfolio combination, you 
will need to complete a few additional steps that will be outlined in the next chapter, “Blogs.”

If you have made it this far, you are in good shape. Creating your website 
portfolio is the biggest hurdle to overcome. Everything else will be like 
icing on the cake from here on out. 



Chapter 7: Blogs

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the fundamental features of blogs

• Understand the different types of blogs

• Choose a blog provider and set up your blog

• Post entries to your blog using tags and categories for organization

• Understand how to respond to negative comments on your blog
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Blogs
“Is blog a noun? A verb? Why do you Internet people have to make up words?” 

-Jeremy Wright, Author of Blog Marketing

  

What is a Blog and Why Do I need One?

As we learned earlier, the word “blog” is a combination of two words: web and log (Brown, 
Huettner and James-Tanny). The word “blog” is a term that describes website-logs or web-

journals and also describes the actual action of writing on that website. So, “blog” is both a noun— 
the actual website— and a verb— the act of posting entries on the website.

Because you are a writer, you should be able to write a blog about something interesting that will 
lure readers and potential clients to your website. Bringing readers to your blog will increase the 
visibility of “Brand You,” while creating a place for your potential clients to learn about your business. 
Once there, potential clients will have access to your blog posts, portfolio samples, your brand 
statement and your contact information. 

But blogs do more than just push information to your potential clients; blogs also facilitate the 
exchange of ideas in a public space by allowing readers to post their own comments directly to the 
blog. This interaction is a great way to create trust with your potential clients. The “comment” feature, 
which we will explain in the upcoming section, facilitates an environment of transparency by 
allowing the client’s voice to be heard. This interaction also provides you the opportunity to gather 
client feedback and market intelligence that will help you improve your work. Essentially, blogging is 
really about two things:

• Information: Telling your potential clients what you are doing and finding out what your 
potential clients think about you. 

• Relationships:  Building a solid base of positive experiences with your potential customers 
that will help you to develop a “relationship-based” trust. 

Now you need to learn some of the features of blogs so that you can 
use a blog to effectively promote yourself. 
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Most blogs contain a number of standard features which allows you to log 
content for readers to view and allows for interaction between you and your 
readers. The most common features of a blog are covered below and, for 
variety, I will be using a friend’s blog, The Angry Czeck, (www.angryczeck.
com,) to illustrate some of the different features of blogs. The Angry Czeck 
is a copywriter friend of mine who blogs for fun about things that make him 
angry! 

1. Posts:

A blog contains entries written by you. These entries may include 
commentary; descriptions of people, places and events; video; music and 
other content that you maintain. Most of these contributions are called 
posts because you post the entries on the site. The posts are most commonly 
arranged in reverse chronological order and readers of the blog are often 
allowed to comment on each post.

Blog Features
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2. Comment Section: 

The comment section of a blog is where a reader can contribute his/her own ideas to your 
posts. You have the ability to display the comments or keep the comments for your own 
viewing. All of these options are controlled by you and can be found in the “settings” section 
of most blog providers. You should allow readers to comment freely although this means you 
will probably have to deal with negative feedback. Allowing feedback will increase your level 
of transparency and therefore create an atmosphere of trust. Dealing with negative feedback 
is discussed later in this section. 
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3. external Links: 

Many blogs also include links to other blogs, websites 
and social networks that you can choose to disply. 
You should promote your blog to other bloggers. For 
instance, blogger A should contact bloggers B, C and 
D and ask them to provide a link to his blog on their 
respective blog sites. 

The Angry Czeck does not link to other blogs, but he 
does link to his Facebook page as well as to his Twitter 
account. 

4. Archives: 

In the archives section, all of the previous postings are 
stored. This will be an important feature for potential 
clients that would like to read a previously written 
post. Some blog providers allow you to add a search 
widget, which allows a reader to search the content of 
your site, including all of the archives. 

The Angry Czeck also provides a place for readers to 
find his archives. 
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5. Widgets:

Widgets, also known as “gadgets,”are stand alone applications 
that can be embedded into third party HTML-based websites 
by any user that has rights of authorship (for example: websites, 
blogs and social networking profiles). Widgets often take the 
form of online tools such as clocks, event-count-downs, search 
tools, daily weather updates, etc.  

The Angry Czeck sells merchandise branded with his logo and 
brand statement on Cafe Press, an online retail store where 
you can make your own merchandise. The Angry Czeck has 
uploaded a widget that links to www.cafepress.com seen here 
on your right. 

6. Price

Setting up a blog is free if you use a free provider. (See the “How 
To” section that follows for a list of potential providers.) A free 
blog host will give you access to a blog template and storage 
space. What this does not include is a custom domain name. 
Similar to creating a standard website portfolio, you may want 
to purchase a domain name for your blog which will make it 
easy for potential clients to find you.

The Angry Czeck is using WordPress as his blog provider. 
WordPress is a free blog hosting provider that can be found at 
www.wordpress.com. 

Now that you know the different features of blogs, it is time 
to select which type of content you would like to use for your 
blog. 

KeY TeRMS:

Widgets-   a portable 

chunk of HTML code 

that can be installed and 

executed in any HTML-

based webpage. Other 

terms used to describe 

widgets include badge, 

gadget and module. 

Widgets are often in the 

form of on-screen tools 

(Wikipedia).
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There are many types of blogs on the Internet that all have different functions and different 
content. Some blogs are corporate in nature and some are personal blogs where people talk 
about their lives and family. It is important that your blog be geared toward your freelance 
writing business—your blog should be a corporate blog. A personal blog about your family 
is not professional, so do not use this type of blog to promote yourself as a writer. Instead, 
here are some thought-starters for you as you begin brainstorming about what your blog’s 
content should be. 

Jeremy Wright’s book, Blog Marketing The Revolutionary New Way to Increase Sales, Build Your 
Brand, and Get Exceptional Results explains that there are three different categories of blog 
content when using your blog in a marketing capacity. He has given these categories the 
following clever names:

• The Blacksmith’s Blog
• The Signpost Blog

• The Pub Owner’s Blog

Below I have given an example of each of these types of blogs. As you read about each blog 
category, consider which type of blog is best for your own marketing. 

The Blacksmith’s Blog- This blog belongs to a writer who is an expert in one or more 
genres of writing. This blogger might work as software developer, technical writer, travel 
writer or maybe even a specialized grant writer. The Blacksmith Blog exists to showcase the 
blogger’s abilities. He might introduce a project he is currently working on and explain how 
he has used his experience to solve a problem. This technical writer works in Houston and 
you can visit her blog at  www.janetwisher.com. Her blog is called “A Techie Tech Writer Blog.”  
This technical writer talks about her day-to-day work on her blog. 

Different Types of Blogs
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The Signpost Blog- Unlike the Blacksmith’s Blog, this blog belongs to a writer who doesn’t 
necessarily want to point out her opinions about the best way to solve writing problems. Instead a 
Signpost Blogger points out the cool things of interest in her industry. 

I have a friend named Emily who is an advertising executive. Her blog, www.MsAdverthinker.com, 
could be considered a Signpost Blog for the advertising industry. She points out the latest and 
greatest advertising campaigns and provides her own commentary. 

The Pub Owner’s Blog- This blog belongs to a writer who wants to create discussions 
designed to attract people from all spectrums of life. The goal of this blog is to get people 
talking about issues and have a laugh at themselves or others in the process. This blog is 
designed to keep readers coming back for more (Wright). 

For this example, I use my own blog, The Tiger Lilies. My blog covers pop culture, the news 
and other light-hearted topics.  www.thetigerlilies.com
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Collaborate with other writers. Share your ideas and find out if there are 
already blogs about the content you would like to write about. Try to find 
something unique and interesting that would showcase not only your 
writing skills, but also your personality. 

Once you have decided on a topic, get blogging!

how to Set up and Manage a Blog

Choose a Blog Provider

Blog providers or blog hosting sites provide a blogger with a blog template that is user-
friendly. This is very similar to the web-hosting services you may have already explored after 
reading through the previous chapter on websites. Some web hosting services are specifically 
designed to support blogs.  These blog hosts allow a blogger to create a blog even if she does 
not have any design training or software-writing skills. The providers listed below are free. To 
use any of these providers, you will need a valid email address and you will need to set up a 
user name and password. 

• blogger.com

• squarespace.com

• wordpress.com

• typepad.com

• b2evolution.com

Set up Your Blog and Learn the Software

There are so many blog applications that work in so many different ways that it would be 
impossible to explain how to actually set up a blog and it would be outdated almost instantly. 
It will be important for you to spend some time learning the software and becoming familiar 
with its features. 

Post 

You should have already chosen a blog type:  The Blacksmith Blog, The Signpost Blog or The 
Pub Owner’s Blog. Now it is time to start writing. Remember to keep your blog posts short 
enough so that you don’t lose your audience, but they should be at least 200 characters. 
Search engines give better results to pages with more content (Brown). 

Also, one of the marketing rules we learned earlier was to “keep content fresh.” It will be 
important for you to choose a schedule of posting (daily, weekly, monthly, etc.) and stick to it. 
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Set up Categories and Tag Your Posts

The use of blog categories and blog tags will help you to organize your 
blog, help others find your blog and help others  find specific content 
within your blog. First, we need to take a step back and understand how 
blogs are organized. 

As mentioned earlier, most blogs are organized in reverse chronological 
order and the content on your blog is stored according to the date the 
post was written. If a blog reader wanted to find a post about grant 
writing that you wrote on January 5, 2008, that reader would have to go 
to the archives section of your blog and find the post in the month of 
January. 

But this is not the easiest way that content can be found by a reader 
on your blog. Instead, you can organize your content by creating 
categories. Categories are broad subjects or themes that you 
cover on your blog. For example, on TheTigerLilies.com, I have the 
following categories: Celebrity News, Life Observations, Faith, Political 
Commentary and Just for Fun. Categories should be broad topics. 

Tags, on the other hand, are added within the post and should be more 
precise. If I have written a post about Tiger Woods, I would put this post 
in the Celebrity News category. I would then tag the post with words 
like,“golf,” “Tiger Woods” and “car wreck.” It is important that you vary 
your tags to make sure that they cover what readers might search for 
(Gray). 

By organizing your blog with categories and tags, you are able to help 
readers find content once they arrive at your blog, but you are also 
making it easier for search engines to find the content on your blog as 
well. Search engines scan the content of your blog and feed this content 
back to the search engine to aid users in their searches. Search engines 
can read tags and use these to help people locate content (Brown). 

Additionally, Really Simple Syndication feeds or RSS Feeds scan blogs 
for tags as well. In his article The Future of Blogging: Tagging, Olga Kharif 
explains that blogs must work in conjunction with RSS feeds if they 
are to remain viable. It should be the goal of the blogger to make sure 
that his blog posts populate on RSS feeds that are set up to gather 
information on topics that the blogger will be writing about. For blog 
owners to make sure that their content appears on RSS Feeds, Kharif 
suggests that they “tag” blogs for subject matter.

There are a number of different ways to set up categories and tags 
depending on which type of blog software you are using. It will be 
important to spend some time learning how to do this on your blog. 

KeY TeRMS:

Categories— A 

collection of topic 

specific posts (Brown).

Tags—Used in blogs 

to identify the type or 

types of content that 

makes up a particular 

post (Brown). 

Search engines— web 

tools designed to search 

for information on 

the World Wide Web. 

The search results are 

usually presented in a 

list of results and are 

commonly called hits. 

The information may 

consist of web pages, 

images, information 

and other types of files 

(Wikipedia). 

Really Simple 

Syndication (RSS)—

Web service that 

automatically checks a 

series of “feeds” for new 

items on an ongoing 

basis, making it possible 

to keep track of changes 

to multiple websites in 

real time through one 

application (Brown). 
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Allow Comments from Readers and Respond to Comments

Allowing comments from readers creates an environment of transparency. It is important 
that your potential clients and current clients feel that they can give you feedback on your 
performance and that you take this feedback seriously. 

There may be some negative feedback posted in the comments section and it is important to 
be prepared for this negative feedback and to know how to deal with it. It is also important to 
understand how the “comment” feature of your blog software works. You may be able to set 
it up so that you approve comments before they are posted; however, this will reduce your 
appearance of transparency because readers will know that you could be deleting negative 
comments. However, if you feel more comfortable with this option, it can work if you make sure 
to include negative comments that are not inappropriate. 

It is important to keep in mind that these negative comments will be some of the most valuable 
feedback you receive about your writing and your business. Your response to these comments 
will be one of the most effective ways for you to build trust with your clients while also learning 
about yourself and your business in the process. 

Respond quickly. 

It should take you less than a week to formulate a response. It is important that you take time 
to formulate a calm and well-thought out response, but not so long that the client thinks she is 
being ignored. 

Acknowledge the issue. 

If you receive a negative comment about work you have done for a client, it is important to 
acknowledge his frustration, inconvenience, etc. Even if you are not prepared to admit wrong-
doing, acknowledge that you understand his concern. As a rule, “I’m sorry” goes a long way. 

Provide a fix. 

Whatever can be done to fix the problem or issue should be discussed in your response. If it is 
too early to offer a solution, be sure to explain that you will offer a solution when you have had 
time to investigate further. 

Follow up. 

See if you can get contact information from the person who left the negative comment and 
follow up with that person individually to make sure you have addressed the issue (Wright). 

how To Deal with negative Comments:
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Blogging Should Be Fun

Blogging can be one of the most exciting aspects of your work as a 
writer. You should write about something that you enjoy and you should 
write often. Whether you are a Blacksmith, a Signpost or a Pub Owner, 
you need your potential clients coming back to your website for more! 



Chapter 8: Facebook

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the definition of social network

• Understand why you need to use Facebook as part of your  
marketing strategy 

• Understand the features of Facebook that are useful for 
marketing



KeY TeRMS:

Social network—  an 

online social network 

service focuses on the 

building and reflecting 

of social networks 

and social relations 

among people, e.g., 

who share interests 

and/or activities. A 

social network service 

essentially consists of a 

representation of each 

user (often a profile), 

his/her social links, and 

a variety of additional 

services. Most social 

network services are 

web based and provide 

a means for users 

to interact over the 

Internet.

Facebook
 “[In] the last hundred years… the way to advertise was to get into the 
mass media and push out your content… In the next hundred years 
information won’t be just pushed out to people, it will be shared among 
the millions of connections people have. Advertising will change. You will 

need to get into these connections”(Holzner). 

—Mark Zuckerberg, CEO Facebook 

The hard part is over. You have created your blog or website portfolio. 
You have “branded” yourself and created a central place for your 

potential clients to go to find out more information about you and about 
your work. But you can only tell potential clients about yourself if you can 
get these potential clients to view your website. The next step is to drive 
potential customers to your site by marketing yourself—and you can do 
this fairly easily and inexpensively by using social networks. 

One of the greatest things about social networks is that they help 
you make connections with friends and business associates. These 
connections provide potential clients because many of them already 
know and trust you, and they also function as excellent ambassadors and 
advocates for your brand. Many of you already have a Facebook account, 
a LinkedIn profile or a Twitter account and have already begun building 
these networks of contacts. The following chapters will cover these three 
social networks that you can join and use to market yourself and your 
website to potential clients. Begin by focusing on Facebook. 

using Social networks to Drive Traffic to Your Website:
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Facebook is an online social network that was launched on February 4, 2004 by Mark 
Zuckerberg, a student at Harvard University. Originally, Facebook was set up to serve as an 
online community for college students at Harvard and later expanded to students at other 
universities with a valid college email address.  But by 2006, after Facebook’s popularity began 
to increase, Zuckerberg opened the social network to anyone with a valid email address who 
was over the age of 13 (Alba and Stay). By January 2010, Facebook was estimated to be the 
largest social network with over 350 million members. 

In short, Facebook is a perfect place to market yourself as a writer. Not only does it have 
millions of users, but the demographics are constantly expanding. Facebook was traditionally 
a social network for the 18-24 demographic, but by 2009, Facebook users in the 35-54 year-
old demographic grew over 270% (Corbett). Additionally, the users that will help you market 
your business are your friends. They already trust you and will be able to give valuable 
recommendations to other users. I have about 400 friends on Facebook. This gives me 400 
potential clients and brand advocates immediately. 

Research shows that these Facebook users are spending a significant amount of time on 
the site (Alba and Stay). There are a number of Facebook features like Groups, Applications, 
Pages and News Feeds that will be helpful when marketing yourself, and these are covered 

in this chapter. The assumption in this chapter will be that you already have 
a Facebook account and understand its basic functionality. This is not going 
to be a general how-to guide for Facebook because there are hundreds of 
resources for that both online and in print. (If you are not familiar with the 
basic functionality of the following Facebook features— Wall, Home Page, 

News Feed, and Inbox— please see the Works Cited section for resources to help you get up 
to speed.) Instead, this guide will address how to use specific Facebook tools to help you build 
awareness for “Brand You.” 

 

What is Facebook? Why Do You need It?
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Setting up/editing Your Facebook Account

If you do not have a Facebook account, go to www.facebook.com and sign up for an account. 
You will need a valid email address, username and password. Once you have your account 
set up, or when you begin to edit your Facebook account, your first concern is your safety 
or “Privacy” as Facebook calls it. Click the Settings link in the upper right of any Facebook 
page when you’re logged in. From here scroll down to the privacy settings link and click. The 
following screen will appear:
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Once you access this page, click on each of the links listed (the “Profile” link, the 
“Contact Information” link, the “Applications and Websites” link, the “Search” link and 
the “Blocklist” link) one-by-one to edit the privacy settings. 

For my own personal safety, I have set the privacy settings to only allow my Friends 
to view any activity or post on Facebook. I recommend doing this for the optimal 
safety and I recommend making this your first action on Facebook (Holzner). Also, as 
discussed earlier, never share any information that could compromise your safety.

You also need to make sure that your Facebook profile is consistent with “Brand 
You.” Because Facebook is part of your online brand, everything on your Facebook 
page needs to “speak the language of your brand.” So, you should spend some time 
cleaning up your Facebook page so that it reflects “Brand You.” 

You should follow the rules we discussed at the beginning of this book for laying a 
safe foundation: make it secure, audit yourself, and be professional and prepared. For 
writers who already have a Facebook page, this means you will need to edit some of 
your Facebook content. This will mean deleting certain pictures, editing the colloquial 
information about you to make it more professional, and un-joining Groups, business 
Pages and Networks that could be controversial. Similarly, make it a policy not to join 
a controversial Group, or become a fan of a controversial business Page because all 
of your Friends will be able to see these associations. For instance, some potential 
clients may not like the fact that you are a fan of Hooters Restaurant or that you are 
part of an extreme political Network. There will be more on the features of Groups, 
Pages and Networks, but first, start with your Facebook Friends. 

Your Privacy
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The social connections you make on Facebook are called your 
Friends. You should have a personal connection with these 
people: you went to high school with this Friend; you work with 
that Friend, etc. To have a Friend on Facebook, you must either 
invite her to be your Friend, and then she confirms you as a 
Friend; or you are invited by her to be her Friend, and you confirm 
this connection. 

Because your Facebook page is now a tool you are using to 
promote “Brand You,” it is time to really consider which friends are 
beneficial, and which are not. Now may be the time to “de-friend” 
anyone who might post something inappropriate on your Profile 
Page or anyone who might not be a flattering business associate. 
If you need to “de-friend” someone, follow these easy steps:

1. On any Facebook page, click the “Friends” tab at the top of the 
page. 

2. Scroll down to the “All Friends” link and click. 

3. In the “Search Friends” box at the top left of your screen, type 
the person’s name. 

4. The person will appear and to the right of his name will be an 
“X.” As you hover over the “X,”  “Remove this Connection” will 
appear. Click the “X.”

5. A box will pop up that asks you to confirm this action. Click 
“Remove.” 

Your Friends will not be notified that you have de-friended them, 
but they will no longer have access to your Profile page. 

Your Facebook Friends

KeY TeRMS:

Friends—Any 

Facebook member that 

has agreed to connect 

with you on Facebook 

(Veer). 
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Your Profile Page

KeY TeRMS:

Profile page- A 

Facebook profile is a 

collection of facts about 

you: everything from 

where you went to 

school to how old you 

are. All your Facebook 

friends can see your 

Profile and all of your 

Profile’s details (Veer). 

After you have set up your account, addressed the privacy concerns, 
and managed your Friend list, go to your Profile page and add/edit the 
information about yourself. 

About Me

First, edit the About Me section of your Profile page.  This section is 
directly under the appropriate professional photo of yourself (which 
you should upload if you haven’t already) on the top, left-hand side of 
the page. This is where you should enter your brand statement! You 
wrote your brand statement to be 200 characters or less for this exact 
purpose—it needs to fit in this About Me space. This way, visitors to 
your page will know right away about “Brand You.” 

Now that you have your Profile page updated with your Brand 
Statement, there are a few more tools on Facebook that are important 
to use to build your brand.

Enter about me brand 
statement here. 
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Info

The next section on your Profile page that we are concerned with is your “Info” tab. Click on 
the “Info” tab at the top of your Profile page. You will be able to tell your Friends about yourself 
in this area of Facebook. This is invaluable because you are able to tell them the details about 
you as a freelance writer. This is also where you can enter your contact information. Important 
sections under the “Info” tab to pay attention to include:

• Basic Information— in my opinion, you should leave your political views as vague (or as 
blank) as possible. You want to be able to work for anyone you choose, both liberals and 
conservatives.

• Personal Information—make sure that you don’t include anything that would be 
controversial or inappropriate here. It’s okay to show a little personality. This will build trust 
with your potential clients because they will see that you are being transparent. 

• Contact information— make sure to include your contact email address as well as your 
website URL. 

• Education and Work— if you are a writer, you should put this here. You are no longer a 
“student” but a “freelance writer.”  This should be your primary identity. 

• Groups—this is covered in its own section, but for the purposes of your Profile page, it is 
important to understand that any Group you are a member of will show up here. 

• Pages— this is covered in its own section, but for the purposes of your Profile page, it is 
important to understand that any Page you are a fan of will show up here. 
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Your Profile page tells the world all about you as a person. It 
is an opportunity to further develop “Brand You.” Make sure 
to follow all of the guidelines of safety and building trust 
discussed in the beginning of this book:

• Make it Safe
• Audit Yourself
• Be Professional and Prepared 
• Honestly Disclose Your Intentions
• Be Transparent
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Your Status updates/Share Options

Facebook has a feature called Status Updates that appears on your Profile page and on your 
Home page. You should use this feature to promote your brand. You can do this by updating 
people on current projects, offering tips for writers, and discussing interesting new technology 
that has just come out. (Similar to the topics discussed as appropriate for your blogs, the 
Blacksmith Blog, the Signpost Blog and the Pub Owner’s Blog.) The content of your Status 
Updates should have similar content. Status Updates should also be no longer than 140 
characters. 

The key to the Status Update is posting pertinent information that your potential clients 
would find interesting while further developing “Brand You.” You will become known as the 
“Blacksmith” or the “Signpost” or the “Pub Owner” on Facebook. I also recommend always 
including a link to your website or blog in your Status Update. For instance, if I am working on a 
travel brochure for Bridge2Rwanda, a non-profit organization, I might say, “Finishing up a travel 
guide for Bridge2Rwanda. To see similar work I’ve done: check out: www.thetigerlilies.com/
portfoliosamples .” (That is 113 characters, so that Status Update is an appropriate length.)

The Status Update should not be used for personal updates. This is not a promotion of “Brand 
You” and in my opinion, it is irritating to hear about people’s children, what they ate for breakfast, 
and how long they’ve waited in line at McDonalds. This causes people to de-Friend you. You 
want people to like you and to like your brand. It is also important to determine an appropriate 
number of times to market yourself on Facebook per week so that you don’t irritate your Friends 
with constant marketing messages. This will be up to you to determine. 

This Status Update feature will come in very handy if you choose to use Twitter. This is discussed 
later in the Twitter chapter. 

Now it is time to use specific Facebook tools to push “Brand You” out to your Facebook Friends. 
Using the following tools, encourage your Friends to visit your webpage and to become “Brand 
You” ambassadors. These tools, used correctly, will not only promote “Brand You” to all of your 
Facebook Friends, but your Facebook Friends will help you promote your brand to their friends. 

Promoting “Brand You”with Facebook Tools

Box for the status update
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Your Groups

The next tool used to promote “Brand You” and to further build your 
brand is Groups. Groups can be created by any user about any topic 
on Facebook. Groups were designed to facilitate conversations about 
people’s passions. You should be the member of a number of Groups 
that speak to your passion for writing. Another reason to join groups 
is to increase your Friend base. For example, I am a member of the 
following Groups:

• Technical Writers, Copy Writer, Marketing Writers and 
Editors

• University of Oklahoma Alumnae Association

• Kappa Alpha Theta Alumnae

• Bridge2Rwanda

• Movies in the Park, Little Rock

Facebook offers Pages that are specifically designed to promote 
small businesses, artists, and brands, while Groups are intended for 
discussions about certain topics (Facebook FAQs). While Facebook 
created Group pages to facilitate discussion about certain topics, 
many users have blurred the lines between Groups and Pages. Some 
businesses are using Groups to promote their brands, which is not 
how Facebook intended Groups to be used.  

I recommend that you join (not create) Groups for the purpose 
of engaging in conversations and gaining new Friends. Ideally, 
you would join a number of Groups about writing, engage in 
conversations within these Groups and post links to your website 
that you have created to promote your brand. 

Instead, I recommend creating a Page for your brand if you have 
a name like The Tiger Lilies. The key will be setting the Page up in 
such a way that your Page updates automatically. You have already 
created a website which should serve as the hub for “Brand You.” The 
goal for using these Facebook tools is to drive users to your website, 
not replace your website. 

KeY TeRMS:

Groups— A Facebook 

Group is a handful (or 

more) of members who 

share a passion: knitting, 

writing, parenting, 

HTML coding, etc. 

Groups were designed 

to help people share 

information, tips and 

advice (Veer).

Pages—A Facebook 

business page 

specifically designed 

to promote small 

businesses, artists and 

brands (Facebook FAQ). 



Your Page

Facebook’s Pages tool was intended for businesses, artists and brands. I think that the term 
Page is a terribly ambiguous name for this tool that Facebook offers. Instead, I would have 
named this tool Business Pages. In fact, Facebook users do not become members of a Page, 
instead, they indicate that they “Like” a Page. This is exactly what you want Facebook users 
to do with your brand. You want them to declare to the Facebook world that they like your 
brand. Pages will be a great resource, especially if you have created a name like The Tiger 
Lilies for your brand. This will help you to communicate to your Facebook Friends that you 
have a business. (If you are using your actual name as your brand, you may choose to not 
use the Facebook Page tool.)

The Facebook Page tool allows you to set up a Profile page for your brand. To do this, click 
on the “Info” tab, much like you did on your own Profile page, and enter the information 
about your brand. You have already created all of this content when you were preparing 
your Brand Essentials in Section 1. The Info tab includes:

• When the business/brand was founded

• The brand’s website

• The brand’s mission statement

• The brand’s products

• The brand’s logo (if you have one)
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Pages are fairly new to Facebook and were introduced in November 2007. This explains why 
many of the businesses on Facebook previously created Groups. Because Pages were intended 
specifically for businesses, there are a number of advantages to having a Page over a Group. 

• Your Page’s logo will appear on your Fan’s Profile Pages under the Info tab. (Groups are only 
displayed by name.)

• When you use Facebook’s Search function, Pages show up before Groups. 

• Pages use the identity of your brand to communicate with others on Facebook instead 
of you as an individual. This distinction helps to keep you as a person and your freelance 
business separate on Facebook. If a message is coming to a user from your brand’s Page, 
and not your personal Profile, your Friends know that your message is about your business 
(Holzner, Facbook FAQs).  For example, when I send messages to my Fans, they will get a 
message from “The Tiger Lilies” and not from “Leanne Deason.” 

This concludes the Facebook portion of this book. 
And while there are many other tools that Facebook 
offers that can help you promote your brand, 
these are only some of the basics. The key to using 
Facebook effectively will be finding the right tools 
and using them wisely. Again, your main priority is 
your website. Make sure that Facebook functions 
as a tool to drive people to your website and not as a 
time-waster. 



Chapter 9: LinkedIn 

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand what LinkedIn is and why a writer should use it to 
market herself

• Understand how to set up or edit an existing LinkedIn 
account to market “Brand You”
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LinkedIn 
“I’m a huge fan, user and promoter of LinkedIn. I’ve used it to network into the 
technology field from print advertising and to get my current job in a new high-
growth department. Currently a friend and I are founding an online apparel business. 
I’ve used LinkedIn to find manufacturers, screen-printers, and as a resource for 
investors to research our management team” (Alba).

–Jimmy Hendricks,  www.CollarFree.com

As discussed in the previous chapter, Facebook is the most prominent social 
network online today. It has the most users and covers the broadest range 

of demographics of any social network. So why should you join another social 
network like LinkedIn? The answer is: LinkedIn offers different advantages and 
tools than Facebook that will be extremely valuable in your job search. 

LinkedIn’s mission statement says its goal “is to help you be more effective in your 
daily work and open doors to opportunities using the professional relationships 
you already have” (Elad). First, LinkedIn was created specifically for business 
professionals. The idea was that business networking would move online and 
allow users to build their professional network, learn new professional skills and 
keep track of their contacts’ information online. As these connections are built, 
the idea is that LinkedIn becomes a forum for moving a member’s professional 
career forward through the use of online networking. 

Secondly, LinkedIn has functionality that Facebook does not, including a job 
forum where users can post job openings. Unlike other job boards online like 
Monster.com and CareerBuilder.com, LinkedIn’s job forum works in tandem 
with the networking functionality. LinkedIn job searchers automatically have a 
network of business contacts to work with when pursuing a specific job. Likewise, 
recruiters have the opportunity to speak with their connections regarding specific 
job candidates. Statistics show that as many as 60 to 80 percent of all jobs are 
found not through a job board like Monster.com or newspaper classified ads, but 
rather by a formal or informal network of contacts. LinkedIn makes it easier than 
ever before to use this networking advantage.  

Lastly, LinkedIn is designed for business professionals to grow their professional 
brand. The different brand-building opportunities such as the Answers page, the 
Service Provider listings and the Group memberships that help users build their 
professional brands online will all be discussed. All of these features are unique to 
LinkedIn and extremely valuable to a writer looking for freelance work or even a 
full-time writing position. 

What is LinkedIn and Why Should You use It?

KeY TeRMS:

Connection—A 

person who is part 

of your LinkedIn 

network (Elad).
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If you do not have a LinkedIn Account, go to www.LinkedIn.com and set up your own account. 
You will need a valid email address, username and password. When you set up your account, 
LinkedIn will ask you how you would like to use this social network. This section, called 
Opportunity Preferences, is an important feature because when other users are looking 
for potential employees or service providers, they will be able to search for those LinkedIn 
members who have listed themselves as available for different opportunities. When signing 
up for your LinkedIn account, at a minimum, check the following boxes in the “Opportunities 
Preferences”: 

• Career opportunities

• Job inquiries

• Expertise requests

• Personal reference requests

• Requests to reconnect

By checking these boxes, you are telling LinkedIn members that you are interested in new 
career opportunities, job inquiries, etc. Before you leave this section, make sure to give your 
email address in the box marked, “What advice would you like to give users considering 
contacting you?” (You can also edit these for those of you with an existing account by going to 
your Contact Settings page.)

Setting up/editing Your LinkedIn Account
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Next, LinkedIn will prompt you to start inviting people to connect with you. The 
people in your network are referred to as connections. I suggest building your 
Profile page first, and then asking people to connect with you. This is because as 
you invite business professionals to connect with you on LinkedIn, they will most 
likely visit your Profile page. This first encounter will be a valuable encounter 
with a connection and you want to make sure to leave a positive and lasting 
impression. 

Based on LinkedIn’s own research, if you have “100% profile completeness,” 
you are 40 times more likely to receive opportunities through LinkedIn for 
your career and your business (Butow). In order to achieve this “100% profile 
completeness,” will need to complete the following:

• Your current position as well as two past positions

• Your education information

• Your profile summary that includes a photo

• Your specialties

• At least three recommendations from other members

Think of your Profile page as your personal resumé page displayed for the 
business world. This profile exists to give anyone on LinkedIn or the Internet a 
complete picture of your background, qualifications and skills. You will have the 
opportunity to upload your resumé and fill in information regarding your work 
history, honors and awards and professional association memberships. This is the 
page that will come up as people search for you through search engines so it is 
very important that you put a lot of time and effort into building this page. 

You should set aside about two hours (at a minimum) to devote to preparing 
your Profile page. Have an updated resumé in Microsoft Word format ready to 
upload. LinkedIn allows you to upload a Microsoft Word document and will fill in 
some of the information for you. 

Building Your Profile Page:
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Have the following information handy plus a few recommendations to optimize the content for 
your Profile page:

Basic Information- This includes your name, professional “headline,” region and industry. It will 
be important for you to incorporate a shorter version of your brand statement into the headline 
section. Also important is the region you select. This will be the geographic location you want 
to focus on for obtaining work. And lastly, it will be very important for you to choose the 
industry of“writing and editing” from the drop-down menu. Filling out your basic information 
accurately will help potential clients find your profile.  

• Photo- You must include a photo for your Profile page to be complete. You should use the 
most professional headshot of yourself available. 

• Current work position- This is where you will want to put the word “freelance” if you are 
looking for freelance work. The LinkedIn job search tools allow prospective clients to look 
for keywords in members’ profiles when conducting a candidate search. It is important that 
your title reflect the type of work you are looking to do. You might even consider practicing 
a job search for freelance work to see who comes up and what types of words those 
candidates are using in their profiles. Use this insight to adapt your own profile. 

• Past work experience- You should enter all of your past positions in this section that would 
be relevant to your job search. So, if you worked at Dairy Queen in high school, you might 
consider leaving this out unless you are open to a career in fast food. However, do not 
neglect part-time positions or internships. LinkedIn does not limit your work experience 
to full-time positions, so you should document any experience that adds to your overall 
profile. 
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• education- Consider putting down all of your education history including your 
high school. Much like networking in real life, people like to help others who are like 
them or have similar backgrounds. Having the same high school, undergraduate or 
graduate school can help you make connections and hopefully land jobs. 

• Recommendations- The recommendation section is one of the most valuable 
tools on LinkedIn. This is an excellent way to build trust with your potential clients 
by including third-party recommendations for them to see. The advantage to 
LinkedIn is that people expect you to ask for these recommendations. After you 
have uploaded all of your past work experience, you have the opportunity to ask 
your connections to give you a “recommendation” for certain positions. It is best to 
ask the highest ranking member of the organization you worked for to give you the 
recommendation and to have them talk specifically about your skills. 

To ask for a recommendation, LinkedIn will prompt you to send a message to the 
connection you would like to write the recommendation. You have an option to 
leave the pre-written message in the box or write your own message. Don’t overlook 
this huge opportunity! The pre-written message reads, “I’m sending this to ask you 
for a brief recommendation of my work that I can include in my LinkedIn profile. If 
you have any questions, let me know. Thanks in advance for helping me out.” 

Use this opportunity to edit the prewritten message and write something succinct 
and personal. Most importantly, ask your connection if you can use her endorsement 
on your own website as well. You absolutely want to use her recommendation on 
LinkedIn, but your ultimate goal is to drive people to your website and portfolio 
where they can also find these third-party recommendations.

Enter Personal Message Here: 
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• Websites- This section allows you to link your LinkedIn page to your website or blog. 
Under this section you will have the opportunity to include a short description of the sites 
you list by choosing “other” instead of choosing “my blog” or “my website.” The description 
will appear on your Profile page, not the URL. Search engines look at the text used in these 
links when calculating rakings. So, if there are certain keywords for which you want your 
site to rank higher, you should include them here in the link text (Elad). I chose to call 
mine, “A freelance writer’s blog” because I want my website to be associated with the word 
“freelance.” 

• Twitter Account- LinkedIn allows you to link to your Twitter account. Because part of your 
self-promotion strategy is integration, this is a great tool to lead others to your tweets, and 
ultimately your website. 

• Public Profile- The settings involved with the Profile page are very important 
to understand. There is an option to make your profile a “public profile.” If you 
do not select this option, your profile will only be visible to your connections. 
The “public profile” option allows your Profile page to be accessed by anyone 
on the Internet and is the information that populates when a search engine 
pulls your LinkedIn information. 

There are two important 
things to do when setting 
up your Public Profile. First, 
you should customize 
your LinkedIn URL. When 
you are assigned your 
LinkedIn account you will 
be given a custom URL that 
will include numbers at 
the end for identification. 
Mine was  http://www.
linkedin.com/pub/leanne-
deason/7/316/639. I was 
able to change my URL 
to: www.linkedin.com/
in/ LeanneDeason . Click 
the “Customize Your URL” 
button. Clicking this button 
also allows you to select 
the information that will be 
shown on your Public Profile. 
The screen will look like the 
one to the right. This will 
make it easier for users to 
find you on LinkedIn. 



• Summary- In the Summary section, you should upload your statement.  Because this site is 
more professional in nature than Facebook, you might decide to leave out the interesting 
tid-bits about yourself. You might also decide to make this a bit longer than your original 
brand statement and add a few more details in this section. 

• Specialties- This is the section where you should enter the information about the services 
you provide and your specialized skills. 

Now that you have completed your Profile page, you need to run a quick test to make sure 
that you have entered in all the correct information that will make your Profile appear when 
LinkedIn users search for you as a freelance writer. You are already ahead of the game if 
LinkedIn users are searching you by name or by your company name, so we will concentrate 
on those searches that are focused on key words. 

First, go to your LinkedIn Home page and look at the top right of the screen for the Search 
Bar. If the Search Bar does not show “People” as its search function, click the pull down menu 
shown below and choose “People.” Then click the “Advanced” button to the right of the Search 
Bar. LinkedIn will take you to the Advanced People Search page, which will allow you to search 
for people based on keywords entered. 

Enter in the following information in these areas only:

• Keywords section: enter Freelance Writer

• Location: use the pull down menu to select “Located in or near” and then fill in your zip 
code

• Industries: select “Editors and Writers”

Now click the blue “Search” button at the bottom of this page and see where you rank in the 
search results. 

Test Your Profile Page’s Searchability:
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If your name does not come up on the first page, you will need to go back to your Profile 
and enter in the keywords that you used to search for yourself, i.e. “freelance” and “writer.” 
The search results from LinkedIn put people at the top of the page who: 

• Have the searched keywords in their profile multiple times 

• Have the greatest number of connections

Something important to note: I only have 78 connections currently and I still ranked very 
high on the Keyword Advanced Search. This proves that you don’t have to have thousands 
of connections, just the right connections and the right keywords. The next section covers 
how to choose your connections wisely. 
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Now that you have your Profile page complete, it is time to go to work finding 
connections on LinkedIn. Much in the same way you connect with Friends on 
Facebook, LinkedIn allows you to make connections with business contacts. Instead of 
walking through the steps on how to add a connection, here are a few best practices to 
follow when adding connections to your LinkedIn account. (If you’re still uncomfortable 
adding connections, please see the Works Cited page for resources to help you 
further.) 

Focus on quality versus quantity. Connections on LinkedIn should be made with 
people who can help you advance your career. Just because you know the person does 
not make her a good connection candidate. Unlike Facebook where your goal is to 
build up a large base of friends, your goal on LinkedIn should be to develop a network 
of quality connections. You should search for those people in your desired industry and 
who can speak to your work experience or help you network to make connections with 
people who will offer you freelance opportunities. This does not necessarily mean that 
you have to know the person to connect with him or her.

use the Introductions feature to connect with people you don’t know. Once you 
have made a few connections on LinkedIn, you will have a network of people to help 
you network further. You may find that one of your former colleagues has a connection 
with a freelance writer or editor who might be able to help you move your career 
forward or even give you advice on your website portfolio. However, if you do not 
know this person or have her email address, LinkedIn will not allow you to invite her 
to connect. So, much like you would do in the “real world” you can ask one of your 
connections to give you an “Introduction” to someone in her network. 

There is no need for InMail. There is another option on LinkedIn for growing your 
connections called InMail. The InMail feature allows you to send a request for a 
connection to any person you do not know without asking for an introduction from a 
current connection. There are two reasons not to use the InMail feature on LinkedIn. 
First, this InMail feature is currently only available to LinkedIn members who pay 
to upgrade their account. Secondly, you should strive to make your LinkedIn social 
networking as similar to real life as possible. Because of this, you should use the 
Introduction feature, which is more natural than contacting someone out of the blue. 
You should strive to make your connections as authentic as possible, allowing you to 
further build trust with your potential clients online. 

Making Connections:
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Follow these steps to ask for an introduction. 

Search for the desired connection through the “people” search at the top of 
your home page. 

1)

2)

LinkedIn will take you to a “Compose Introduction” page where you can choose which 
of your current connections you would like to ask to make the introduction. Choose the 
appropriate connection and click the blue “continue” button.

3)

Toggle over the search results and click the link that says, “Get introduced” on the 
right side of this page. 



You will now be taken to the “Request an Introduction” form where you can send a 
message to the potential connection. Here you should enter in a short message about 
why you would like to connect with that particular person. Also include your contact 
information. 

4)

5)
Scroll down this same “Introductions” page and enter a message for your connection who 
will be passing on the Introduction request. Be sure to be courteous and succinct. 

Hit the blue “Send” button at the bottom of the page and your request for an introduction 
will be sent. 
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Now that you have built up your connections on LinkedIn and completed your Profile page 
with all of your relevant resumé information, it is time to tap into the specialized tools offered 
by LinkedIn that will help you market yourself as a freelance writer and hone your skills to grow 
professionally. 

In this section, the tools unique to LinkedIn that will help you further market yourself as a 
freelance writer and the tools that will help you to continue to learn and grow your skills are 
discussed. You may evaluate these tools and decide they are not worth your time; however, I 
suggest trying them out first and then make that assessment.

LinkedIn Service Providers

The LinkedIn Service Provider tool is an excellent way to market yourself as a freelance writer 
that will add legitimacy to your career. When LinkedIn members need to hire someone to do 
a specific service-oriented job, like freelance writing or editing, they will go to the Service 
Providers section. This section is much like a LinkedIn Yellow Pages. The catch to this section is 
that you cannot have your name listed in the Service Providers section without being referred 
by a connection. The more recommendations you have in this section, the higher you will rank 
when someone searches for a Service Provider with your skills. 

Finding the Service Provider section is a little tricky. First, go to your Home page and at the top 
menu bar click the “More” drop down box and choose “Companies.” 

Other LinkedIn Tools:
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From this page, look to the right hand side of the page and you will see the link to “Service 
Providers” under the Search Bar. Click this link. If you have been recommended by a client as a 
Service Provider, you will find your name here when you search for your category “Writer/Editor” 
and when you search by your location. 



Get Recommended as a Service Provider

Ask one of your current clients (who must also be one of your current LinkedIn connections) to 
recommend you as a Service Provider. To make it easy for that connection to recommend you 
as a Service Provider, write easy-to-follow instructions (or copy those below after making sure 
that they are current) for your connection to follow. Send your connection a message through 
LinkedIn or even call the connection to ask them to do this for you. Sample instructions you 
could send to your connection:

1. From your LinkedIn Home page, go to the “More” drop-down menu option at the top of the 
page and select “Companies.” 

2. Click the “Service Providers” link under the search bar. 

3. Click the “Make a Recommendation” tab at the top of the page. 

4. You will be prompted to enter my name and email address and click “continue.” Here is that 
information: Leanne Deason, leanne.deason@gmail.com

5. Choose the following in the drop down menus provided:

• Position- “Freelance Writer at The Tiger Lilies”

• Service Category- “Writer/Editor”

• You can then choose three attributes which describe me as a Service 
Provider 

6. You will have the opportunity to provide a short, written recommendation 

7. Please hit “Send” to complete your recommendation. 

Make sure to write your connection a thank you note for writing you this recommendation. 
Send an actual letter to make this a more personal gesture. 

Becoming a LinkedIn Service Provider adds legitimacy and an aspect of trust to your 
career as a freelance writer. As you finish projects for different clients in the future, 
you can request that they give you a recommendation on LinkedIn as a Service 
Provider to increase your searchability in this section. 
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LinkedIn Answers

The next tool that LinkedIn offers that may be of interest to you is the LinkedIn Answers page. 
Your success as a freelance writer not only depends on your accessibility online but also your 
ability to grow and hone your skills as a freelance writer. LinkedIn Answers is the place to learn 
and grow as an expert. 

The goal of LinkedIn Answers is to provide a place for LinkedIn members to exchange expertise. 
It is NOT a place to simply gain new connections. If you choose to be active on the LinkedIn 
Answers page, you should do so with two goals: 

• Learning new skills and honing existing skills

• Establishing yourself as an expert in your field

LinkedIn Answers organizes users questions and answers into different categories. 
Take some time to browse some of the categories and some of the discussions 
going on there to see where to engage. You can also use the Advanced Answers 
Search tab to search for specific information that you are interested in learning 
about. Please investigate the Works Cited page for further information. 

Once you find a question you are interested in, read the answers provided by other LinkedIn 
members to gain new knowledge or skills, or you may decide that you have an answer that you 
would like to post. Posting relevant answers to good questions will establish you as an expert 
in your field. Posting marginally-relevant answers will hurt your reputation. Be careful how you 
answer, but remember that engaging in this section will help you to grow your career. 

Job Search Function

Just by being on LinkedIn you will improve your chances of finding freelance work. Employers 
will post jobs to the LinkedIn Job Board and have the ability to search for qualified candidates. 
Additionally, you will be able to do your own job search to find the open jobs available and 
apply for these positions. Unlike traditional job forums like Monster.com and CareerBuilder.com, 
LinkedIn adds a very valuable aspect to the job search function: the ability to see which of your 
connections might be able to help you secure this position. 

When you search for an open position, LinkedIn will display your search results with a link that 
says “See who at Company-X can help you get this job.” 

Click this link and it will take you to a number of people that work for that company with whom 
you share a connection. Click on the “Connections” button under one of the company’s employees 
to see which of your connections knows that person. 

Now you are armed with a real-person connection to that open position. Consider sending your 
connection a message explaining that you are interested in that open position and you would like 
her help. This is one of the most valuable aspects to LinkedIn. 

Now it is time to get moving on LinkedIn. Set up your account, complete your Profile page, and 
start making relevant, advantageous business connections. 
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Chapter 10: Twitter

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand what Twitter is and some of the key terms 
associated with this social network

• Understand why you need to use Twitter as part of your 
marketing strategy

• Understand how to make Twitter part of your marketing 
strategy



ReAD ThIS BeFORe YOu SKIP ThIS ChAPTeR!
As I conducted my research with many writers for this 
chapter, I found an overwhelmingly negative response to 
Twitter. I believe that this negative response to Twitter is 
caused by these writers’ lack of knowledge about Twitter. 
Before you skip this chapter, I urge you to read it. Be open-
minded, and strive to understand what Twitter is really 
intended to do for users and understand how you can use 
Twitter to effectively market yourself!

Twitter

Twitter is a social network that employs microblogging.
Twitter is set up like a blog and displays all users 

comments in reverse chronological order. While a blog only 
shows one user’s comments, Twitter allows you to follow 
any number of people’s posts, called tweets, in real-time 
(Fitton, Gruen, Poston). 

Twitter was built in March 2006 by three technology 
entrepreneurs, Evan Willams, Biz Stone and Jack Dorsey. 
Dorsey originally came up with the idea to create a 
microblogging website that could be used internally at 
Odeo, a San Francisco-based web company where the 
three men worked. But when the company was bought out, 
the three men released Twitter to the public. This website 
was quickly used by a number of people at the South by 
Southwest Interactive Festival, an annual conference of 
technology and media innovators in Austin, Texas. By 2007, 
Twitter, Inc. was formed to extend the microblogging 
service to the public (Fitton, Gruen, Poston).

KeY TeRMS:

Microblogging- The 

niche of social media 

that encompasses 

Twitter. Microblogging 

is a blog feature that is 

limited to a very small 

amount of characters, 

for instance, 140 

characters. 

Tweet- a noun or a 

verb that describes the 

140 character update 

Twitterers post on the 

Twitter social network. 

The message is a “tweet,” 

and you can “tweet” 

your message (Fitten, 

Gruen, Poston). 

What is Twitter?
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The original purpose of Twitter was for users to have a forum to share information, 
launch and expand careers, to connect businesses and reach customers, to build brands, 
and to report the news, all in real time. The founders of Twitter quickly learned that this 
phenomenon of real-time tweeting could be the most sought after source of information 
on the web. Live events would first be reported by Twitterers, and Twitterers would go to 
Twitter first to find this valuable information. 

As millions of people have joined Twitter, the purpose of the site has evolved, based on 
the users’ preferences. Some users use Twitter for its originally intended purpose, while 
others use Twitter more recreationally or socially. Either way, Twitter is a large social 
network that writers can use effectively to market themselves, while avoiding the pitfalls 
of “bad” tweeting. 

Many of us are very aware of “bad” tweeting. This is tweeting writers groan about when 
I mention that they should use Twitter as part of their marketing strategy. Please hear 
me on this: I TOTALLY AGREE. I don’t care if you ate a banana for breakfast and I really 
don’t want you to update me every time you have to go to the bathroom. This is “bad,” or 
useless tweeting, in my opinion. If writers are going to engage on Twitter for the purpose 
of branding or marketing, they should avoid this “bad” or useless tweeting. Instead, 
writers should strive to have tweets that promote their business and build their brand. 
They should tweet with purpose.  

Some great examples of “good” tweeting, or tweeting that promotes a brand or business, 
follow:

• President Obama’s tweets during his 2008 election campaign—his tweets shared 
information on certain issues, solicited donations and told voters where he would be 
on a given day. 

• Musicians, Artists, Writers—promote their own performances, exhibits and work. They 
use Twitter to brand themselves and drive traffic to their websites.

• Zappos.com, Comcast Cable, JetBlue—solicit customer feedback, build transparent 
brands by allowing customers to share good and bad information while answering 
this feedback with a good dose of customer service.

• Live tweeting—Amber alerts, news updates, disaster information and entertainment 
alerts. Some examples include—Updates on an earthquake in Haiti where news crews 
have no access; updates on breaking weather such as a tornado sighting;  behind-the-
scenes updates such as Grammy nominees or NFL draft picks where only privileged 
observers are invited. All of this information is relevant because it is tweeted in real-
time. The faster you get this information, the more valuable it becomes.  

Obviously, we will be using Twitter as the musicians, artists and writers use Twitter. Use 
Twitter as a tool to brand yourself and drive traffic to your website. You want to use 
Twitter to get contract work. Use Twitter to share relevant information that has a purpose!
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Good Versus Bad Tweeting
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Knowing tweets serve a purpose, the next objection is: “Why use 
Twitter? Isn’t it redundant?” Many people point out that they would 
rather update their status on Facebook, which we have learned 
essentially serves the same function as Twitter. Both the Status Bar in 
Facebook and the entry bar on Twitter ask similar questions: “What’s 
happening?”; “What’s on your mind?”; “What are you doing?”. The idea 
is that you share whatever is on your mind on these social networking 
sites. We talked about how to use the Facebook Status Update in the 
Facebook chapter to effectively market yourself and your blog/website. 
Do the same with Twitter. 

The audiences of Facebook and Twitter are different. On Facebook, your 
connections are called Friends. There is an assumption that you know 
these people. However, on Twitter, connections are called Followers. 
The idea of Twitter is that you “follow” people’s tweets and they “follow” 
your tweets, but you don’t have to know this person. You can follow 
someone because she is an expert. You can follow someone because 
he provides technical writing or editing tips that you find useful. This 
opens up more possibilities for branding just by following certain types 
of tweeters. As people come to your Twitter page, they will be able to 
see who you follow and who follows you. Having a number of writing 
experts as followers builds your brand as a writer.

Why use Twitter? Isn’t It Redundant?

KeY TeRMS:

Follower— Those 

Twitterers who are part 

of your social network. 

Followers have chosen 

to “follow” or pay 

attention to your tweets 

(Comm). 

Another difference between Facebook and Twitter is the access other Internet users have to 
your Twitter account versus your Facebook account. Facebook is much more private than 
Twitter. Unless you set your Twitter privacy settings to “protect my tweets,” all of your tweets are 
broadcast on the Internet to anyone who might search for the subject matter you have tweeted 
about. Twitter feeds a number of search engines with users’ tweets. Each tweet actually has 
its own unique URL address, so that Internet users can view your tweets searching by subject 
matter. Let’s say that you tweet about a freelance job where you built a travel guide for Rwanda. 
Someone searches for “freelance writer, African travel” and your tweet comes up in her search. 
Twitter affords us the opportunity to connect with people who don’t already know about us, or 
our skill sets. It is a great opportunity for marketing.  

With Twitter, you can make connections with people you don’t know and hopefully, garner some 
business from people you don’t know. This is the beauty of the 140 character site. It expands your 
potential audience (Fitten, Gruen, Poston).
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Assuming that you have the ability to set up your own Twitter account and use the 
site effectively, I will define certain terms that are important to understand and 
talk about some of Twitter’s functionality, but the primary purpose for this “How 
To” section is to provide tips on how to use Twitter as a marketing tool. If you need 
some help setting up a Twitter account or you need help navigating the site, look 
at the Works Cited portion of this book for a number of references. My favorite is 
Twitter for Dummies.

Set up a Twitter Account and Profile.

First, you should set up your Twitter account and Profile.  This will involve picking a name 
for your Twitter account and creating a short biography (bio) that will be displayed on your 
Profile page. Set up a personal Twitter account with your first and last name as well as a 
business Twitter account with the name of your business. For example, I have both: www.
twitter.com/leannedeason and www.twitter.com/thetigerlilies. It is important for you to get 
all of your Twitter accounts set up with the same email address and this can be a bit tricky. 
Getting both Twitter accounts connected with one email address is important because you 
don’t need an additional email account to manage. 

how To Twitter:
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Twitter will not let you associate the same email address with multiple Twitter accounts. If 
you try to do this when you set up additional accounts, you will get an error that says “Email 
has already been taken.” However, you can work around this if you have a Gmail address or 
a Google Apps email address. Gmail will ignore extra periods (.) in your Gmail address. For 
example, if you send mail to leanne.deason@gmail.com and leann.e.deason@gmail.com, I will 
get both of those emails in my original account. This construction will also work when setting 
up additional Twitter accounts. Set up your personal account and your business account using 
this address construction (Agarwal). 

There is also another workaround option with Gmail. Gmail will allow you to obtain another 
valid email address that uses the domain, “googlemail.com.” So if you have two usernames on 
Twitter, like www.twitter.com/leannedeason and www.twitter.com/thetigerlilies you can use 
those two different email address that both feed to the same Gmail account. If you don’t have 
a Google Apps email or Gmail account, it is worth considering. 
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Customize Your Profile

In the same way that you customized your Facebook profile, you will need 
to do the same with your Twitter account. An advantage to Twitter is that it 
allows you to customize your page much more dramatically than Facebook. 
You should use the same visual elements that you have used on your website 
like a logo, certain colors, or certain fonts to establish a connection between 
these different tools. There are many resources that could help you with this, 
so check the Works Cited page for more information. This customization 
process is essential in building your brand and being consistent with your 
brand.

Your brand should be consistent across all of the different tools you use and visitors to 
these different sites should immediately recognize your brand.  The Angry Czeck and The 
Tiger Lilies are both examples of Twitter accounts that have included this integration. 
Below are screen captures of our Twitter accounts:
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Customizing your profile also means uploading an accurate bio. When a Twitterer 
considers following you, he will most likely look at your bio. Unlike Facebook, which 
has a 200 character limit, Twitter’s is, obviously, shorter: 160 characters to be exact. 
Shorten your brand statement created earlier to fit this character limit and put it in 
the bio section of your profile. Make sure to include the key words that distinguish 
you as a writer in this bio. When we talk about Twitter Search later in this chapter, you 
will see how using these key words will be very important.  

Here is my Brand Statement:

I’m Leanne Deason, a freelance, technical and creative writer. I have an 
expertise in sales and marketing and writing with new technologies. I 
love Diet Dr. Pepper and Elvis and I also write The Tiger Lilies. 

Here is my Twitter Bio for leannedeason:

I’m a freelance, technical and creative writer. I love Diet Dr. Pepper and 
Elvis and I also write The Tiger Lilies. 

Here is my Twitter Bio for TheTigerLilies:

I’m a freelance writer with (gasp!) technical and creative writing 
expertise. And I’m for hire. 
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Find Followers on Twitter

As we stated earlier, your Followers on Twitter aren’t necessarily people you know personally, 
but they could be people you know professionally or people who will help to build your brand 
as a writer. Here are a few tips I’d like to give you about building your Followers and being a 
Follower yourself:

1. Remember that anyone who visits your Twitter account can see who you follow. This 
can be good and bad. Good: You want people to associate you with other writers 
and professionals. If you are building your brand around writing, technology and 
travel, you should be following these types of Twitterers. Bad: You don’t want people 
to associate you with people that do not complement your brand. For example, you 
probably do not want to follow an adult-film star or a radical terrorist group. (I have 
given some extreme examples, but choose who you follow carefully. This will have an 
impact on your potential clients.) 

2. Use www.twellow.com and Twitter Search to find people to follow. www.twello.
com is like the Yellow Pages for Twitter and searches bios and tweets to pull content 
related to keywords used for search. You can find people to follow using this third-
party tool. For example, I searched “freelance writer” and found a number of people 
to possibly follow. Similarly, you can use the Twitter Search function, which allows 
you to search for people and specific content. You should search using the keywords 
that describe your brand. For instance, I might search:

• Technical writing

• Freelance writing

• Social Media

• Technology 

Carefully select people to follow that will help you build your brand and 
give you good information through their tweets. It is also important, as 
I mentioned earlier, to make sure that your bio speaks to your brand, 
using keywords that people might use to search for you. 

3. Pay attention to the “@ Replies.” 

First, an “@ Reply” message is a function of Twitter that allows users to respond to a 
certain Twitter post. You can do this by starting your tweet with the @ symbol plus 
the handle of the person you are responding to. For example, I might respond to my 
friend,  “The Hollywood House Wife” by starting my tweet: @hollywoodhwife: “Thanks 
for your post, it helped me understand the Twitter lingo!”

The reason it is important to pay attention to these @Replies, is that you might find 
someone you would like to follow based on who your Followers are following. One of 
my friends will see that I replied to HollywoodhWife, and might decide to follow her 
as a result. 
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Connect Your Twitter Account to Your Mobile Phone

Most social networking tools have the functionality that allows you to connect them with 
your mobile phone or your Smart phone. This is a very useful function, especially with Twitter, 
because it allows you to post tweets from anywhere, even if you don’t have access to the 
Internet.  You may be attending a technical writing conference and find a tip that would be very 
useful to your Followers or you might find something worth sharing while reading a magazine 
on an airplane. (When mobile phone use is allowed, of course.) 

Here are a few different ways to use your Twitter account through your mobile phone or Smart 
phone:

1. Send tweets using SMS text messaging:

• This is the easiest way to connect to Twitter with your mobile phone. But 
first things first, make sure you have an unlimited text-messaging plan or 
your monthly bill may end up skyrocketing. 

• Next, go to your “Settings” tab on Twitter, then to the “Mobile” tab and enter 
your cell phone number to allow Twitter to send and receive text-message 
tweets to/from your phone and hit “Save.” 

• Now you can send a text message tweet to Twitter by sending your 
messages to the code, “40404.” 

• Be aware that the text message character limit on mobile phones is 160 
character, while Twitter only allows 140 characters for tweets. Be sure to 
monitor this as you send text message tweets. 

2. Receive tweets from the people you follow on your mobile phone: 

• To receive a text message when someone you follow tweets, go to your 
“Settings” page, then the “Mobile” tab. Click the “On” button on the right 
hand side of the page to indicate that you will allow tweets from the people 
you follow to go to your mobile phone.
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• Next, you have to manually select those people that you follow by 
clicking the “phone” option on their Profile page. (You will probably 
follow a number of people and you don’t want all of these tweets 
going to your mobile phone.) To do this, go to the person’s Profile 
page. You will see a “phone” option at the top of the page, click on 
the phone image to turn this option “on.” You will now receive a 
text message every time this user tweets. 

• I suggest that you do not enable this feature with too many people 
that you follow. (Personally, I have not activated text messages 
for anyone that I follow. I have chosen the “mobile app” or mobile 
application option, discussed below.) 

3. If you have a Smart Phone, download a Twitter App.

I prefer to get tweets from the people I follow only when I’m thinking about 
it. So I have downloaded a Twitter app to my iPhone. This allows me to 
connect to Twitter without the Internet, while not interrupting my day with 
a million text messages.  I downloaded the free app “Twitterific.” 
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What Should I Tweet?

Now that you have set up your Twitter account, you need to know what you 
should actually tweet. This is one of the most important aspects to building 
your brand on Twitter. If you don’t remember anything else about Twitter, 
remember this: Everything you tweet should have a purpose and it should 
provide value to your Followers. Your tweets should build your brand, nothing 
else. 

There are a number of different ways that you can provide value to your Followers and 
build your brand through the content that you tweet. First, you should develop a niche 
for tweeting. Like many of the other people on Twitter, you should establish yourself as 
the expert on something and tweet about it. You may decide that you will use Twitter 
exclusively to post links to your blog entries.  No matter what niche you choose, the goal 
of using Twitter is to drive people to your website, build your brand, and obtain new work 
for yourself as a freelance writer. Here are some quick tips on developing tweets that will 
help you as you start twittering:

1. Include links to your blog posts in your tweets. 

This is one of the most powerful ways to use Twitter because people can click 
on the link you provide and are directly linked to your blog. You need to include 
the link to your blog and some context about the post that you are tweeting 
about. You only have 140 characters to share the link and it is important that 
your link does not take up all of these characters. Here is a tip that will enable 
you to shrink the link to your blog post so that you can give your Followers a 
little context, as well. Use a URL shortener. There are many of these out there, 
but the one I like to use is: http://tinyurl.com. 
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Here is an example of what http://tinyurl.com will do to your blog post URL. It took my 
URL from 78 characters to 26. 

So, I might tweet, “A Tiger Lily tribute to another writer: http://tinyurl.com/y8qdsgt , 
Sallinger style.”

2. Use the “Retweet” function to share tips from other Twitterers. This is a good 
way to build your brand and show others on Twitter that you are a writer. Find a 
good post from someone you follow and retweet it. This is easy to do. On your 
Twitter Home page, go to the person’s tweet. At the bottom right hand side 
of the tweet, there is a button that says “Retweet.” Click this button and then 
confirm. 
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3. Use the @ Reply function we discussed earlier in this chapter to respond to your 
Followers. This creates conversation, builds transparency with potential clients and 
ultimately builds a relationship-based trust. Below you can see how Grammar Girl 
replies to her Followers. 

4. Twitter also provides a list of “trending topics” 
on the right-hand side of your Home page. 
This indicates the popular topics that people 
are tweeting about and searching. If someone 
is already searching for “Valentine’s Day” 
you could tweet about Valentine’s Day. You 
might even want to write a blog post about 
Valentine’s Day and then tweet about your 
blog post. 

All of your marketing tools are set up and you know 
what you should do and how you should do it. There is 
one last step in making all of these tools work for you 
and that is—integration. Integrating your tools will help 
you to use Facebook, LinkedIn, Twitter and your blog/
website efficiently. Spend your valuable time working 
on freelance writing work, not updating your marketing 
tools. 



Chapter 11: Integrating all of 
Your Marketing Tools

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand what it means to integrate your brand

• Understand an RSS feed



Integrating all of Your 
Marketing Tools

Integration is one of the best marketing strategies. By 
integrating all of your marketing tools to have the same look 

and say the same things, you are creating a consistent brand 
that clearly communicates who you are and what you do to your 
potential clients. We have already talked about integrating our 
brand throughout all of the different media tools by including 
similar design elements and delivering a consistent brand 
statement on each tool. The next step to successful integration is 
establishing the management of these tools. 

RSS stands for Really Simple Syndication or Rich Site Summary.  
To understand an RSS feed, think of it as TiVo (or a DVR) for your 
computer. TiVo and DVRs work through your cable television 
box to record your favorite programs. They recognize when your 
shows are on and automatically save them so you can watch at 
your convenience. RSS functions in much the same way. An RSS 
aggregator monitors your favorite websites, blogs and podcasts 
for new content and collects the new information for you to 
view at any time. Rather than having to visit each of your favorite 
sites to see what’s new, you can visit your RSS aggregator (also 
known as an RSS reader) to see all of the new content from all of 
your favorite sites. 
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KeY TeRMS:

Really Simple 

Syndication (RSS)—a 

family of web feed 

formats used to publish 

frequently updated 

content such as blog 

entries, news headlines, 

and podcasts in a 

standardized format. 

It’s like TiVo for your 

computer (Wikipedia). 

Really Simple Syndication (RSS)



RSS: A “Push” Technology 

As Brown, Huettner, and James-Tanny point out in Managing Virtual Teams, RSS is a 
“push” technology, meaning that new content is pushed out to audiences as soon as it’s 
posted. This is different than “pull’ technologies which require the user to seek out and 
request information (285). For example, a static webpage would require the user to log in 
periodically to check for new content, but an RSS-enabled webpage would send a feed 
containing the new content directly to the user. You may need to do a little research of your 
own in order to set up your RSS Reader. The Google Reader is a good one and is used for the 
examples in this chapter.

Follow these steps to set up an RSS Reader:

1. Sign up for a Reader using one of the following free sites

• www.google.com/reader

• www.bloglines.com

• www.newsgator.com

• http://my.yahoo.com

2. Set up a connection between your reader and your favorite websites. This is called 
“subscribing.”

• Most news sites and blogs allow you to subscribe to their RSS feeds so 
that updates are sent to your RSS Reader.

• Look for the RSS icons on your favorite sites to subscribe to their feeds. 
They may look like one of these bellow:
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Here is an example of a site that I am adding to my Google Reader. There is a small “RSS” 
button on the bottom of the screen. When you add a site’s RSS feed to your RSS Reader, find 
and then click the RSS icon like the one pictured below. 
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After you click the RSS button, one of the following options will pop up to add the site to 
your RSS feed:

• The website may take you to a page filled with HTML code. If this is the case, copy the 
browser’s URL and add it manually to your Reader. Below is a Google Reader home page. 
Click on the “Add a Subscription” button.  The Reader will prompt you to paste the URL 
into the box provided. You will then name the subscription, and it will be added to your 
Reader. 



• For most sites, however, a page similar to the following webpage will pop up when 
you click the RSS button on the site you would like to add to your Reader:

Click on the button for your appropriate reader.  A box will  then pop up that prompts 
you to add this site to your Reader. Google then gives me an option to add this RSS feed 
to my Google homepage or my Google Reader. I choose the Google Reader Option:

Section 2- Online Tools for Marketing Your Brand
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When you click this option, Google will add the feed to your Reader:
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RSS feeds can also link you to pertinent content about pre-selected topics, 
not just websites and blogs. As we discussed earlier in this book, you can set 
up an RSS feed for your name or even your brand name. 

RSS feeds will help you stay organized and help you to use your time wisely. It 
will be important for you to efficiently use your time on the web to keep up-
to-date on different blogs, news sites and even to monitor your own brand. 
RSS feeds are a great tool to help you keep all your media in one place. 
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You do not want to spend hours going from your blog to Facebook to  Twitter updating all 
of your status elements with the same information. Instead, you can set up an account with 
Twitterfeed.com, which will help you integrate your accounts automatically without even 
going to Twitter or Facebook. This is one of the best tips to save you valuable time. The third 
party provider called www.Twitterfeed.com allows you to enable your blog to automatically 
send your blog entries to your Twitter and Facebook accounts. This way, all you have to do is 
create a blog post and your Twitter and Facebook accounts will be automatically updated. 

• First, go to www.Twitterfeed.com and sign up for an account. This will allow you to load 
your blog’s RSS feed to the website. 

• Then Twitterfeed will ask you where you would like this RSS feed sent- i.e. Facebook and 
Twitter. You will be prompted to allow Twitterfeed access to your Facebook and Twitter 
accounts (including your Facebook Pages).  Once you have set up the entire Twitterfeed 
account, each time you post to your blog your Twitter account will receive a new tweet 
and your Facebook Profile page and business Page will receive a new status update. 

Link it all to LinkedIn

Twitterfeed.com
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To complete this integration, update your LinkedIn Twitter settings to allow any of your 
tweets to update to your LinkedIn account. You can do this by going to your LinkedIn 
Profile Page, clicking on the Twitter link, and then “edit.” This will take you to the “Twitter 
Settings” page. Be sure to select, “Yes, share all tweets” from the “Share your tweets with 
your LinkedIn status” section. This completes your social networking integration. 

Every time you update your blog, your Twitter account, Facebook account and LinkedIn 
account will all be updated automatically. 

Your email Signature

The third integration strategy is to put your Twitter name, LinkedIn URL and your Website 
URL in your email signature.

One of the easiest ways to promote your Twitter account is to put your Twitter name in 
your email signature. This will accompany your website URL as well as your LinkedIn Profile 
URL and tells people who you are emailing where they can find more information about 
you. 

If you have made it this far and you have actually followed through with setting up your 
website portfolio, a Facebook, LinkedIn and Twitter account and integrated your tools, you 
are equipped for success. 

The next chapter is for those of you who have begun marketing yourselves online. It’s not 
just enough to set all of these tools in motion, you need to measure your progress, and 
possibly adjust some of your tactics. 



Chapter 12: Measurement

BY The enD OF ThIS ChAPTeR YOu ShOuLD Be ABLe TO

• Understand the need to measure your online efforts

• Understand the different analytical tools available for measurement

• Understand the different search engine optimization tools available for 
measurement
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Measurement

One of the smartest things you can do when marketing “Brand You” is to periodically 
measure the success or failure of your marketing tactics. From the moment you launch 

your website you should set a “measurement schedule.” I have determined that I will measure 
my website every Tuesday. This is the day of the week that I have also decided to update my 
blog, so I will just spend a few extra minutes going over the success or failure of some of my 
tactics that I have implemented to drive people to my website. 

Here are the tactics I included in my marketing plan at the beginning of this book:

• Use a personal website or blog as a portfolio to interact with potential clients. 

• Use Facebook, Twitter, and LinkedIn to drive potential clients to the website. 

• Use RSS feeds to stay up-to-date with current market intelligence. 

• Use search engine optimization to adjust tactics and measure performance. 

The second tactic includes using Facebook, Twitter and LinkedIn to drive potential clients to 
my website. I need to know if my efforts on Facebook, Twitter and LinkedIn are actually leading 
potential clients to my website. If they are not, I need to adjust my tactics. 

In order to evaluate your website’s performance, you need to first apply some analytical tools 
to your website. WordPress automatically provides you with these analytics that can be seen 
on your “Dashboard.” If you are not using WordPress, one of the best analytics sites that you 
can apply to your website is Google Analytics. To use this tool, you will need a Google account, 
which you will already have if you used Gmail to set up your Twitter account. 

Google Analytics and the WordPress Statistics page provide you with a lot of information 
including (but not limited to) the following:

• Number of visitors per day

• Number of page views per visitor

• Most popular pages visited

• Traffic sources- search engine, direct traffic or referring sites
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Here is a screen shot of what the Google Analytics dashboard looks like for an old website of 
mine, www.rldeason.com. The following dashboard shows the number of visitors that came to 
my site, the key words they searched to get to the stie and where the visitors came from. 

Google Analytics and WordPress Statistics:

After reviewing the analytics from your measurement page, ask yourself the following 
questions:

• Am I consistently increasing the number of visitors to my site?

• How did these visitors get to my site? (Search engine, direct traffic, 
referring site?)

• What tactics have I used that are increasing the number of visitors? 
(Facebook, LinkedIn, Twitter, etc.)

• What pages are my visitors viewing?

• What can I do to improve my statistics?
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Here is a screen shot of my WordPress Statistics page for www.thetigerlilies.com. 

The WordPress Statistics page shows a huge spike in visitors to my website on March 
5th. This is the day I posted a Status Update about my latest blog post on Facebook. 
These analytics show that posting a Status Update on Facebook about a blog post is a 
successful tactic to drive people to my website. 

Next, I found that most of the visitors visited my Home page, (which is where my most 
recent blog post resides) followed by the About Me page. This information has led 
me to adjust my site in order to drive more people to my Contact Me page. I decided 
to put a link on the About Me page to the Contact Me page and to include my email 
address on the About Me page. I will continue to monitor the traffic to my site and 
measure which pages the visitors view. Hopefully this adjustment will lead more 
people to contact me about employment. 

I added a link to my 
contact page by allowing 
visitors to click on my 
photo. 
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But WordPress and Google Analytics do not give a complete 
report on how to improve Search Engine Optimization. In order 
to understand how my site is performing with search engines, 
I have employed a number of other tools that deal specifically 
with this issue. 

Earlier in the book I discussed search engine optimization. 
Search engine optimization is the process of improving the 
volume or quality of traffic to a website from search engines via 
“natural” or un-paid (“organic” or “algorithmic”) search results 
(Wikipedia). 

 Google, Yahoo and Bing (all search engines) all offer tools that 
help with search engine optimization. What these tools do that 
Google Analytics or the WordPress Statistics Dashboard do 
not, is they allow you to upload a site map which will allow the 
search engines to understand and crawl your site with better 
efficiency. 

These search engine optimization tools will provide you with 
statistics that include top search queries, sites that link to your 
website, search engine crawl errors and keywords used on your 
site that might be used for search. To set up these tools, you 
will need an account with each of these providers. Here are the 
names of the Search Engine Optimization tools available:

• Google- WebMaster Tools

• Yahoo- Yahoo Site Explorer

• Bing- Webmaster Central

For more information on search engine optimization, please see 
the Works Cited page. There are many different tactics you can 
employ to improve your site’s searchability. What is important 
is that you set something up to monitor your success or failures 
and then adjust your tactics accordingly. 

Search engine Optimization Tools:

KeY TeRMS:

Site map— A site map 

(or sitemap) is a list 

of pages of a web site 

accessible to crawlers or 

users. It can be either a 

document in any form 

used as a planning tool 

for web design, or a 

web page that lists the 

pages on a website, 

typically organized in 

hierarchical fashion. This 

helps visitors and search 

engines find pages on 

the site (Wikipedia). 



This concludes the Freelance Writer’s Guide to Marketing Online. By the 
time you have all of your branding elements together and your tools in 
place, you will be positioned for success. For more information please 
see the Works Cited page or contact me directly at:

leanne.deason@gmail.com

http://www.thetigerlilies.com

http://twitter.com/leannedeason

http://www.linkedin.com/in/leannedeason

http://www.facebook.com/leanne.deason

http://www.facebook.com/pages/The-Tiger-Lilies/307036195217?ref=ts
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Glossary
Answers Page (LinkedIn— a section on LinkedIn that allows for a question and answers forum; 
this section allows professionals to exchange expertise 

Blog— (a contraction of the term “web log”) a type of website, usually maintained by an 
individual with regular entries of commentary, descriptions of events, or other material such as 
graphics or video. Entries are commonly displayed in reverse-chronological order. “Blog” can also 
be used as a verb, meaning to maintain or add content to a blog

Brand—a name, term, design, symbol, or any other feature that identifies one seller’s good or 
service as distinct from those of other sellers 

Brand equity— The value of a brand. From a consumer perspective, brand equity is based on 
consumer attitudes about positive brand attributes and favorable consequences of brand use 

Categories (Blog categories)— a collection of topic-specific posts 

Connection (LinkedIn Connection)— a person who is part of your LinkedIn network 

Domain name— an identification label that defines a realm of administrative autonomy, 
authority, or control in the Internet. Domain names are used in naming and addressing contexts

Follower (Twitter)— those Twitterers who are part of your social network; followers have 
chosen to “follow” or pay attention to your tweets 

Freelance Worker— typically a writer, designer, or artist who is self-employed and isn’t 
committed to an employer for a long period of time and usually works on a contract-basis  

Friends (Facebook Friends)—any Facebook member that has agreed to connect with you on 
Facebook 

Groups (Facebook)— a Facebook Group is a handful (or more) of members who share a passion: 
knitting, writing, parenting, HTML coding, etc. Groups were designed to help people share 
information, tips and advice 

Groups (LinkedIn)— private forums that are centered around a common theme or background 
such as university alumni or people who used to work at the same company 

LinkedIn— a social network designed for business professionals and business owners that was 
launched in May 2003 

Marketing— marketing is an organizational function and a set of processes for creating, 
communicating, and delivering value to customers and for managing customer relationships in 
ways that benefit the organization and its stakeholders 

Marketing Plan—a document composed of an analysis of the current marketing situation, 
opportunities and threats analysis, marketing objectives, marketing strategy, market tactics, and 
projected or pro-forma income (and other financial) statements



Microblogging— the niche of social media that encompasses Twitter, microblogging is a 
blog feature that is limited to a very small amount of characters, for instance, 140 characters 

Phishing Attacks— in the field of computer security, phishing is the criminally fraudulent 
process of attempting to acquire sensitive information such as usernames, passwords and 
credit card details by masquerading as a trustworthy entity in an electronic communication

Portfolio—an organized presentation of an individual’s education, work samples, and skills

Profile Page (Facebook)— a Facebook profile is a collection of facts about you: everything 
from where you went to school to how old you are. All your Facebook friends can see your 
Profile and all of your Profile’s details 

Profile Page (LinkedIn)—a page on LinkedIn where you can summarize your professional 
and business accomplishments. It is similar to your resumé 

Really Simple Syndication (RSS)— web service that automatically checks a series of “feeds” 
for new items on an ongoing basis, making it possible to keep track of changes to multiple 
websites in real time through one application 

Recommendations (LinkedIn)— a unique feature to LinkedIn, the Recommendations section 
allows for third-party endorsements to be given to LinkedIn members by their connections 

Search engines— web tools designed to search for information on the World Wide Web. 
The search results are usually presented in a list of results and are commonly called hits. The 
information may consist of web pages, images, information and other types of files 

Search engine Optimization (SEO)— the process of improving the volume or quality of 
traffic to a website from search engines via “natural” or un-paid (“organic” or “algorithmic”) 
search results

Service Providers (LinkedIn)— a section of LinkedIn that serves as a “Yellow Pages” of sorts 
for all types of service providers including writers, editors, graphic designers, plumbers, etc. 

Site map— a site map (or sitemap) is a list of pages of a web site accessible to crawlers or 
users. It can be either a document in any form used as a planning tool for web design, or a 
web page that lists the pages on a website, typically organized in hierarchical fashion. This 
helps visitors and search engines find pages on the site

Social Media— media that uses the Internet and web-based technologies to disseminate 
information through social interaction, created using highly accessible and scalable 
publishing techniques

Social network— an online social network service focuses on the building and reflecting of 
social networks and social relations among people, e.g., who share interests and/or activities. 
A social network service essentially consists of a representation of each user (often a profile), 
his/her social links, and a variety of additional services. Most social network services are web 
based and provide a means for users to interact over the Internet

Resources
G

lo
ss

ar
y



Summary (LinkedIn)— a section of a LinkedIn user’s Profile Page that appears in the top third of 
the profile. The summary section allows a user to succinctly supply information including who he 
is, what he has accomplished and most importantly, what he is looking for on LinkedIn 

Tags (Blog tags)—used in blogs to identify the type or types of content that makes up a 
particular post 

Tweet— a noun or a verb that describes the 140 character update Twitterers put up on the 
Twitter social network. The message is a “tweet,” and you can “tweet” your message 

Twitter— this is a noun and a verb. As a noun, Twitter is a free social networking and 
microblogging service that enables its users to send and read messages known as tweets. As a 
verb, Twitter can mean the act of participating on Twitter 

Twitterer—the Twitter user 

Voice— the controlling presence or “authorial voice” behind characters, narrators or personas of 
literature. It is also described as the implied author. The particular qualities of the author’s voice 
are manifested by her or his method of expression (an ironic narrator, a lyric persona), specific 
language, and so forth

Web hosting Service— a type of Internet service that allows individuals and organizations 
to make their own website accessible via the World Wide Web. Web hosts are companies that 
provide space on a server they own or lease for use by their clients

Webmaster— also called a website administrator or site author, Webmaster is a term that is used 
to refer to the person responsible for maintaining a website’s content

Website— is a collection of related web pages, images, videos or other digital assets that are 
addressed with a common domain name or IP address in an Internet Protocol-based network. A 
website is hosted on at least one web server, accessible via a network such as the Internet 
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