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Praise for 
Branding Yourself

“Branding Yourself is a good beginner’s guide on how to build an online presence using
social networks and blogs that will turn you into a thought leader or expert or just get
you a job.”

—Dan Schawbel, #1 International Bestselling Author of Me 2.0

“The biggest problem most people have with embracing the power of online network-
ing and personal brand building is they don’t know where to start. Erik Deckers and
Kyle Lacy take out the guesswork and roll the dice with platforms to find the right
combination for you in this book. The book is a recipe for success...your success.”

—Jason Falls, SocialMediaExplorer.com

“In this exceedingly useful book, Erik Deckers and Kyle Lacy provide step-by-step
guidance for building and maintaining powerful personas. With wit, wisdom, and
numerous expert tips, Branding Yourself is the new roadmap for navigating the some-
times complex world of personal branding. If your best marketing plan is you (and it
is), then Branding Yourself should be your playbook.”

—Jay Baer, Coauthor of The NOW Revolution:
7 Shifts to Make Your Business Faster, Smarter, and More Social

“Our parents taught us to find a great job with benefits, put money toward retirement,
buy a home, and work hard, and you’ll reap the benefits. Our parents were wrong. The
job market was downsized; the retirement account was ransacked; the house lost its
value; and working hard has only put you in the unemployment line. Those who per-
sonally branded themselves were able to capitalize on the down-turned economy, and
their businesses exploded. Erik Deckers and Kyle Lacy are providing you the blueprint
for kicking off your brand and effectively leveraging online technologies to transform
your future. [This book is] a must read.”

—Douglas Karr, Founder of the Marketing Technology blog,
CEO of DK New Media,

and Author of Corporate Blogging for Dummies

“In an environment filled with philosophy, platitudes, and ‘30,000-foot views,’ Erik
Deckers and Kyle Lacy give us a refreshing how-to guide for actually doing something
meaningful through social media. Here’s a trustworthy book to help you (and me) take
real action to leverage emerging tools to create customers and make them happy!”

—Trey Pennington, Entrepreneur, Story Prospector,
Author of Spitball Marketing
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Foreword
I’m imagining that you’re standing in the aisle of your local bookseller, or at your
local library, or you’re flipping through these pages on Amazon, and you’re wonder-
ing: Should I read this book? And, I suppose you might be looking to me for clues
and insight: Well, should I?

Look, you’re busy. So, rather than feed you a bunch of bloated text about what a
gem this book is and how genius its authors are, I’m going to keep it simple and
direct and give you an easily digestible five reasons why I think this book may be
important to you.

Five Reasons This Book Rocks
The truth is I do believe this book is a marvelous means by which to help someone
understand how to build and sustain a meaningful network through the smart use
of both online and in-person networking tools and opportunities. (And by “some-
one,” I mean practically anyone, from a teacher to a high-tech marketer, from a
cook to a CEO to a candlestick maker.) But borrowing a page from Erik and Kyle’s
book, I’d rather show you than simply tell you, so you can see for yourself what I
mean.

1. Online tools like Twitter, blogging, LinkedIn, Facebook, and so on
have created an enormous opportunity for individuals to build their
reputations and create networks with unprecedented reach. No
longer are you confined to do business or create relationships with peo-
ple you know in “carbon form,” as my friend Mitch Joel calls face-to-
face meetings. Instead, you can grow your network exponentially, with
people from all around the globe. Yeah, but how? And what’s the best
way to connect? Well, that’s what this book tells you.

2. Wait a sec…Twitter? Isn’t Twitter just a bunch of people talking
about the burrito they just ate for lunch? Yes, Twitter. And umm, no;
it’s not just about lunchtime menus. Twitter is a much richer experience
for those who know how to leverage it. As Erik and Kyle say, “Do you
care about 150 million people paying attention and understanding your
message?” That’s why you should care about Twitter.

3. Your content is your key differentiator online. This theme is a back-
bone of the book (and it’s also the major thrust of a book I wrote as
well): The “content” you produce across every social platform— what
you say on Twitter, what you post and how you interact on LinkedIn
and Facebook, and what you say on your blog (and how you say it)—is
the key way you can begin to build an online reputation and “promise”

xii
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to your would-be clients, customers, or potential employer. It’s also a
key way to differentiate you from your competition, especially if you
have a compelling, interesting, and wholly authentic point of view.

4. Authentic equals passion (and passion is everything). It’s one thing to
show you how to leverage online tools, in-person networking, and pub-
lic speaking tactics. But, the authors say what really makes the use of
such tools and tactics authentic is when you apply them to your own
passions—in other words, when you figure out what it is you love best
and share it with your own growing community! “Authenticity” might
be one of those amorphous, squishy words that can be hard to under-
stand, but its meaning and value becomes much clearer when you start
to think about it in the context of your passion and how you communi-
cate it to those around you, both online and in-person.

5. Finally, this book is not another boring business book. Erik and Kyle
made me laugh out loud with their asides, comments, and analogies.
I’m a sucker for a those who write about business with both humor and
honest empathy—in part because it gives you a sense of the real people
behind this book and in part because it’s flat-out a whole lot more fun
to read.

So, there you go: five compelling reasons. Should you read this book? Add them up,
and they equal a resounding “Yes!”

Ann Handley

Chief Content Officer of MarketingProfs and coauthor of Content Rules: How to
Create Killer Blogs, Podcasts, Videos, Ebooks, Webinars (and More) That Engage
Customers and Ignite Your Business (ISBN: 9780470648285 ,Wiley, 2010)

xiiiForeword
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1

Welcome to the
Party

A story.

When Erik Deckers moved to Indianapolis in 2006, he
knew one person. When an expected job didn’t quite
work out, he searched for another, relying on job boards.
He finally found a job at the Indiana State Department of
Health.

Erik worked there for nearly 16 months and got to know a
number of people in the agency and a few people in other
agencies. Rarely, however, did he ever have the opportu-
nity to work with people on the outside. Consorting with
the private sector was almost frowned upon, and attend-
ing business-related events during work hours was not
allowed. Needless to say, Erik’s professional circle was
limited to his co-workers and a few journalists around the
state.

When Erik left for a private sector job in 2007, selling
direct mail services (interestingly, he got this job through
the one guy he knew when he moved to Indianapolis), he
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realized the people he knew in his old job weren’t going
to help him in his new efforts, at least not right away.

So, rather than spending every day on the phone, Erik
started attending Rainmakers meetings (a local network-
ing organization), a business book club, and the
Chambers of Commerce in Indianapolis and Fishers, a
suburb to the northeast. He attended at least two and
sometimes three events a week, at 7:30 in the morning, or
5:00 in the afternoon. The idea was that by meeting other
people in the business world, he could learn about new
opportunities, meet possible new clients, and find new
partners who can act as evangelists, a sort of “freelance
salesperson” to their clients.

At the same time, he attended a half-day seminar on
social media and blogging put on by a local Internet mar-
keting company. Erik had been blogging infrequently up
until that point, but he began to take it seriously. He stud-
ied blogging by reading other blogs and books about
blogging and trying some of the new ideas and tech-
niques he was learning.

As part of his networking, Erik would have coffee or lunch
with people he met. He tried to learn as much about them
as he could and asked if they could refer him to anyone
else who would be interested in learning about his serv-
ices. Many times, they asked about blogging and social
media, and he would tell them as much as he could. He
spent a lot of time online, blogging, promoting his blog,
and communicating on Facebook, LinkedIn, and Smaller
Indiana, a niche social network.
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Those connections have led to many opportunities—
sales, speaking opportunities, blogging opportunities, a
job, and even this book—that never would have hap-
pened if Erik had limited his job search to just the job
boards—and especially if he hadn’t drunk enough coffee
to float a battleship.

When Kyle and Erik were discussing how to write this
book, Kyle said, “We need to write it for you, the you from
2007. We need to tell that guy how to brand himself and
promote himself online.”

What Is Self-Promotion?
Self-promotion is just what it sounds like: promoting yourself, your events, your
accomplishments, your victories, and even your defeats, problems, and lessons you
have learned. You do it so you can increase your visibility to and awareness by oth-
ers, increase traffic to your website, increase sales, and get more speaking opportu-
nities, exhibitions, and gigs—more of whatever it is you’re looking for.

You promote yourself so you can get even more opportunities, which you can then
tell people about.

Self-promotion is also called “branding yourself,” because that’s really what it has
become. (That, and it’s what we wanted to call the book.) In fact, we prefer to think
of it as personal branding, because you need to think of yourself as a brand, just
like Coca-Cola, McDonald’s, Google, or Facebook.

Why Is Self-Promotion Important?
You can’t count on people calling you out of the blue to hire you, buy your service,
or book you for an event if they don’t know about you. The only way to get people
to know who you are and what you do is to tell them. And you want to tell as many
people who are actually interested as you can.

Self-promotion will help you make those important connections that will further
your career and improve your professional standing. It can be as simple as intro-
ducing yourself to the organizer of a conference and telling her you are interested
in speaking at her next conference, or it can be as involved as writing a book or two
and then spending a day emailing every conference organizer you can to get as
many speaking deals as you can.
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@kyleplacy: Is that a shot at me?

@edeckers: No, not at all, Mr. I-Don’t-Have-Time-

for-Lunch-Today.

What Self-Promotion Is Not
Self-promotion is not bragging or boasting. It’s not being something bigger than
you are. It’s just letting people know who you are and what you do.

It’s perfectly acceptable to promote yourself without looking like an arrogant jerk.
People are going to be out promoting themselves and their personal endeavors and
small businesses. If you’re not, you’re missing out on good opportunities, and others
are going to beat you in the competition. They’re going to sell their art, get their
speaking gigs, get more web traffic, or whatever they’re competing with you for.

What Can Self-Promotion Do for You and Your Career?
Without question, self-promotion can make you successful. And if you’re already
successful, it will make your personal brand huge. You don’t get to be a success
without knowing a lot of people and having a lot of people know you. If you want
to be stuck in a little gray cubicle for your entire career, never rising above lower
middle management, keep your head down and don’t attract attention. But if you
want to make a name for yourself, establish a good reputation, finally get that cor-
ner office, or even own your own successful business, you need to promote yourself.

To do that, you need to be passionate about two things: the work you do, and your-
self. If you’re not passionate about what you’re doing, find the thing you’re passion-
ate about. If you’re not passionate about yourself, seek professional help. The person
you should love the most, admire the most, and treasure the most is you. And when
you have that confidence in yourself, others will see it, too. When you share that
confidence with other people, they’ll feel confident about you as well.

So don’t sit in your cubicle any longer. Figure out what you want to do, make it hap-
pen, and then start telling people about it. Let them know that you are good at what
you do. Let them come to you for answers and information.

Personal Branding
If you ask 100 people what personal branding is, you’ll get 100 different answers.
But the answer we’re going with is that it is an emotional response to the image or
name of a particular company, product, or person.
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Think of some corporate brands you have positive or negative feelings toward:
McDonalds, Starbucks, Coca-Cola, Wal-Mart, Indianapolis Colts, Chicago Cubs, BP.
These brands are popular because they have created a lot of positive feelings in
their fans, even if they also engender negative feelings in their detractors.

Similarly, people have emotional responses when they see you or meet you for the
first time. These responses can be feelings of joy, pleasure, love, dread, fear, or anger.
When they hear your name again, they will either have new experiences and emo-
tions, or they will relive the old ones. The kinds of emotional responses they have
will depend on you.

Note
A brand is an emotional response to the image or name of a particular
company, product, or person.

What Is Personal Branding?
Branding yourself means that you create the right kind of emotional response you
want people to have when they hear your name, see you online, or meet you in 
person.

The “right” kind doesn’t mean being someone you’re not. It’s your personality, your
voice, your interests, your habits—everything about you that you want people to
know. This means that the information you show to other people, the things you
say, and the photos you post should all fit within that theme of your personal
brand.

If you’re a stand-up comic, your brand is “funny.” You want people to see that you
actually are funny, which means posting some of your jokes and posting links to
videos of your routine and even to your blog.

If you’re a freelance graphic designer, your brand is “creative.” You want people to
know you have creative skills, so you’ll show people samples of your work through
an online portfolio, possibly a blog.

If you’re a cost reduction analyst, your brand is “saving companies money.” You can
demonstrate your knowledge by answering questions on LinkedIn, writing useful
articles on your blog, and giving talks to Chambers of Commerce.
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Go Brand Yourself
Ask yourself: What do I want to be known for? What qualities do I want people to
associate with me? What is the first thing I want to have pop in their head when
they hear my name?

Next, create a list of those qualities. Write down everything you can think of in five
minutes, even if you think you’re repeating yourself. Don’t edit yourself, and don’t
leave anything off. This is not a time to be humble or to think, “No one will think
of me that way.” Come up with every adjective and noun you can think of, no mat-
ter how far out or weird it may seem. It may just spur another idea that actually
does fit.

Let’s say your list looks like this:

Creative Funny Interested in people

Musical Well-read Detail-oriented

Networker Outgoing Singer

Knowledgeable Songwriter Teacher

Intelligent Dedicated Organized

From here, you want to start grouping things that are similar. In one group, we have
musical, songwriter, singer, and creative. In another, we have knowledgeable, intelli-
gent, well-read, and teacher. In a third, we have networker, outgoing, and interested
in people.

We can call these groups anything we want, but let’s stick with Musical,
Knowledgeable, and Networker. These groups are the start of branding yourself.
They’re the areas you should concentrate on being known for—the areas that will
define what people know you for. They may know you for more—being a good
cook, a budding actor, someone who’s fun to hang out with at parties—but those are
reserved more for your personal friends, not something you want to focus on, at
least not at the moment. These latter attributes can be an additional side to your
brand once in a while, but they shouldn’t be the main focus of your personal brand.

How to Build Your Brand
The remaining 11 chapters of this book focus on how to build your brand. You’re
going to learn what you need to do to promote your personal brand with each of
the social media tools and real-world events we discuss, whether it’s writing a blog
post, posting messages on Twitter, or giving a speech.

Before you get started, however, you need to understand the foundation of personal
branding.
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The Five Universal Objectives of Personal Branding
Whoever you are, whatever you techniques you use, whomever you want to reach,
there are five basic ideas — five universal objectives — that are the same for anyone
who is trying to grown their personal brand.

Discover Your Passion. (Passion Is Fundamental to
Achieving Your Goals.)

What do you love to do? What gets you out of bed in the morning, fires your imagi-
nation, and revs you up? What do you think about when you’re daydreaming and
spend all your free time doing or pursuing?

Some people are passionate about their work. They love what they do, and that’s
where they focus their time and energy. These people—usually entrepreneurs—
have found a particular niche that makes them happy, and they want to find a way
to make money from it. They wake up early, stay up late, and spend every waking
minute thinking about, talking about, or actually doing their work.

In his book, Crush It!, Gary Vaynerchuk talks about how he spends hours and hours
leaving comments on other people’s blogs talking about wine. It’s not because he
likes leaving comments or because he wants to boost his web traffic. It’s because he
loves wine. He loves selling it, talking about it, and writing about it. His love of wine
has turned him into a celebrity and helped him sell plenty of wine for his family’s
liquor store.

Others are passionate about their hobbies. Whether it’s painting, playing in a band,
fixing up classic cars, analyzing baseball statistics, or collecting vinyl records, some
people love their hobbies and pursue them with an obsessive fervor. They view their
day job as a means to an end to fulfilling their passion.

And still others haven’t found their passion. Or they have no passion at all. They
go to work, they come home, they eat dinner, they watch TV, they go to bed. And
then they do it all again the next day. The idea of enjoying life has been drummed
out of them.

These people are dead inside, whether or not they know it. The only thing that gets
them out of bed in the morning is the alarm clock and the fear that they’ll lose
their jobs if they don’t. They eat for fuel, not pleasure. They have friends out of
habit, not because they love being around people. They watch TV not because
there’s anything good on, but because they’re afraid of what they’ll learn if they’re
left alone for too long with their own thoughts: There is nothing in their lives that
is truly exciting or enjoyable.
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It’s important to have at least one passion in your life. It can be something you are
known for, something you build your personal brand on. Or it can even be some-
thing you never tell anyone about, preferring to do in private. But the great thing
about sharing your passion is that you can get to know people who share your
interest and create some beneficial relationships.

All of this is our way of saying you need to find your passion if you want to achieve
your goals. More importantly, your goals need to tie into your passion, because
that’s how you’re going to achieve them.

If you want to be fulfilled and enjoy what you do, make sure your goals are achiev-
able through your passions. For example, if your long-term goal is to own a million
dollar home and drive an expensive car, you probably won’t get there providing
knitting lessons to at-risk teenagers.

We won’t tell you to change your passions, because that’s not something you should
give up. If you love giving knitting lessons to at-risk teenagers, by all means pursue
it. Just understand that there’s not much money to be made giving knitting lessons,
so getting an expensive car this way is probably not feasible. But if that’s what you
love to do, rethink your goals.

But if your passion is to create a new social networking tool, and you devote every
waking hour to programming and promoting it, there is a good chance you can
achieve your goal of the big house and expensive car.

It’s a matter of making sure your passions and your goals are in alignment and that
you can achieve the one through the other.

We hope you have already found your passion, because this book is based on your
actually being passionate about at least two things: 1) yourself, and 2) something
else.

Be Bold. (It’s Okay to Talk About Yourself.)
Despite what your parents and teachers told you, you can tell people about your
accomplishments. In fact, we want you to do that.

We understand that it’s hard to do. We’ve been taught that talking about ourselves is
bragging. We’re supposed to be humble and quiet about our accomplishments and
let our actions speak louder than words.

Think about the past several times you saw somebody boasting about his success,
his money, his love life (at networking events, parties, night clubs, high school
reunions). We can imagine some of the words you used in reference to that person,
none of which were flattering, and none of which our editors will let us publish here.
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In the movies—Mallrats, Karate Kid, Gladiator, The Princess Bride—the braggart
always gets his comeuppance at the end, receiving some cosmic justice. “See?” we
tell ourselves. “This is what will happen if I brag about what I do.”

The problem is that we associate self-promotion with bragging. We believe telling
others about our accomplishments is the moral equivalent of bragging about how
much money we make. We associate letting people know we published an article or
are giving a talk as the equivalent of showing up at our high school reunion in a
$70,000 Italian red sports car.

Nothing could be further from the truth.

We’ve found self-promotion seems to be especially hard for people from the
Midwest, where we live. We’re your typical Midwesterners, only we got over it. We
realized we had to be bold without being arrogant. We knew if we wanted to make a
name for ourselves, and earn reputations to attract bigger clients and bigger oppor-
tunities, we had to overcome this Midwest shyness, and be willing to talk about our-
selves. A lot.

Self-promotion is just letting people know what’s going on in your lives, keeping
people apprised of your special events, occasions, and accomplishments.

Table 1.1 shows a few key differences between bragging and self-promotion:

Table 1.1 The Difference Between Self-Promotion and Bragging

Self-Promotion Bragging

A Twitter message that says, “I just 
published my book.”

A vanity license plate that says, “Gr8 Writer.”

Announcing the birth of your child. Announcing the birth of your eight children at a
national press conference.

Telling your friends you’re engaged. Telling people how much he spent on the ring.
Telling your colleagues about your 
promotion.

Demanding undying fealty from your underlings.

The biggest difference between self-promotion and bragging is the motivation
behind why you’re telling people. If it’s something you’re proud of, something you
are excited to tell people about, because you “just gotta tell someone,” that’s okay.
That’s self-promotion. If it’s something you want people to do, see, visit, or even buy,
that’s self-promotion.

If you’re announcing something so other people will be envious, jealous, or just
think you’re cool, that’s bragging, and people won’t like you.

Creating your online personal brand means showing your personality. What makes
you unique and interesting? Why should we want to spend time with you? Why
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should we care what you have to say? If you’re a fun person, show it. If you’re inter-
ested in a lot of different things, share them. If you like to create new relationships,
seek out other interesting people.

The important thing is to realize that a) people are interested in what you have to
say, and b) it’s perfectly all right to say it.

Tell Your Story. (Your Story Is What Makes You Special.)
This is the tricky part. We just told you it’s okay to talk about yourself, but now you
have to do it without talking about yourself.

@kyleplacy: Huh?

@edeckers: Be patient.

Effective personal branding isn’t about talking about yourself all the time. As much
as we’d all like to think that our friends and family are eagerly waiting by their com-
puters hoping to hear some news, any news, about what we’re doing, they’re not. In
fact, they’re hoping you’re sitting by your computer, waiting for news about them.

Believe it or not, the best way to build up your personal brand is to talk more about
other people, events, and ideas than you talk about yourself. That’s because if you
talk about other people and promote their victories and their ideas, you become an
influencer. You are seen as someone who is not only helpful, but a valuable
resource. That helps your brand more than if you just talk about yourself over and
over. Then, you’re just seen as boring.

But there are other ways you can tell your own story, without saying a word. You
don’t tell people what you believe; you show it by living it.

The next chance you get, watch people. Study what they wear, what they eat, what
they drive. Play a little Sherlock Holmes, and see if you can make any deductions by
what you observe. You can get a clue to their personalities by noticing simple things
like clothing and cars.

That woman over there wearing the New York Knicks t-shirt is probably a basket-
ball fan. The skinny guy wearing the running shoes is a runner. The guy wearing a
Green Lantern t-shirt likes comic books. And the woman who drove by in the
Toyota Prius with the “Love Your Mother (Earth)” bumper sticker wants to help the
environment.

We’ve learned a small part of their personal stories, but they didn’t say a word.
These symbols we wear and brands we support tell a story for us. They let other
people know, “This is something I believe in, and I want you to know about it.”

It’s the same for telling your own story. Rather than wearing a sign that says, “I love
comic books” or sending daily emails to your friends about your obsession with
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comics, you could write a blog about the comics industry and your favorite titles
and characters, or you could publish your own web comic. You could produce a
weekly podcast about comic publishing news, cover the news from local and
national comic conventions, and even interview other comic artists and publishers.
By blogging or podcasting about your favorite topic, you’re telling the world your
story—“I love comic books”—without actually saying it over and over or being a
pest about it.

Besides, the sign starts to chafe after a while.

Create Relationships. (Relationships Lead to Opportunities.)
The thing that we have marveled about social networking and real-world network-
ing is that you never know what kind of opportunities are going to come your way
as a result of using it. Without sounding too mystical or cosmic, you have to leave
yourself open to the opportunities that may arise because of your efforts.

Erik jokes that this is “faith-based networking:” You will meet the right person at
the right time for the right opportunity. As long as you continue to put yourself in
the situations where those possibilities can arise, sooner or later, they will eventu-
ally come.

The creation of this book is a prime example of the right people meeting in the
right place at the right time.

We both belong to a social network called Smaller Indiana (www.SmallerIndiana.
com; see Figure 1.1), having joined within the first couple weeks of its creation. We
met at the first event that the organizer, Pat Coyle, organized on Martin Luther
King Day 2008.

Figure 1.1 The front page from SmallerIndiana.com

Wow! eBook <WoweBook.Com>

www.SmallerIndiana.com
www.SmallerIndiana.com


ptg

During our initial meeting, which was already filled with friendly teasing and Kyle
accusing Erik of carrying a “man bag” (something Erik denies even now)—

@edeckers: It was a leather messenger bag, I swear!

@kyleplacy: Okay, whatever.

we arranged to get coffee together the next week. In the following months, we con-
tinued to bump into each other, get coffee, get lunch, attend the same networking
meetings, collaborate on projects, and refer speaking and work gigs to each other.
Eighteen months later, Kyle asked Erik to help with another book he was working
on, and that led to this one.

But it all started with being at the same place at the same time in January 2008.

Whether you’re online or out in the real world, treat every person you meet as a
possible future resource. You never know if the person you meet at the Chamber of
Commerce meeting will become your next employer. The person you have coffee
with one day (or even the one who serves your coffee) could become your business
partner. And the person who connects with you on Twitter could end up hiring you
to speak at an event two months later.

You need to treat each of these new relationships with care. Nurture them, help
them grow, and tell people your story.

“But how will we have time to grow those relationships?” people usually ask. “We
have work to do.”

That’s the beauty of social media. It lets you stay in touch with people in between
the times you meet face to face. It lets you share your story without doing a big
information dump in the first 30 minutes of a one-hour appointment. It lets you
find out about a lot of other people all at once, without buying lunch every day. It
lets you learn about the details of your lives so that when you do get together, you
get to spend more time talking about deeper issues and bigger ideas. And that is
where those opportunities are going to come from.

Take Action. (Even a Small Step Is a Step Forward.)
There’s an old saying that if you hit a rock with a hammer 1,000 times, it wasn’t the
1,000th blow that broke the rock; it was the 999 that came before it.

All the plans in the world don’t amount to much if you don’t actually put them into
action. If you want to be someone notable or be considered an authority in your
field, you have to start somewhere.

Although you’re not going to become famous with a single blog post or a single
YouTube video, you can’t start without your first one. It’s a matter of writing post
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after post, creating video after video. It’s publishing those 999 posts or videos that
makes the 1,000th so effective.

Ask people who found some success in what they do. All of them will tell you that
they worked hard—harder than anyone else. They got up earlier, stayed up later,
and worked longer in between.

Earlier, we mentioned “faith-based networking” and the idea that you will meet the
right person with the right opportunity at the right moment. Whether that meeting
was divinely inspired, you also met the right person because you’ve been to hun-
dreds of meetings talking to thousands of people and communicating the same
thing: the kind of opportunities you’re looking for.

Just like the rock that took 1,000 blows to break it, you had to meet 999 people
before you finally met that one person who changed your life.

We wish we could tell you the secret phrase or handshake that would let you meet
that 1,000th person in the first 24 hours of your new personal branding adventure.
Unfortunately, we can’t. There isn’t one. But if you follow even half the steps out-
lined in this book, you’ll eventually get there, and you’ll have fun doing it.

Who Needs Self-Promotion?
Everyone needs self-promotion and personal branding. It’s how you’re going to grow
your business, advance your career, expand your personal network. There are few peo-
ple who don’t need self-promotion of some kind. (In fact, all we could come up with
were spies and hermits.) Even if you work for a large government agency in some half-
forgotten division, sequestered away in the basement, working on some underfunded
project (in fact, especially if this is the case; see Chapter 12,“Personal Branding: Using
What You’ve Learned to Land Your Dream Job”), you need to brand yourself.

Self-promotion is for everyone, not just business people trying to get a job or earn a
promotion. Even those outside the corporate world can benefit from promoting
themselves.

• Book authors—Although your publisher—your kind-hearted, giving,
generous-to-a-fault publisher—

@edeckers: Forget it; they said we already blew the

promotions budget on the launch party.

@kyleplacy: Seriously? I knew we shouldn’t have

served the lobster.

will be doing everything it can to promote your book, it’s also up to the
authors to make sure they’re promoting their book, with websites, blogs,
Twitter and Facebook accounts, YouTube videos, and several other
social media tools and real-world networking opportunities.
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• Musicians—Musicians are at a personal branding advantage, because
they’re already promoting themselves as a brand. Think of your favorite
band and everything you like about them: their music, t-shirts, inter-
views, website, fan pages, and anything else you can find. All these
things go toward maintaining their public image and persona. As a
musician, you’ll want to explore every free social media tool where your
fans are gathered. It could be Facebook and MySpace, posting videos of
your last show, or even a social network devoted strictly to bands in
your city or state.

• Public speakers—All public speakers, except for the big-name celebri-
ties who belong to speakers bureaus, have to promote themselves to
conference organizers, meeting organizers, trade associations, and any-
one else who hires speakers. You need to provide evidence of your
speaking abilities, but thanks to social media, gone are the days of send-
ing out video tapes or DVDs of your talks. Instead, you can refer people
to your website where they can watch videos of your talks, download
your one sheet (a single sheet about your qualifications as a speaker),
and even read some of the articles that you discuss in your talks.

• Entrepreneurs—This will end up being one of the best marketing cam-
paigns you could run. By equating you with your company, you both
become a synonymous brand. When people hear your name, they think
of your company, and vice versa. By offering yourself as an expert in
your field on a blog and Twitter, people will come to see you as a
resource, and someone they need to hire for a project or even a long-
term contract.

• Salespeople—We’re seeing a major change in the way sales are done
around the world. A lot of sales coaches and experts are telling sales-
people to put down the phone and quit making cold calls. They’re inef-
ficient, ineffective, and just plain boring (cold calling, not the coaches).
Nowadays, salespeople are building relationships rather than databases,
providing information and knowledge, and networking with as many
people as they can. We understand that many salespeople still have to
slog out their time on the phones, but by keeping track of your sales
funnel (see Chapter 8, “Measuring Success: You Like Me, You Really
Like Me!”) and finding where your best customers are coming from,
you may learn that networking and branding yourself are much more
effective than cold calling some name from a list.

• Job seekers—These are people who need personal branding the most.
Every element of a job search is focused on what people think of when
they hear your name. You email a PDF or word processing document
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with your skills and experience on it. You have three or more conversa-
tions with several people about how your skills and experience will help
their company. And nowadays, you’re being searched online by people
who make a hiring decision based on what they find. By carefully plan-
ning and creating your personal brand and then living up to it, you can
greatly improve your chances in finding a new job, compared to those
people who still think “FaceSpace” is just for teenagers and perverts.

Meet Our Heroes
We talk to a lot of people about social media, especially in the small business world.
And we have met people who are or were in the same boat as Erik, trying to rede-
fine, or even define, themselves—to launch a new phase of their career, to make a
name for themselves, or even just to reach people they have never had to reach
before. These are four fictional people we created to help illustrate the different les-
sons in each chapter. You’ll see how each of them can apply what we’ve discussed in
their own lives.

• Allen (influencer) was an account manager for a marketing and adver-
tising agency for 14 years but was laid off six months ago after his
agency lost its biggest client. He has many contacts in the agency world
and is a member of a professional marketing association. He is an influ-
encer, because he may switch jobs, but he stays within the same indus-
try. Influencers are usually hired because of their network and industry
knowledge. A lot of salespeople tend to be influencers, hopping from
company to company, but staying within their industry and not really
moving up the career ladder.

• Beth (climber) is a marketing manager for a large insurance company.
She has been with them for 10 years, but this is her second insurance
company. She has moved up the ranks in this company, as well as with
her last employer. Beth is a climber because she will change jobs to
climb her career ladder, but she will stay within the same industry and
even the same company to do it. Her ultimate goal is to become the
chief marketing officer of an insurance company, preferably this one.

• Carla (neophyte) is a former pharmaceutical sales rep who was laid off
after eight years with her company. She is interested in working for a
nonprofit, either as a program director or a fund-raising specialist.
Carla is a neophyte because she is not only changing jobs, but changing
industries too. This means she is starting over in terms of knowledge,
influence, contacts, and even possibly her skill set. A new college gradu-
ate would also be a neophyte.
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• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. He is a free agent, because he’ll
stay at roughly the same level of job, regardless of where he goes, but he
can make more money because there are bigger companies requiring
his expertise. Darrin is not considered an influencer because he jumps
industries every time he jumps companies, which means it’s harder for
him to make a name for himself in that field.
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How Do You Fit 
in the Mix?

Can you remember at least one piece of information from
Erik’s story from Chapter 1, “Welcome to the Party”? This
is what Chris Brogan, one of the top branding and social
media experts on the Internet (www.chrisbrogan.com),
calls the storyteller’s promise. The storyteller’s promise is
an agreement that the reader and storyteller/author make
at the onset of a story.

What does a storyteller’s promise state? According to
Brogan, it says, “I’m here as a consumer of your content
(or your personal brand). You will give me what I’ve come
to see/read/experience. You won’t try to trick me, unless
that’s part of what I’ve signed up to see.”1In this case Erik’s
storytellers promise is that he will tell you how to build
your network through social networking, not about the
time he took his dog for a walk and shenanigans ensued.
Erik is going to give you what you expected to see when

1 www.chrisbrogan.com/presentation-and-storytellers-promises/
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you bought this book and read the first chapter. You
believe we are not trying to trick you by filling the pages
with dog stories and shenanigans.

It would be safe to say that you remembered at least one
portion of Erik’s story about networking and personal
branding; that is the storyteller’s promise. When develop-
ing your personal brand, you are entering into an agree-
ment with the individual experiencing your brand. You
are creating a storyteller’s promise.

When we tell a story, people listen. It’s extremely impor-
tant that your story is not terrible. You don’t want to tell
a story that people will frown upon or never remember.
Stories are what drive memories. They are intricate to the
development of a person, and they’re extremely important
in the world of personal branding.

It’s safe to say that there is a story in all of us. It’s also safe
to say that stories are what make each of us different. For
example, Erik may have had an encounter with a wild
animal at a local restaurant. The wild animal (it could
have been a bear) stole all his food and proceeded to
drink all his water.

This is a story, albeit untrue, but it’s still a story. The story
is unique to Erik, and Kyle could never claim to have expe-
rienced the wild animal at the same restaurant, under the
same circumstances.
@kyleplacy:I did have a talking bear in a green tie steal

my pic-a-nic basket one time, though.
@edeckers: I think you’re thinking of a Yogi Bear cartoon.

The stories that surround us all are the first ingredient in
building a strong personal identity that enhances our
overall brand. We’ll discuss how our four heroes from
Chapter 1 can use storytelling to enhance their personal
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brand. In fact, you’ll meet them in every chapter of this
book.

The following chapter is written to help you define and
build your personal story. You do not need to write a
book, maybe a few pages. This chapter is not meant to be
a guide on how to write a research paper but a guide on
helping you discover your personal brand story.

How do you start? Where do you begin this journey of fur-
ther refining your personal brand story to help you fit in
the mix? How do you define your identity? Read on.

The Basics of Building Your Personal Brand Story
The important part of building a personal brand is telling your story. In fact, that’s a
phrase you’ll hear a lot from personal branding and social media speakers: “telling
your story.” (That’s because it sounds so much more interesting and cool than “nar-
rating your personal history” or “relating your background.”)

Telling your story is what makes you unique and helps you succeed in your market-
place and your career. Your life story, your professional story, or whatever story is
most relevant to establishing your personal brand will help you stand out from
those people who never figure this out.

Writing Your Personal Brand Autobiography
All autobiographies start with (are) a story. Norman Rockwell has a story, and Bill
Clinton has a story. They both have written their autobiographies, and the
books/stories have helped guide their personal brand in the public’s eyes.

Have you tried to write your own autobiography? You don’t need to write a book—
just a simple bio. You might not even have enough content to write a book, but how
about a paragraph?

Your personal brand biography is important because it is your overall personal sales
pitch. There are three different types of personal branding biographies: shortest,
shorter, and short. You have a 1-sentence pitch, a 100-word pitch, and a 250-word
biography. These are important because they help you prioritize and figure out
what is most important about you. What skills are your best? What’s your passion?
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What are you best at in your career? What makes you you? The personal brand
biography is also used in your elevator pitch, which is discussed later in this chap-
ter. Let’s look into how you can write your personal brand biography.

Prioritizing When Writing Your Personal Brand Story
The hardest part about writing a personal brand is that you are talking about your-
self. It may be easy to talk about yourself but when you are writing down your
accomplishments, it can be more difficult. Don’t fret. Most people don’t know where
to start, either from being modest (don’t be) or lack of direction (write for the audi-
ence you want to reach).

We’ll give you some examples to work from. You don’t have to do this alone, and
certainly not from scratch. Let’s look at Kyle’s bio and try to break down what is
best and worst of the personal brand biography.
@edeckers: Wait, why are we doing your bio?
@kyleplacy:Because we opened the whole damn book with yours,

that’s why!
@edeckers: Oh yeah.

As cofounder and business development head of Brandswag, Kyle spends
his time teaching and training on social media strategies for employees
and corporate America. Kyle is also the author of Twitter Marketing For
Dummies and has an incredible talent for captivating his audience with
his passion and knowledge for new media. As media changes, so does
Kyle; he is constantly expanding his knowledge of the subject and speaking
on the changes in customer communication because of technology. His
blog and writing have been featured on ReadWriteWeb, Wall Street
Journal Online, and multiple newspapers across the country. He was
recently acknowledged as one of the Indianapolis Business Journal’s 40
Under Forty business professionals in Indianapolis, being one of the
youngest to ever receive the award.

Let’s break this down. The bio starts by announcing that Kyle spends his time train-
ing and teaching on social media strategies. This automatically tells you exactly
what Kyle does on a daily basis. And it talks specifically to the people he wants to
reach: people who hire trainers for corporations, or people who need to do social
media for corporations.

After this, Kyle’s bio establishes him as an author by mentioning his first book. This
tells you exactly why he is an expert in the field. He wrote a book because he’s an
expert.

The rest of the bio mentions different accolades, his speaking topics, and even his
age. It covers everything he thinks a potential customer, event organizer, or even an
employer would need to know to take the next step in the relationship.
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That next step is crucial. It could be something small like deciding to follow Kyle on
Twitter or connect with him on LinkedIn, hiring him to give a talk, or even calling
him in for a job interview. Or it may help someone decide he doesn’t want to con-
nect, hire, or interview him. A good bio should answer any question someone else
may have, even if that answer is “no.”

Writing Your Personal Brand Biography
We talked about the three different lengths of biographies earlier, and this is your
chance to do it. Each biography you write, whether short, shorter, or shortest, has its
place. You may be at a networking event and have only 5 seconds to give your pitch.
Every type of personal brand biography has its place in the world of building your
personal brand.

We’re a little tired of elevator pitches, even though they’re all the rage with all the
networking groups we attend and all the sales coaches we talk to. Elevator pitches
are 30-second speeches you’re supposed to give to explain who you are or what
product you sell.

The problem is they’re about 25 seconds too long. If it takes you 30 seconds to
explain yourself to someone, you’re probably not going to notice their eyes glazing
over after the first 15 seconds.

If you are introduced to someone, you should be able to say what it is you do or
what you’re looking for in a single sentence. If you have time, you can give a longer
pitch. And if the person is either unable to escape, or actually interested, you can hit
him with an even longer pitch.

Practice the short, shorter, shortest model with your pitch. Let’s say you’re a former
newspaper reporter who is looking to break into the PR field. Here’s how your bio
would look:

• Shortest—I’m a former newspaper reporter trying to get into public
relations.

• Shorter—I’m a former newspaper reporter trying to work as a public
relations professional. I worked for the Pawtucket Times as a news
reporter for four years, as a sports reporter for another three, and then
covered the business beat for six. I’ve been spending a lot of time vol-
unteering as the PR director for our local Oyster Shuckers Rehab
Center and I wrote a book about Thomas Gardiner Corcoran, one of
President Franklin Roosevelt’s advisors.

• Short—I’m a former newspaper reporter trying to get into public rela-
tions. I worked for the Pawtucket Times as a news reporter for four
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years, as a sports reporter for another three, and then covered the busi-
ness beat for six. I also served as president of the Rhode Island
Journalists Association and spoke at our annual conference about the
growth of small-town media. In addition, I’m a part-time professional
historian, and I wrote a book about Thomas Gardiner Corcoran, one of
President Franklin Roosevelt’s advisors and part of his brain trust.
Because it was a self-published book, I had to do all my own PR work. I
scheduled a series of radio and TV interviews, and the book reached
Amazon.com’s Top 1,000 for 16 weeks in a row, bumping some Twitter
Marketing book out of the ranking. Finally, I’ve been serving as the vol-
unteer PR director for our local Oyster Shuckers Rehab Center, garner-
ing us about $100,000 in earned media.

The following examples should give you a good idea of what we’re talking about.
And you’ll notice that the longer ones might seem a little more suited for a written
bio, rather than a verbal introduction. When you write your bio, you don’t need to
recite it word for word. Just make sure you hit the high points.

So what should you do, what should you say, during your introduction? Here are a
few points you need to remember:

• Introduce Your Professional Self—What would you say to a stranger
who asked who you were? Kyle would say, “I’m a social media strate-
gist.” This helps in the development of your one-sentence biography.

• What do you do?—Of course, you have to tell people what you do, or
they will have no idea how to use you in their current state or setting.
People need to know what you do before you discuss all your accom-
plishments to further solidify your importance as a personal brand: “I
am a social media strategist and trainer who specializes in corporate
communities and executive teams.” We now have our one-sentence ele-
vator pitch (more about that in Chapter 9, “How to Network: Hello, My
Name Is...”).

• What have you accomplished?—What is the most important thing you
have accomplished? For Kyle it is writing a book and being listed as one
of the top business professionals under 40 years old in Indianapolis.
Don’t list all of your accomplishments, no matter how cool they all are.
Just pick your top three, and let them tell the story of your brand.

• Write in third person, talk in first—Your bio is used by other people.
Your bio is for other people to tell your story. Be sure you write it in
third person and make it sound like someone else is describing you.
Just, please, don’t do this when you’re actually speaking to someone. It
sounds pretentious.
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• Ask a friend for advice—Don’t believe that you have written a perfect
biography. Kyle and Erik have each asked other people about their
opinions of their personal brand biography. Have someone else read it.
Ask them to tell you what’s missing and what should be taken out.
Having another set of eyes to help with the process is going to be the
difference between a good and a great bio.

• Don’t forget it—You cannot ignore your biography any more than you
can use the same résumé that you left college with. You’re constantly
changing and growing, and so is your story. Every project you work on
and every client you come in contact with will change your story. You’ll
have changes in experience, skills, and opinions on your industry. Your
top three accomplishments will change as you add new successes. And
your career path will change. Your bio needs to change and update as
well, both in the written and verbal form.

How Do Our Heroes Use the Personal Brand Biography?
It is important to apply some of the principles of telling your story to our heroes
from Chapter 1. They’re all transitioning from their current role to a new one and
have to be able to state their desires and past in their personal bio. If you ran into
them at a networking event, what would be their one-sentence pitch? Would you
remember it?

• Allen (influencer) was an account manager for a marketing and adver-
tising agency for 14 years but was laid off after his agency lost its
biggest client. The layoff wasn’t his fault, but he was a casualty of the
loss. What should his one-sentence biography say?

I’m a creative professional in high-level marketing and advertising, and I
have worked for one of the top agencies in the country.

What is positive about this? It says Allen is creative and professional,
has an established marketing and advertising career, and worked for a
top agency. A person would come away with the idea that Allen is good
at what he does.

What’s missing? You could argue that Allen could have included some-
thing about the kind of job he’s looking for, but that could come in a
follow-up sentence like, “And I’m looking for a job in a marketing
agency as an account executive.”

• Beth (climber) is a marketing manager for a large insurance company.
She has been with them for 10 years, but this is her second insurance
company. Remember, Beth wants to move up the ranks within the 
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company and eventually become CMO. What would be a good one-
sentence biography for Beth?

I am a marketing manager for Inverness Insurance and have been ranked
as one of the top marketing professionals in my firm for the past three
years by Insurance Marketing Magazine.

What is important about mentioning that she is one of the top market-
ing managers in her firm? Is it true? We are assuming that she is for one
reason: She verified her experience by putting in the recognition from a
media source.

If you were outside of the insurance industry, you would have no idea
whether Beth was lying, but you automatically trust the media place-
ment. This doesn’t mean you should make up traditional media names
to verify your existence. A liar is a liar, plain and simple. Don’t lie on
your one-sentence personal brand biography—or at all.

What is the difference between Beth’s written and a spoken one sen-
tence biography? For one thing, we hope Beth wouldn’t drop the whole
“ranked as one of the top marketing professionals” phrase in the middle
of a conversation. That sounds a little arrogant. However, it’s perfectly
acceptable to say this in written form.

• Carla (neophyte) is a former pharmaceutical sales rep who was laid off
after eight years with her company. She is interested in working for a
nonprofit, either as a program director or a fund-raising specialist.

We’re actually torn here, because Carla almost needs two different bios:

I’m a sales and marketing professional who specializes in the development
of relationships between customers and the organization.

and

I’m a former pharmaceutical salesperson trying to make the leap to the
nonprofit world.

Remember, Carla is not searching for a job as a pharmaceutical rep. She
wants to work as a program director or fund-raising specialist for a
nonprofit. So the second bio is more of a conversational introduction—
something she would use when meeting someone in person. The first
one is better suited to the written form, especially on a resume or on
LinkedIn (see Chapter 4, “LinkedIn: Networking on Steroids”).

By writing the first bio to highlight that she is a marketing professional
specializing in the development of relationships between customers and
organizations, Carla is not discounting her last job, but she’s not overtly
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saying she was in pharmaceutical sales. She’s pointing out the similari-
ties between what she used to do and what she wants to do now. The
more important part of this one-sentence biography is that she is a rela-
tionship builder. People want relationship builders.

What’s missing? The second bio doesn’t say as much about what Carla
wants to do. We can easily add “as a fundraiser or program director,”
and that will fix it. But this is generally short enough to capture some-
one’s interest.

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. He is a free agent, because he’ll
stay at roughly the same level of job but he can make more money if he
decides to pursue bigger companies on his own.

Darrin is going to be writing his one-sentence biography with as much
validation as possible to win him the largest projects. Darrin needs to
talk extensively about his accomplishments while touching lightly on
his profession of information technology.

I’m an IT professional who is trusted by 10 of the top corporations in 
the city.

Darrin’s biography is less about his profession as it is about his profes-
sional accomplishments. It is also key to use the word trust when you
are trying to sell yourself as a professional. When people trust your
opinion, you are bordering on the ability to become a thought leader to
the person who is reading (or hearing) your one-sentence biography.

What’s missing? Darrin needs to be prepared to talk about what he’s
looking for and what kind of IT work he has done. Darrin also needs a
verbal bio, and “I’m in IT” is not going to cut it. That’s fine when he’s
meeting his wife’s friends at a party, but it doesn’t tell a potential
employer a single thing. Something like, “I’m a network security spe-
cialist” will be more appropriate to tell someone who’s in his same field.

Telling Your Complete Brand Story
Your personal brand sentence and biography will give you your start in formulating
your personal brand story. This is the author’s agreement with the reader, where
you give the reader what he was expecting. You have to flesh out the story, but in
other locations. All your content—your photos, blog posts, and status updates—
should center on telling your story.
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The following points are more than just a checklist. Your content should fall within
one of these groups—these “buckets”—as you live out your personal brand. By
relating the right content in the right chapters, you’ll tell your story to your readers.
And as you put more and more content into each chapter, even the latecomers will
be able to follow your story. The following points are a guideline to help you form
your personal brand biography. If you hate writing, use the following points to help
guide you in your quest of telling your personal brand story.

• The Beginning—This is where you take the time to define yourself.
Where did you come from? How did you get here? Where are you
going? Answer these questions concisely in a couple of sentences for
each question. This is just the definition of who you are and want to be
as a brand. People want to know your story. All you have to do is write
it. You should end up with two sentences for each question.

• How Do I Help?—What situation did you help solve? This could be a
situation that you helped solve at the office or any problem you solve
on a daily basis. It is up to you as the writer to define the problem.
Basically, people want to read a story with a problem that needs to be
solved. Novelists, playwrights, and screenwriters are taught to write
about conflict, about problems to be solved. Solve the problem by the
end, and you’ve got yourself a real story.

• Your Emotional Context—Engage with people on an emotional level.
Tell stories that tap into a person’s emotions, rather than relying on sta-
tistics and facts. This will help people connect with you. For instance,
what significant event took place to make you choose the career path
you now have? Use this to let people see you as unique and real.

• Keep with Consistency—Build your story by being consistent in the
types of stories you tell and the theme around them. All good stories
have a rising theme or a story arc. Define your niche (your theme), and
build around it. Don’t jump all over the place in what you do or talk
about; if you are living and writing about your dream of running your
first marathon, don’t switch gears by writing about your dream of
becoming a travel writer. When you’re consistent, your story will stick,
and your message will reach your intended audience.

• Leave No Room for Questions—Don’t make people read between the
lines. When creating your story, be completely clear. Leave no room for
questions or blanks. You, as your brand, must be completely defined
along with your audience and your expertise.

• Remember You—Don’t get too caught up in the words and forget to
care about why you’re doing this to begin with. When building your
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story, remember those moments in your life that shaped the brand
you’ve become. Tell people those moments and get them fired up about
your brand. It’ll motivate you and make others understand why you’re
so great.

• Keep the Steam Going by Firing Up Others—You’ve gotten people
interested...or at least gotten their attention. Don’t lose steam. Build
your story by building up others. The same people who are fired up
about you should be the ones you brag about. Shout out to them on
Twitter, engage them in conversations, and boast of their accomplish-
ments louder than they do. You want your audience to be loyal, so be
good to them first.

• Connect on Your Readers’ Level—Make your story relatable.
Remember, you’re not writing science fiction. You’re dealing with real
life and real situations. Put yourself in others’ shoes, and cater to your
market. You defined who your audience is and know what it is they
need and want. Give it to them.

• Keep the Reader Interested—At this point, your readers know who
you are, what you’re about, and what you do. Now is the time to make
sure they know you’re good at it. Share your success stories to reinforce
your abilities, and continually invest time in finding new stories. You’re
only as good as others say you are. Invest in them so that in turn they
invest in you. Build your story around an audience that needs you.

• Edit Your Work—Where are you confused? Where are you confusing
to others? You can define and redefine your brand if it makes sense.
Look back through your story to proofread and fix any nuances you
may have forgotten.

After you have finished writing a couple of sentences for each point, you will have a
basic understanding of what you want to accomplish and how you are defined as a
person. You will end up with a short bio to help describe, define, and relate to indi-
viduals in the professional world.

Do’s and Don’ts of Telling Your Story
There are certain rules that everyone should follow when embarking on their per-
sonal brand journey. It is extremely important that you read, reread, and read again
the points made in this section of the chapter. They will help guide you through the
situations you will face while building your personal brand.
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1. Don’t Post Pictures That Would Shock Your Mother
Every social networking site lets you post pictures. Whether you’re on Facebook,
Twitter, or LinkedIn, you can post pictures of yourself to help tell your story. Don’t
be stupid when it comes to your picture posting and professional storytelling. It’s
safe to say that an employer doesn’t want to see you doing a keg stand or flashing a
concert goer. Post pictures that relate and strengthen your professional story, and
completely avoid pictures that you would be ashamed to show your mom.

2. Don’t View Your Personal Brand Story as a Sales Pitch
There are plenty of people who dislike getting sales calls during dinner—or ever.
The same is true to your personal brand. Don’t create your story as a sales pitch.
Make it a story. If you treat your personal brand as a conversation rather than a
sales pitch, your readers will come to trust you.

3. Don’t Post Something You Will Regret Later
Imagine a situation in which an employee posts something extremely negative
about a client, a business partner, or even a whole city she’s visiting, and it’s viewed
and picked up by hundreds of people on the Internet.

We know a few people who have posted a nasty or negative comment, said at a time
when they frankly should not have been posting anything, and when they had been
trying to cultivate an image of being a respected professional.

The people used Twitter or Facebook to share their comments and only meant
them as a joke. They then realized the error of their ways and deleted the offending
posts.

However, it was too late, because several people had copied the posts, taken screen
shots, or even retweeted them and shared them with hundreds of other people,
which became thousands of people.

Would you fire the person? More than likely. Would you do business with them?
Doubt it. Would you ever hire them? Absolutely not.

The old World War II phrase “Loose lips sink ships” is appropriate here. Everything
on the Internet is saved, whether it’s on Google’s cached pages or Archive.org (a site
that takes a picture of Internet pages as they’re created. Erik has found stuff he
posted back in 1996 in Archive.org.) Remember that everything is being read, and
everyone is listening to what is being posted. Be careful what you post.
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4. Don’t Ask for Things First. Ask for Things Second
Your role in building your personal brand is twofold. To help other people, and then
to help yourself. When we help others, we all succeed, not the other way around.
When Erik offers to help Kyle with a project, Kyle is more likely to help Erik when
he needs it. If Erik asks for help first, Kyle may be busy at the time and can’t help
out. Later, if Kyle needs help, Erik will remember and be “busy” as well.
@kyleplacy:Is that why you couldn’t help me set up that blog

site last week? You’re so selfish.
@edeckers: How hard is it to help people move? I spent 12

hours loading and unloading that damn truck.
@kyleplacy:I was at my sister’s wedding!

The important lesson is to give before you ask. By doing so, you’ll build up good-
will, and people will be more willing to help you. (We’ll talk more about this idea in
Chapter 9.) When you ask for things all the time, you will fast become the boy who
cried wolf instead of the boy who everyone loves.

5. Don’t Get Distracted
It’s easy to get distracted when you’re working on personal branding. There is so
much to do, so much to say, and so much to accomplish that it can be hard some-
times to focus on a specific task. It’s so easy to get distracted by all these things you
“ought” to be doing and tools you “ought” to try. But being active does not mean
being effective.

Remember that focus is key when it comes to telling your story. If you lose focus and
slip, brush yourself off, drop the thing that distracted you, and refocus your efforts.
By refocusing your efforts you are assuming responsibility to meeting your goal.

6. Don’t Underestimate the Power of Your Network
Your current network should mean everything to you. These are people who know
about opportunities, deals, and projects that you may never hear about otherwise.
They are the people who will connect you with individuals who could change your
career, your company, and your life. Rather than trying to figure things out on 
your own, ask your network for help. If you want to be connected, you have to 
let your network do its thing. However, remember to not badger your network into
helping you all the time. The boy who cried wolf screwed up the first three times.
Ask for help when it is needed.
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7. Do Invest in Yourself
Invest in yourself by always staying informed about what’s going on in your indus-
try. Read industry blogs, read blogs from allied industries, attend seminars, read
books, and listen to audiobooks and podcasts.

You want to be ahead of the game and ahead of content compared to your peers.
Read and talk to people to improve your knowledge. Investing in yourself is one of
the more important aspects of your personal brand.

8. Do Invest in Other People
When you invest in other people, they invest in you. This could be as simple as for-
warding an email or sending a Twitter message for someone in your network.
When you give, you will receive. When you help other people grow and find new
opportunities, they’ll return the favor. If you ignore them, they’ll ignore you when
you need their help.

9. Do Be Visible and Active
It’s just as important to stay visible in the world of storytelling and social media as
it is to invest in yourself. In fact, staying visible and involved is a form of self-
investment. By being visible, you are sharing information about yourself on a daily
basis and staying in front of the influencers, clients, and network connections that
matter. By being visible, you are maintaining awareness of your personal brand.

10. Do Take Some Time for Yourself
Read this last one carefully: You will most certainly be overwhelmed with the
amount of information you receive, content being processed, content being shared,
and stories being developed. You need to take some time for yourself. This means
turning off everything you’re doing and doing something with family or friends. If
you don’t take some time for yourself, you’ll get caught in the neverending process
of personal branding and be completely void of personality after a couple of years
of grinding yourself into the dust.
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Blogging:
Telling Your Story

Blogging is an easy way to publish your thoughts, ideas,
and insights, and it can be done without Hypertext
Markup Language (HTML) coding. A blog—short for
“web log”—is an online diary that you’re willing to let
others read and comment on.

Anyone with a computer and an Internet connection can
start a blog: You sign up for a free blogging platform and
start writing blog posts. When you get comfortable, you
can add a template to make it look the way you want,
buy a domain name to make the name easier to remem-
ber, and start promoting it to your friends and families.

Blogging should be at the center of your social media
campaign. Everything we are talking about in this book
hinges on blogging. You need to have a blog as a part of
your online identity, because it will serve as the anchor for
all your efforts.
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Your blog is the collection of all your knowledge, the hub
to your wheel, the virtual spot where you plant your per-
sonal branding seed and say, “This is where I will grow.”
You need a single destination to refer people to, so it
should be a blog. Your blog is the place where you show
your knowledge and share your accomplishments.

If you’re an artist, you can upload photos of your work to
your blog. If you’re a consultant, you can write your
thoughts about your industry. If you’re looking for a job,
you can write about industry issues to demonstrate that
you understand what your potential employer is dealing
with. And if you’re a nonprofit, what better way to keep
donors up to date with what’s going on, but without send-
ing out 2,000 newsletters every month?

Now, it’s not impossible to have a social media campaign
that doesn’t have a blog, but it’s difficult. You need a
place to refer people and a way to showcase your
thoughts, ideas, and work.

We have heard arguments from some people that “large
corporations don’t use blogs, so why should I?”
Although this might be true, you are not a large multi-
million dollar corporation. You are launching a personal
brand, and we recommend that you use your blog as
your hub.

Remember, two of the personal branding universal objec-
tives (see Chapter 1, “Welcome to the Party”) are to tell
your story and to be bold. You need to tell people about
yourself, and a blog is going to be the easiest, best way to
do it. You can keep a record of what you’ve done, where
you’ve done it, and what you were thinking about when
you did it. It’s a journal of your professional accomplish-
ments to show your value to an employer, a client, or to
your industry in general.

Wow! eBook <WoweBook.Com>



ptg

37Chapter  3 Blogg ing: Te l l i ng  Your  Story

Figure 3.1 A Gmail window.

What Is Blogging?
To start blogging, you can sign up with a blogging platform, like Blogspot.com or
WordPress.com. Today’s blogging platforms make it easy for anyone, even nonpro-
grammers, to share photographs online and post articles for the world to read.

Back before we had these different blogging platforms, any web updates had to be
done via HTML coding. If you wanted to post a new article, you had to place your
new article above the old one, format it via HTML, and upload it via FTP (File
Transfer Protocol). If you were really good, you could add a new prewritten article
in about 15–20 minutes. Now, it’s just a matter of entering text in a window that
looks like an email window. Take a look at Figures 3.1, 3.2, and 3.3 for examples of
what an email window, a Blogger window, and a WordPress window look like.

Most blogging platforms are just as easy to use as Gmail or other email programs.
Your subject line is your headline, and you type the content in the body. You format
the text with the formatting buttons, which look an awful lot like the formatting
buttons you’ll find at the top of any word processor. In an email, you click Send, and
your recipient receives your email in seconds. In blogging, you click Publish, and
your blog post is published in seconds.
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Figure 3.3 A WordPress window. Whether you use WordPress.com or WordPress.org,
the window looks like this.

Figure 3.2 A Blogger.com window. Since Google owns Blogger and Gmail, these two
look very similar.

Note
At our last count, there were more than 40 different third-party and self-
hosted blogging platforms out there. Rather than review all 40, we’re going
to stick with the most popular ones in the United States: Blogger and
WordPress. We’ll mention others at times, but when we discuss blogging,
we’re primarily thinking of these two.
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A Clarification of Terms
There is a difference between a blog and a post. People use the terms interchange-
ably, but there are actually two strict definitions. A blog is the collection of blog
posts. It is not a single article or post. An article or post is a single entry in a blog,
similar to an entry in a diary.

• Wrong: “I wrote a new blog today.”

• Right: “I wrote a new post today.”

• Also right: “I blogged today.”

The first one means you created an entirely new blog. The second one means you
just published a new article on your existing blog. The third one sounds kind of
weird, but it’s still okay to say.

Why Should You Blog?
There are as many reasons to blog as there are blogs. People have their own reasons
to start a blog, but they can usually be boiled down to a few major categories. See if
one of these categories fits why you want to start a blog.

• You want to establish your expertise—You could start a blog to help
your chances in a job search, to launch a public speaking career, or to
show all those jerks from high school that your knowledge of mollusk
mating habits was not esoteric and useless. This is also a good way to
improve your own knowledge in your field. You need to keep up with
what’s going on to tell your readers about it. So, if nothing else, blogging
forces you to stay current in your industry.

Although the rest of these are important reasons to blog, this is a book
about building your personal brand for career success. So most of this
chapter will assume this is why you’re writing your blog. However, keep
in mind that blogging for these other reasons is just as important in
branding yourself.

• You want to market or sell something—One reason businesses blog is
to make money, although that may not happen directly. (One exception
to this is “affiliate blogging.” We’ll discuss this later in the chapter.) They
use their blogs to engage directly with their customers, and to help
them make buying decisions, preferably with their company. You may
not sell anything on your blog, but you can sell things because of it. You
can showcase your products and drive people to your website and
shopping cart, which will increase sales. Many businesses are embracing
blogging as a new marketing tool, which is why we know it isn’t going
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away any time soon. Once the business world picks something up, it’ll
be around forever. Many businesses still use fax machines, if that tells
you anything...

• You have something to say—Whether it’s personal observations about
your life, political beliefs, or knowledge you want to impart, you want a
place to publish your thoughts. Even if you write your blog for just
three people, it’s important that you have a platform to stand on.
Blogging lets you do that. We know bloggers who only started out writ-
ing for a few friends and now measure their readers by the thousands
each month.

It is worth noting that sharing personal beliefs on a blog for professional
branding can backfire. Keep in mind that potential employers may read
your blog, and getting too personal or too controversial can keep you
from getting the job.

• You want to share your passion—Many blogs are about a passion or
hobby someone has. Photographers, collectors, and writers have all
been able to showcase their talents or acquisitions through blogging.
Whether it’s the photographer who uploads her best wedding photos
or the antique tractor collector who’s showing off his latest steering
wheel, bloggers have been able to share their passions with other peo-
ple like them.

• You want to be a part of a community—The great thing about sharing
your passion is that people who share that passion will soon find you. If
you write about marble collecting, other marble collectors will look you
up. You can share information via your blogs, talk about upcoming
events, and eventually meet face to face at the Marble Collecting
Convention. (Yes, there really is one.)

• You want to make money—It is possible to personally make money
from blogging, but it can be difficult. There are three basic ways: ad
sales, freelance blogging, or affiliate sales. Our good friend, Doug Karr
(MarketingTechBlog.com), is one of the most widely read bloggers in
Indiana, and his blog is one of Ad Age’s Top 150 blogs (#109 as of this
writing). But he makes just a small amount of money from ad sales
each year.

Freelance blogging, or ghost blogging, is where you write blog posts for
other companies, and they pay you for it. Erik’s company does this.
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Affiliate sales are basically where you sell things for other companies
through your own website or blog. For example, you set up a system
where you are an affiliate for Amazon.com. You create a page that has a
link to this book in Amazon’s system. If a visitor to your page buys our
book, you make a small commission. There are people, like Heather
Sokol, who have built small businesses that do nothing but affiliate sales
(see Figure 3.4). They create several blogs, write posts about different
products for them, and then promote them via search engines and
social media so people will buy their affiliate products or services.

Figure 3.4 Heather Sokol runs Inexpensively.com as part of her affiliate blogging net-
work. This is one possible way to make money from blogging.

Choose Your Blogging Platforms
There are several free blogging platforms out there. A Mashable.com article from
2007 listed 40 different free sites (http://mashable.com/2007/08/06/free-blog-
hosts/), and we could think of a couple they missed. We’re only going to discuss a
few in this book—Blogspot, WordPress, Posterous, TypePad—the ones we work
with the most frequently. Check out the Mashable article if you want to find any
others.

All of the platforms we discuss in this chapter, except for one (TypePad), are com-
pletely free to use. Some of them have additional upgrades you can purchase, but
they are optional, and you can run your blog without ever buying them.

Blogspot.com/Blogger.com
Blogspot was called Blogger.com before Google purchased it in 2003. Now, typing
in either URL will get you to the same place. It’s one of the most widely used blog
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platforms around the world, it’s easy to use, and it integrates seamlessly into other
Google properties like Picasa (photo sharing), FeedBurner (RSS creator), and
Google Analytics (web analytics software).

Basically, if you sign up for a free Google account of any sort, whether it’s Gmail,
Picasa, Google Analytics, Google Docs, or even iGoogle, you have a Blogspot
account.

Blogspot is also a hosted blog site, which means your blog lives on Google’s servers.
You don’t have to mess with server storage or updating and maintaining software,
and it doesn’t cost anything.

Although many advanced bloggers look down their e-noses at Blogspot, it’s the
most widely used of all the blogging platforms because it’s easy. However, its ease of
use also means it’s limited in what it can do. It doesn’t have the add-ons and plug-
ins that WordPress does, although it does now allow users to create several pages.

Note
Let’s define a few terms:
“Add-ons” and “plug-ins” are things you can add on or plug in to a blog to
increase its functionality. “Pages” are extra pages you can add to a blog,
which are accessible from the front page. This is a fairly new development
in the blogging world.

The URL for your blog will look like http://bobscrumrunner.blogspot.com (or
whatever name you choose; this is a fake one), but Blogspot has a feature that will
let you “cloak” your blog behind your purchased domain. (See the later section
“Purchasing and Hosting a Domain Name” for more information.) The upside of
cloaking is that your domain, BobScrumrunner.com, is always visible. The down-
side is that there are no specific URLs, like http://bobscrumrunner.blogspot.com/
2009/12/18/my-trip-to-the-twine-museum.html. The original domain is the only
one to show up in the address bar. This means you can’t copy the longer URL that
sends someone to a specific post.

If you’re not technically savvy, or don’t know anyone who is, we recommend that
you start your new blog on Blogspot (or WordPress.com—see the next section). You
can set one up in less than 30 minutes, and the hardest part of the entire experience
will be choosing which template (graphic design elements, like background, colors,
photos) you want to use. But once you’re up and running, it’s a breeze to add new
content.

Erik runs his personal blog, ErikDeckers.com, on Blogspot.
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WordPress.com and WordPress.org
Whereas Blogspot is easy, WordPress is more advanced, because it’s a powerful and
sophisticated platform. WordPress is open source software, which means there is a
community of users and developers working to improve it and add new features.
There are actually two versions of WordPress to choose from, depending on how
much effort you want to put into it.

• WordPress.com is a hosted blog site, like Blogspot.com. You don’t
worry about server space, paying for usage, or maintaining a server.
WordPress.com is a little more basic than WordPress.org, which means
it’s suitable for the beginning blogger who is happy with using tem-
plates and having limited functionality. WordPress.org is a better fit for
more technically inclined bloggers who want to learn new software.

A WordPress.com URL looks like this: http://bobscrumrunner.
wordpress.com, but WordPress.com will also, for a fee, let you choose
your domain name (but won’t hide the longer URLs), buy extra storage,
post videos with a WordPress player, and eliminate ads, otherwise it’s
free. (If you have a WordPress.com blog already, go to the dashboard
and click on the Upgrades button for pricing.)

• WordPress.org, on the other hand, is software that you download and
install onto your server. This takes some technical know-how. If you’re
technically savvy, have the patience and willingness to learn, or can
bribe a geeky friend with a nice lunch, you can tackle WordPress.org.

WordPress.com and WordPress.org both let you create pages. Rather
than coding and creating different pages, you can create a new page for
any topic or subject, like speaking videos, photos of your art, or any
products you sell. Creating a new page is as easy as creating a new blog
post.

Note
Posts are regular blog posts listed in reverse chronological order on the
home or blog page. Pages are static and not listed by date. An About page
is a good example of a static page.

A WordPress.org post will have its own URL—http://www.bobscrumrunner.com/
blog/2010/04/12/I-met-Elvis-at-conference—and the long URLs won’t be cloaked.
This is crucial for helping your blog posts be more easily found on search engines.
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The great thing about WordPress.org is that it’s fully customizable and has literally
thousands of plug-ins and add-ons for your blog. With these plug-ins, you can do
all this and more:

• Block spam comments

• Ask readers to take a survey

• Optimize your blog to be better found on search engines

• Integrate your Picasa or Flickr account

• Create an ecommerce site

• Create your own URL shortener based on your domain name

• Show visitor locations and stats

• Post your workout results

• Post the Turkish lira exchange rates in your sidebar

Basically, we could write an entire book with nothing but WordPress plug-ins, and
it would be out of date the second we sent it to the publisher. That’s because new
plug-ins are constantly being developed and released, and old ones are being
dropped by their developers all the time.

Both Kyle and Erik use WordPress.org for client blogs. They also have their work
blogs on WordPress.org. Kyle’s are KyleLacy.com and GetBrandswag.com; Erik’s is
ProBlogService.com.

Other Blogging Platforms
At least 40 other blogging platforms are available. All of them are free, although
some of them offer premium upgrades, similar to WordPress.com. These don’t
include the free blog you might get at a social networking site, like Facebook.

Posterous

Posterous is fairly new to the blogging scene, arriving in May 2009. That’s pretty late
to the party, considering Blogger.com started nearly 10 years earlier. However,
Posterous is pretty cool for a number of reasons:

• Posts are made by emailing text and photos to the site; they automati-
cally populate to your blog, which creates your individual posts. You
just write the text or snap a photo on your smartphone and email it,
and Posterous does the rest. This makes it ideal for people who have to
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do blog posts quickly, such as crisis communications professionals or
frequent travelers. (Yes, the other blog platforms will let you do this too,
but this is Posterous’s raison d’être—reason for being.)

• Your posts are distributed automatically to other social media tools. You
need plug-ins or third-party apps (applications) to do that with other
blogging platforms.

• Posterous has its own URL shortening service, post.ly.

• Posterous allows you to point your domain name to your Posterous
account. So you can point www.BobScrumrunner.com to your
Posterous account, and they’ll host it for you.

• You can follow several Posterous blogs and have the new posts emailed
to you in a daily digest. This is a great way to keep up on all your
Posterous blogs at once.

Erik has been testing Posterous as a possible platform for crisis communications
professionals and mobile bloggers. He often takes photos at conferences with his
cell phone and uploads them to Posterous, which is how many crisis communica-
tors and first responders would use it (although at real crises, not at conferences. At
least not the ones he attends).

Former Apple evangelist Guy Kawasaki, technology reporter Leo LaPorte, blogger
iJustine, and the TED Fellows (fellowship holders and members of TED.com, a
nonprofit that brings together people from Technology, Entertainment, and Design)
all use Posterous.

Tumblr

Tumblr (no “E”) works just like Posterous: You can post text, photos, and audio and
videos just by emailing them to your tumblelog (a Tumblr blog). Unlike the other
platforms, however, users can “follow” each other and see their posts aggregated on
their own dashboard. Basically, if Kyle follows Erik’s blog, both blogs appear on
Kyle’s dashboard. If he follows a third blog, his dashboard includes that one as well,
but Erik’s does not. You just need to click the Follow button in the upper-right cor-
ner (see Figure 3.5).

Tumblr has the same potential for crisis communications professionals and mobile
bloggers that Posterous does, with some additional social media functions.
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Gary Vaynerchuk (creator of WineLibrary.tv and author of Crush It, one of our
favorite social media books), Lenny Kravitz, Katy Perry, and Justine Bateman are
famous Tumblr users.

TypePad

Our friend, Rodger Johnson of YourPRGuy.com, loves TypePad, because that was
the first blogging platform he used. We’ve tried to talk him into WordPress or
Blogspot (even bribed him with a damn dollar!), but he won’t budge. So we decided
to include it in here so he won’t feel left out.

TypePad takes the best of Blogspot, WordPress, and Posterous, rolls it into one
package, and then charges $8.95 (or more) a month for it. There’s also a TypePad for
Journalists program, which offers a free blog package for professional journalists.
(You have to prove you’re one.)

Rodger is so insistent on TypePad that we figured there had to be something to it.
TypePad does the same things that all the other blogging sites do—they all do,
really—but TypePad has garnered a reputation for providing world-class support,
stability, ease of use, and protection from spam.

Über-marketer Seth Godin (author of Tribes and Linchpin), Dave Barry, Zachary
Quinto (Heroes, Star Trek), as well as several corporations (Coca-Cola, Rubbermaid,
GE, Patagonia, and the Los Angeles Times) use TypePad.

Figure 3.5 A Tumblr blog. Note the “Follow” button at the top right of the window.
That’s how you follow a Tumblr blog.
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Table 3.1 Choosing Your Blogging Platform

Issue Platform

Money is a concern. You want free. Blogger, WordPress.com*

You want stability and ease of use. Blogger, TypePad, WordPress.com
You need convenience and speed. Posterous, Tumblr
You want to customize. WordPress.org
You want to use your blog as an ecommerce site. WordPress.org
You need multiple pages, like a website. Blogger, WordPress
*WordPress.org is free as well, but it’s your blog hosting that actually costs
money.

Setting Up a Blog
Setting up a blog can be quite easy. Blogging companies want to get as many peo-
ple to do it as possible, so they make it as easy as possible. Basically, if you have set
up any other online social networks, even Gmail, Twitter, or Facebook, you can set
up a blog. Like we said earlier, the hardest part of the process is choosing a tem-
plate to use.

Just go to one of the blog platforms we spelled out, or any of the others, and follow
the step-by-step instructions. It really is that easy. No programming, no coding, no
dealing with technical issues (unless you choose WordPress.org). Just fill in the
blanks, and you’re done.

But there are a few hints we can give to make your blog more of a success.

• Choose an easy-to-say URL—When you tell people where your blog is,
you want something that you can actually pronounce without difficulty.
No special characters, weird spellings, or special abbreviations. When
Erik set up his Blogspot account, he made the mistake of getting a URL
with a dash: http://laughing-stalk.blogspot.com. After a few years, he
got so tired of telling people the website was “laughing dash stalk dot

Which Platform Should You Choose?
So which platform is best? We’re going to give you one of those maddening answers
that people give when they really don’t want to make a choice: It depends.

It depends on what your level of commitment will be, what your level of technolog-
ical expertise is, and how much time and money you want to spend on your blog.
Table 3.1 shows a few questions to ask yourself before you choose your blogging
platform.
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blogspot dot com” that he had to purchase his name as his domain
name—ErikDeckers.com—and forward it to the website. Of course,
now he has to make sure people spell his first name correctly, but that’s
a lot easier than explaining that stupid dash.

• Choose a template with a right-hand sidebar—There are two parts to
a blog page: the main area where the actual posts go, and the sidebar,
where the navigation, links, and miscellaneous buttons reside.

You want that sidebar on the right side, not the left side. That’s because
your web browser and the search engine spiders see the left side of a
web page as the top of the page and the right side as the bottom.
Because a search engine spider travels only partway down a page, it’s
going to look at what’s on the left side of the page. If your sidebar is on
the left side, that’s what it indexes. So if you want your page to be
indexed—and you do—use a right-hand sidebar.

• Choose a professional looking template—If you keep the default tem-
plate that comes with your new blog, you’ll be branded as an amateur
or a poseur until you change it. Pick something you like but is easy to
modify and customize. Depending on which template you choose, this
can actually be one of the hardest parts about blogging. It’s hard not
because you need any technological wizardry to make it happen, but
because there are so many templates to choose from. There are dozens,
hundreds, or even thousands of choices, depending on which platform
you pick. (WordPress.org has the most.) Find one you like, and stick
with it.

• Don’t moderate your comments—Blogging is a two-way conversation.
You write a post, your readers write a comment, and you comment
back. If you shut off comments, you limit this conversation with your
readers. On the other hand, it’s okay to require people to create an
account or give you their name and email address before leaving a com-
ment. Although this won’t completely eliminate spam, it helps you
reduce it greatly.

Tip
WordPress.com and WordPress.org actually come installed with an anti-
spam plug-in called Akismet. Follow the directions on your blog dashboard
for installation. Even if you have a WordPress.org blog, you will need a
WordPress.com account in order to activate Akismet.
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• Set up an RSS feed—Regardless of which blog platform you choose, we
recommend FeedBurner.com as a way to measure your RSS feed. (RSS
stands for Really Simple Syndication, and it’s the way you get your new
blog posts to your readers, who can see them on an RSS reader, like My
Yahoo! or Google Reader.) Most blog platforms already offer a way to
syndicate your blog content, but we like FeedBurner, because it also tells
you how many people are subscribing to your blog.

Purchasing and Hosting a Domain Name
Your domain name is crucial when you’re setting up your blog. This is the first
thing search engines key in on when they index a website or blog. If your domain
explains what it is you do, who you are, what you sell, and so on, you get a lot more
“search engine juice.” (That’s one of those technical terms we use.)

You don’t need to purchase a domain name when setting up your blog. But you
may find that as you get further into blogging and become more proficient, you
want to have a special domain name. You can purchase this before or after you set
up your blog.

For example, if you sell abstract French art, you should get the domain name
“AbstractFrenchArt.com.” That will tell the different search engines what your site is
all about, and they’ll know how to index the site. They’ll know what keywords and
hyperlinks to look for, and they’ll make sure the “best” hyperlinks to and from your
site are about abstract French art.

We strongly recommend that you use a domain registrar like GoDaddy
(GoDaddy.com), Network Solutions (NetSol.com), or other independent registrars,
as opposed to purchasing a domain through a blog hosting provider. You could run
into a couple of dangers with the latter:

• They charge more than your typical registrar for a domain. (You can get
them for $9.95 or less from GoDaddy.)

• They try to keep your domain if you ever try to switch to a different
provider.

If you work with a reputable domain registrar, you can avoid those problems.

Getting Inspired
First of all, if you’ve never considered yourself a writer, now is the time to start.
You’re writing blog posts; therefore, you’re a writer. And writers have processes.
They have procedures. They have their favorite places to think, their favorite ways
to find ideas, and their favorite ways to get inspired.
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Pay attention to where you get your ideas, and start writing them down. Maybe you
like to come up with ideas sitting in a coffee shop with a Moleskine notebook in
front of you; so get a latte and buy yourself a notebook. Maybe your ideas come in
the middle of the night; keep an index card and pen on your nightstand, and write
down ideas when you wake up. (Do not try to remember them the next morning.
That just doesn’t work.) Maybe you get inspired in the shower; so get a low-flow
shower head and take longer showers. Or maybe a meeting with a colleague will
trigger an idea, so send yourself an email, or write in your notebook, as soon as the
meeting wraps up.

Whether it’s music, exercising, or meditation, you need to find the things that
inspire you to write, and then you need to start doing them. Combine those with
your preferred sources for material, and you can start creating more blog posts than
you’ll know what do with.

What Should You Write About?
Uh, so now what?

You’ve got your blog set up. You followed most of the advice we’ve laid out so far,
and you’re ready to start writing. Maybe you even wrote the obligatory “This is my
first blog post” post. (Go back and delete that.)

Hopefully you’ve figured out what to write about before you set up your blog. If you
didn’t, and you’ve waited this long to figure it out, we’d like to commend you on fol-
lowing our advice so closely.

We’d also like to ask you to buy five more copies of this book.

Figuring out what to write about can be what makes or breaks your blog. Although
your subject matter is up to you, we can tell you that having a focused, specific
topic is going to make your life much easier than if you have a broad, general topic.
That seems rather counterintuitive, but it’s true. You will have much more to write
about if you narrow your focus to something small than if you write about some-
thing huge.

Let’s say you want to blog about marketing. What’s there to write about? Well, for
starters, there’s advertising, direct mail, marketing campaigns, marketing strategy,
billboards, and Internet marketing. Most general bloggers we know can generate
10–20 posts about “marketing,” and then they’re tapped out. The topics are too
broad to cover without either going overboard and writing 50,000 word textbooks
or getting stuck after writing their “this is my first marketing blog post” entry.
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But if you make your blog about marketing strategy, you’re getting somewhere. Your
blog can be about creating strategies, critiquing other strategies, and even doing
case studies about a company’s strategy. Drill down a little more. How about “social
media marketing strategy for nonprofits?” Even better. Now you can focus strictly
on that one small niche and how nonprofits can improve their marketing efforts
and raise more money.

By focusing on this one niche, you are more likely to catch the attention of non-
profits who want to improve their fund-raising and marketing. And—get this—they
will want to hire the person who told them how to do it: you.

That’s right. You’ve been giving a certain nonprofit all this free advice, and it figures
there must be a whoooole lot more rattling around in your head. That’s why it’ll
pay you a lot of money to show what that “more” is and to help it get better at what
it does.

Tip
Check out the book Free: The Future of a Radical Price by Chris Anderson
for an explanation of why giving stuff away for free will end up making you
more money than if you charged for that same information in the first
place. Believe it or not, if you blog about social media marketing strategy
long enough, you’ll be asked to give talks at nonprofit conferences, get
hired to consult to nonprofits for $100 per hour, and be asked to write a
book, where you package your blog posts and your conference talks into
easy-to-carry book form and sell it for $19.95... uhh, we’ve said too much.

Greg Fox writes the Donor Power Blog (DonorPowerBlog.com; see Figure 3.6),
where he tells nonprofits how to raise money from donors by “(sharing) power with
them, not treating them like passive ATMs.” He does this by writing about 11 differ-
ent topics, including branding, demographics, donor psychology, and the recession.
He doesn’t write about how to run a nonprofit, how to coordinate volunteers, or
how to organize special events. He writes about getting donors to, what else, donate
money.

Greg works for a company that specializes in donor acquisition, donor loyalty, and
donor management for nonprofits. So by showing his own expertise in this area, he
also establishes his employer’s expertise, which makes his employer an attractive
solution to nonprofits who want to improve donations.
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By focusing on his niche, Greg is able to delve really, really deeply into the topics
that matter to his niche: nonprofits that need help raising money from private
donors.

Use these examples in Table 3.2, comparing a general topic versus a narrow topic
versus a tightly focused niche to help you figure out how to find your own niche.

If you’re not sure how to focus your niche, ask your Twitter network (see Chapter 5,
“Twitter: Sharing in the Conversation”) what areas they think you should focus on.
This is especially helpful if you’re following a lot of people in your chosen industry.

Table 3.2 General to Narrow to Niche—Finding
Your Specialty

General Narrow Niche

Cooking Italian cooking Gluten-free Italian cooking
History American history Civil War history
Business Sales Selling to large corporations
Marketing Internet marketing Email marketing
Finance Personal finance Personal finance for Gen Y
Writing Journalism Running a weekly newspaper

Figure 3.6 Greg Fox writes the Donor Power Blog to boost his personal brand in the
nonprofit arena.
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Finding Subject Matter
One of the best places to find subject matter and writing topics for your blog is
other blogs. This is especially true as you’re trying to establish your place in your
field. You want to be noticed by other bloggers (so they’ll write about you and intro-
duce you to their audiences), and the best way to do this is to write about them.

If you want to establish yourself as an expert in your field, writing about the latest
developments in your chosen niche is the best way to show that you’re keeping up
with the advancements in thinking and technology. You can become a resource to
your readers and network by being the first one to tell them about all the great stuff
you’ve been reading. Not only should you forward those articles to your network
via Twitter, but you should write about them on your blog. This lets you add your
own thoughts to their ideas and helps you set yourself apart from the Me Too
crowd of people who are only repeating what they’ve heard.

Here are some other places to find blogging ideas:

• Newspapers

• Trade journals

• Questions from customers

• Comments on previous posts

• Something you heard on the radio or saw on TV

How to Write a Blog Post
Once you’ve found your niche, figuring out your subject matter is pretty easy. But
your blog is more than just a regular opinion column. There are different formats
you can use that can actually drive your topics and determine what you write about:

• Personal versus professional topics—Many bloggers who try to create
a professional image worry about whether to write personal posts. They
don’t want to put too much information about themselves in public or
confuse their personal life with their professional life. We don’t think
that’s an issue. Social media has blurred the line between our personal
and professional lives anyway, so there’s nothing wrong with letting
some of your “public personal” life bleed over into your professional life.

As dreadful as some people may think personal blogging is, it’s going to
make you more accessible and, well, personal. People will get to know
you, and feel a closer connection to you, by reading what you think
about personal topics like your favorite TV show or your adventures in
finding a babysitter to watch the kids on a Friday night. Although this
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may not seem as important—because it frankly doesn’t do squat for
your credibility and expertise—it lets people get to know you. When
they get to know you, they’ll trust you. And when they trust you, they’ll
want to be a part of what you’re doing.

Remember, as part of our personal branding objectives (see Chapter 1),
we’re creating relationships. To create relationships, we need to be per-
sonable. Personableness and personality build trust, which leads to the
opportunities we’re trying to create.

• List posts—This is a big favorite with blog readers, and it seems to gen-
erate more traffic for bloggers than any other type of post. “Five Secrets
to Successful Blog Writing” always gets more attention than “How to be
a Successful Blog Writer” or even “Secrets of Successful Blog Writing.”
People are attracted to these because they’re finite, they hold the prom-
ise of being short, and they’re an easy read.

List posts allow you to spend a little time on several topics and explore
a few different ideas at once. Later, if you’re ever stuck for a topic, you
can come back to your list post, pick one of the items, and then expand
on it.

• Authority posts—These are similar to how-to posts, because they
establish your authority on a particular topic. These are your “messages
from on high.” In an authority post, you can pontificate, philosophize,
and predict. Talk about industry trends. Predict what issues your indus-
try will face in the coming year. Review new books or technology, and
give an opinion about whether you think they’re great or suck.

• How-to posts—These are similar to authority posts because they estab-
lish your authority on a subject, but they’re more specific and factual.
Check out the message boards for questions in your field or industry.
Answer customer emails, especially ones you have to answer over and
over. (In the future, just send customers a link to that post.) Write out
step-by-step instructions whenever you can, and include diagrams or
photos, if possible.

• News article and blog responses—Find a post by someone in your
field that you can respond to. State whether and why you agree or dis-
agree (be polite), and present your own thoughts. Don’t just say, “Here
are Greg Fox’s five reasons why nonprofits should send donation letters
on Monday” and then repeat Greg’s five reasons. List a couple of them,
but then add a couple of your own. Now you’ve contributed to Greg’s
conversation, and maybe given him something to think about. You’ve
also added to the body of knowledge about nonprofits and sending
donation letters.
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As an added benefit, if you link back to Greg’s post, he will see the link,
which can increase the chances of Greg linking back to you and partici-
pating in your conversation as well. Plus, any mentions Greg makes of
your blog will introduce you to his readers.

• Product reviews—Review new products, services, restaurants, compa-
nies, software, tools, whatever you happen to be involved in. Because
you’re the expert, you’re going to teach people about what’s out there.
Introduce people to the new offerings in your industry, and give an
unbiased opinion about them. If you blog about open-wheel racing
(that is, Indy Car and Formula 1 racing), write about new websites that
have formed to help fans keep up with live races or points standings. If
you’re in home maintenance, talk about the new tools available from
Stanley or Porter-Cable.

Writing for Readers Versus Writing for Search
Engines

Some of the notable social media and blogging professionals believe that quantity
of posts is more important when it comes to blog writing. Others believe that qual-
ity of writing is more important.

Generally, people who try to write a lot of posts are concerned with winning search
engine rankings—how high they appear on Google, Yahoo, or Bing results pages—
because higher rankings mean more visitors. People who try to write better posts
are more concerned with winning additional readers.

“Don’t worry about quality,” one quantity blogger—a professional blogger—told us.
“Just get up as much as you can, as fast as you can. Spelling and grammar aren’t that
important.”

“I don’t worry about search,” said a quality blogger—another professional blogger. “I
don’t pay attention to search engine optimization (SEO), keywords, backlinks, or
any of that. I just make sure I write good stuff, and the readers will come.”

Although everyone can cite statistics about why writing for search is better or how
more people are found via search than word of mouth, and on and on, we think it is
obvious who won this debate between our two friends. The quality writer has a
much bigger social media footprint than the quantity writer. He’s got more Twitter
followers (31,000 versus 1,900), a higher Technorati rank (500 authority versus “no
results in your search”), and more readers (approximately 73,500 versus 7,500,
according to Compete.com).
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The results are rather telling. Quality is winning out over quantity, at least between
these two professionals, and getting readers is winning out over search rankings.

The problem is, you can write to win search all day long, but if people don’t like
what you have to say or you say it poorly, they’re not going to stick around, let alone
come back on a regular basis. Just because they showed up once doesn’t guarantee
they’ll show up again. That’s where quality writing comes in.

It is true that it takes search to bring a person to your blog, where you can hook
them with good writing. But there are so many additional ways to bring them
around: Twitter, Facebook, speaking opportunities, networking, business cards, and
so on. Bringing them in via search is great, and some of our search engine opti-
mization colleagues point out that search is still the most popular source of website
traffic for most people.

Bottom line: This is a fine line to walk. We don’t think you should ignore SEO and
focus only on being a good writer, because search engine traffic is going to be a big
part of your audience. But at the same time, we don’t think you should ignore writ-
ing well for the sake of tricking search engines into ranking you higher.

It’s possible to do quality writing and SEO at the same time, and you need to strike
that balance. If you had to lean to one side or the other, err on the side of quality
writing, but without forsaking SEO completely. They’re two different horns on the
same bull. Ignore one, and you’ll get gored.

How Often Should You Post?
One of the questions we’re asked the most often is how often to blog. Once a week
is the bare minimum for a personal blog, and business blogs should post two or
three times a week, but once a day is even better. (One post per weekday is fine, and
skip the weekends.) Anything less, and you start to look like you can’t commit to a
simple blogging schedule, you don’t have good follow-through, or you’ve just aban-
doned the blog completely. And because you’re trying to create a positive personal
brand, this is something you want to watch out for carefully.

But don’t limit yourself to the bare minimum. You need valuable content, and you
need to post with some frequency. Posting once a day can be done, but it’s hard
work. The tendency is to write as quickly as you can, and the quality of your writing
drops off. However, the more you post, the more search engines will find you (and
love you!).

This makes it easier to be found in the search engines for your particular search
terms, because search engines want fresh, new content on a regular basis. The more
you post, the more they visit your blog. The more they visit your blog, the higher
your possible ranking.
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More importantly, you need to post consistently. If you post once a week, publish on
the same day. If you post daily, post it at the same time. That way your readers will
know when and how to find you, and your readership will build more quickly and
reliably than if you were to post every 7–15 days, without rhyme or reason, or any
regular schedule.

How Long Should Your Posts Be?
A lot of new bloggers worry about the length of their posts, fretting about writing
750 word manifestos on a daily basis. Actually, a decent blog post should be in the
350–450 word range.

“350 words?!” our bloggers exclaim. “I can knock that out in a quick email.”

When you consider that the average newspaper column runs about 550 words, and
the average blog post runs anywhere from 150–450 words, you can see why blog-
ging is becoming so popular: It’s because your average blog reader is like your aver-
age newspaper reader. They have the reading level and attention span of a 6th
grader.

Now, this isn’t true of everyone, and we’re not suggesting you dumb anything down.
We’re also not suggesting that people are dumb. (Not all of them anyway.) Rather,
people have grown to expect most text to be written at this reading level.

Think of it this way: When you’re jogging or riding your bike, you can probably run
or ride one or two miles per hour faster than your usual pace, but you don’t because
it doesn’t feel comfortable. You want to stick with a rate that feels good, so you can
keep doing it.

Our brains work the same way. Yes, we can read at a higher level. We all learned to
read, and most of us graduated from high school. But that doesn’t mean we want to
read at a high school reading level all the time. Thanks to years of people writing at
the 6th grade level, we have an expectation of it. The reading is easier and requires
less mental bandwidth; we’re more likely to stick with something at our accustomed
reading level.

If you want to make your posts readable, write them like a newspaper article. Not
only are they at a 6th grade reading level, they’re written for someone who gets
impatient and abandons an article halfway through it.

Newspapers are also readable because of the tone and voice the writers use. That’s
why many newspaper columnists have regular readers, because of their writing
style.

Adopt your own style, but make sure you’re friendly, conversational, and factual.
Your style can be anything from your frequent choice of certain words, the length
of your sentences and complexity of your words. It can be the tone you take when
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discussing certain issues, or even ending every question with “huh,” because your ‘?’
key is broken. Find a style that suits you, stick with it, and hone it until it’s some-
thing you and your readers enjoy.

Newspapers figured out a long time ago that people abandon articles around the
halfway point, so they started putting the most important information first, second
most important information next, and so on. Most newspaper articles get boring
about halfway through—because they’re giving nothing but background informa-
tion—so you can skip that part. Likewise, when you’re blogging, just stop writing
when you get to the less important information, and you’ll be around 350–450
words.

But My Posts Are Too Long
This is another frequent problem we’re asked about: What do I do if my blog posts
are too long? In this case, bloggers want to cram as much information into a single
post as they can, as if they’re trying to make up for lost time.

Don’t worry about lost time. You’ll have plenty of opportunity to get your informa-
tion out to people. Besides, you don’t want to break that 450 word mark if you can
help it. If you want to writer longer posts, go ahead. But you need to make sure
your writing style and your subject matter are compelling.

But if you want to write shorter posts, the problem may not be too many words; it
may be too many ideas in one post.

As you’re writing, see if there is a natural “crease” in your writing. Is there a place
where it would be easy to break the post into two places? Maybe you’re talking
about the importance of getting durable, hard-wearing luggage for business travel,
and you start talking about choosing the right kind of luggage for different styles of
travel.

If you look closely, you could probably split the post into two different ones: one for
durable luggage and one for suitable luggage for different types of travel. There’s no
need to combine the two, so just split them into two separate posts, which takes
care of two days of writing.

In our blogging talks, we recommend that people follow the mantra: one idea, one
post, one day. Talk about one idea, not two or three, put it in one post, and do it
once per day. If you try to double up on any of those areas, you’re going to have
problems keeping readers around, because your posts will become cumbersome
and complex.
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Search Engine Optimization Through Blogging
Search engine optimization is the art of making your blog appear at the top of the
search engine rankings. By focusing on one or two keywords and optimizing your
blog and posts for them, you can improve your chances for appearing at the top of
Google, Yahoo!, and Bing.

We may have come down a little hard against SEO earlier, but we still think it’s
important. Rather than ignoring SEO for the sake of focusing on high quality writ-
ing, it’s more important to focus on them equally.

• Keywords—Everything is based on keywords, or the words or phrases
that your particular blog post is about. That’s the thing the search
engine zeros in on. Choose your keywords carefully, but don’t go for the
big, generic keywords, like “history” or “marketing.” You’ll never win
that search. Instead, go for long-tail keywords, like 19th century Midwest
agricultural history or email marketing analytics.

Note
The term “long-tail” is from Chris Anderson’s book, The Long Tail
(LongTail.com). It’s the 20% in the 80/20 rule. Or as Anderson says, the
2% in the 98/2 rule. Think of it as a special sales niche: 98% of people
want to buy a big generic product, and every store is fighting to be #1 in
that market. But by appealing to the 2% who don’t want the generic prod-
uct, you can expend less energy and comfortably sell to that 2%. So, this
means that if you can win enough long-tail searches, you’ll do as well or
better than the one person who tries to win a single search for the 98%.

• Headlines—This is the first place to put your keyword. If you’re writing
about direct mail response rates, your headline should be something
like “5 Tips for Improving Direct Mail Response Rates.” (Notice we used
the 5 tips list post idea.) This tells the search engine what you’re writing
about and tells the spider what it should be looking for when it crawls
your site.

• Anchor text—Search engines also pay attention to whether you put
your keywords in your hyperlinks. Sticking with our previous example,
if you’re writing about direct mail response rates, you need to create a
hyperlink with those words—direct mail response rates—that also leads
to a site about the same thing. Never use things like, “Click here for
more information.” Unless you’re blogging about the word here, avoid
using that as your hyperlink. The one exception is if you’re using it like
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this: “You can find out more about direct mail response rates here. And
here, here, and also here.” The alternative is to try to use the keywords
in a link at every possible opportunity. But when you do that, it looks
more like you’re writing for spiders if you try to work keywords into
every link.

• Body copy—The actual text of the blog post should include your key-
words as well. If you’re writing for search engine optimization, you want
to shoot for about a 1% keyword density. That is, out of every 100
words, you should use your keyword once. You can go lower, but don’t
try to go too much higher, because it can really make your writing
sound stilted, like you crowbarred in your keywords.

• Backlinks—This one is huge for search engine optimization. The more
links that point back to your blog, the more important Google thinks
your site is. So you want to build up your backlinks by leaving com-
ments on other people’s blogs, using your blog URL in your email and
forum footers, and, of course, writing quality content that gets other
people to write about you. The best way to do this is to write about
other people. If you do this often enough, they’ll return the favor.

In his book Crush It, Gary Vaynerchuk says other people’s blogs are the
best place to spend most of your time. Visit other blogs in your field, or
who have written a single post about your niche, and leave intelligent
comments on the different blogs several times a day, every day. He
spends many hours a day doing this. Although you may not have the
hours that Gary devotes to his blog, you should consider following the
same strategy, even if you spend only 15 minutes a day doing it. Even if
you only left 3 comments a day, at the end of 7 weeks, you will have left
100 comments with 100 backlinks.

By leaving all these comments, you’ve essentially introduced yourself to
100 new people. That’s 100 new readers, 100 new fans, 100 people who
will talk about you to their friends and followers, which in turn leads to
even more readers and fans.

How Does This Apply to Our Four Heroes?
We’ve been saying all this time that blogging is important, it’s for anyone who wants
to build their personal brand. So let’s see how our four heroes from Chapter 1
would use blogging to find a job or further their career.
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• Allen (influencer) spent 14 years as an account manager in a market-
ing agency, so he has a lot of expertise in account management, market-
ing campaigns, and ad creation. He’s also looking for a job. Blogging is
going to be a great benefit to him, for two very important reasons: 1)
Hiring managers are using search engines to find candidates. Allen
wants to make sure that hiring managers are finding him, as opposed to
not finding anything about him. 2) Allen wants to show that he knows a
lot about account management and agency life. He can use his social
networks to drive people back to his blog, which means fellow market-
ing agency professionals can see the quality of Allen’s work and
thoughts, and may refer him to an opening in their agency.

• Beth (climber) wants to be the chief marketing officer in the insurance
industry, possibly at her current company, but not necessarily so.
Insurance marketing is a pretty specialized niche, which makes it ideal
for blogging. Beth can write all kinds of posts about marketing cam-
paigns, lessons learned, new marketing technology, or anything else that
will help her reach out to other insurance marketing professionals.

• Carla (neophyte) has left a career in pharmaceutical sales and wants to
become a program director or development director at a nonprofit.
While the for-profit and nonprofit world are pretty different, some of
the ideas are the same, like getting people to give you money in
exchange for something. Carla can use her blog to explore the connec-
tions between sales and fund raising, which will be of interest to other
fund raising professionals. And because there are so many openings
already in fundraising, Carla can use this blog as an introduction to
potential bosses, as well as use it as a selling point when she’s asked an
interview question like, “so how do you think you can use selling tech-
niques to help you with fund raising?”

• Darrin (free agent) is an IT professional who spends his days trou-
bleshooting computers, and he moves from employer to employer every
two or three years. He’s almost a commodity in the IT field, so he needs
to distinguish himself from every other IT professional. A blog is the
best way to do it. Darrin can write about things like balancing the need
for network security and the growing use of social media in the corpo-
rate setting, or providing basic computer security information written
for non-IT personnel who don’t have an IT background. By adopting a
style that’s friendly and easy to follow, Darrin can become the computer
troubleshooting expert, which makes him more attractive to larger cor-
porations with IT professionals who do nothing but fix computers.
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Do’s and Don’ts of Blogging
We asked our Twitter friends to give us some do’s and don’ts about blogging for
newbies. (See, this is the kind of thing you get if you follow us on Twitter: We ask
you to help write our book, and you might be put in it!)

And our friends came through for us. They gave us a lot of great advice, which we
included here.

What’s not so surprising is that we got more do’s than we did don’ts. More people
have good advice of things to do rather than things to avoid. Either that, or we just
know some really optimistic people.

Do’s
• Write from the heart. —@dave_kellogg

• Write about something you have passion for! —@mandyboyle

• Blog on a regular basis—at least once or twice a week if not more when
you first start your blog. —@dave_kellogg

• Blog often. Don’t worry about perfection. Just get your words out there!
—@robbyslaughter

• Maintain a consistent posting schedule. Readers and search engines
both love fresh, interesting content. —@mandyboyle

• Read a variety of others’ blogs to see how tones, styles, and content
types can vary. —@aims999

• Blogging is about community. Don’t expect people to read your blog if
you aren’t reading and commenting on theirs. —@JustHeather

• Use alt text with images. Most people forget to. It can boost SEO and
help when browsers don’t display images. —@mandyboyle
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Tip
Alt text, or alternative text, was originally created so people who used
screen reading software (software that lets people who are blind use a com-
puter) could tell what was in a photograph. If you had a photo of your
daughter riding her bicycle, you might give it an alt tag of “my daughter
riding her bicycle.” That way, the screen reader users would be able to tell
just what this was a photo of.

However, search engines also use alt text, so you can give yourself an SEO
boost by including alt text inside your photo descriptions. However, don’t
go nuts and try to cram keywords and search terms into each photo.

Putting “Kyle Lacy talks about social media, social networks, social mar-
keting, blogging, Twitter, and Facebook marketing at his GetBrandswag.com
blog” into the alt text of each photo may trigger alarms on the search
engine, and you’ll be penalized for keyword stuffing.

Don’ts
• Don’t neglect grammar and spelling. (@dave_kellogg)

Tip
One problem that Microsoft Word users have is that copying a post from
Word and then pasting it into a blog window adds a lot of extra HTML
characters that are viewable when published. One way to eliminate this is
to copy the Word version, open Notepad (the free word processor on
Windows), paste the text into Notepad, and then copy it again. This strips
out all the extra HTML, and you can then paste it into the blog window.

• Don’t leave spam or half-hearted comments.

• Don’t make your blog one big commercial.

A Final Note on the “Rules” of Blogging
Erik had a meeting with Jason Falls, a noted social media consultant and writer, on
a day he was writing this chapter. Erik asked Jason, “What’s a do or don’t for blog-
ging newbies.” Jason is a seasoned blogging expert, so we’ll just let him speak for
himself:
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Take all of the “rules” with a grain of salt. I’ve seen not only with my own blog, but
with some of the most notable blogs in the world, that sometimes the rules don’t
apply. Until recently, I’ve never tried to win search terms, so there’s never been a
concentrated effort to optimize my blog at all. I win a lot of important search
terms, but I’ve never focused on that. I focus on providing great content and let
everything else take care of itself.

In other words, Jason says, you can ignore everything we’ve said in this chapter. As
long as you’re writing with passion and providing well-written content, people will
come to you.
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LinkedIn:
Networking on
Steroids

Imagine this.

You walk into a networking event and you are pleasantly
surprised to see your closest business contact and friend
standing at the front of the room talking to one of your
clients. You are also surprised to see the majority of the
people being close connections of yours.

At first, you think this is a surprise party and you are
about to look for your mother, but then you notice another
group farther away from all of your friends (who are now
smiling at you). You recognize some of the faces but can’t
place their names. Looking more, you become aware of
multiple groups spread wide throughout the building who
you’ve never seen before.
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2 http://socialmediastatistics.wikidot.com/linkedin

Suddenly your friend walks up to you and asks if you
would like to meet the second group of people. Absolutely.
After all, you’re there to network.

You follow your friend and are introduced to each person
in the second group. As you meet people in that group, it
grows larger, and more people enter the room. One by
one, you’re introduced to every one of them, and your net-
work just keeps growing.

Finally, money starts falling from the ceiling and you smile
because, hey, free money.

No, this isn’t some creepy dream (although the money
thing would be pretty cool). It sounds funny but this is
how LinkedIn works to build your personal brand.

LinkedIn is networking on steroids. It’s an adrenaline
junky, passion infused, connection building, and market-
leading networking site for the professional person. Erik
calls it “Facebook for Grown-Ups,” and Kyle calls it the
“White Collar Connection Point.”

It’s like playing Six Degrees of Kevin Bacon, but without
the bacon.
@edeckers: Mmmm, bacon...
@kyleplacy:Not that kind of bacon.

LinkedIn gives you the opportunity to connect with people
who can push your personal brand to new heights. It’s a
social networking site much like Facebook but with 430
million fewer people and higher incomes. LinkedIn boasts
a membership size of around 70 million users1 with an
average income of $109,000.2 Talk about a professional
networking site.

1 http://techcrunch.com/2010/06/20/linkedin-tops-70-million-users-includes-over-one-million-
company-profiles/
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What makes this site valuable? LinkedIn is exactly what
it sounds like: a networking site that helps you “link” to
other professionals or connections and build a web of ulti-
mate personal branding domination. LinkedIn gives you
the opportunity to connect with people who can connect
you with other people who can connect you with other
people, and so on. And those can be your connection to
a former co-worker leading to him/her connecting you to
a potential employer.

To start in the world of LinkedIn you need to understand
the basics of building a profile and your personal brand.

The Basics of LinkedIn
Your LinkedIn profile is the window into your professional soul. You can techni-
cally view the profile as your online résumé, but it is so much more than that.
Résumés can be extremely boring, but a LinkedIn profile is enhanced because of
the networking ability.

Your LinkedIn profile is a way to promote the professional side of your personal
brand. It’s the link to your best skill sets, the recommendations of your peers, your
professional personality, and your knowledge. It’s the one place on the web where
you can demonstrate every aspect of what makes you valuable to an employer or a
client. We have talked extensively about how your personal brand builds trust, and
tells a credible story. Your LinkedIn profile is another aspect of that story.

One of the more powerful aspects of LinkedIn is that you can indicate how closely
connected you are to the individuals listed in your database. LinkedIn groups them
by three different degrees. Here is the basic breakdown.

What’s in a LinkedIn Profile?
The first step to establishing your presence on LinkedIn is creating a profile. Once
you have created a profile you can start adding connections to people you know
who are also on LinkedIn.
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The Employment Section

The profile usually focuses on employment and education history (see Figure 4.1),
not a list of your hobbies or your favorite movie. We’re going to leave that to
Facebook. Remember, this is about your professional brand.

To fill out your profile page, begin by filling in information for your current and
former jobs. Some of the entries will include job title, employer, industry, dates, and
a short description of what you accomplished at the job. You should plan to set
aside 30 to 60 minutes to fill out your LinkedIn profile. Remember, it is an easy
form to fill out but the profile needs to be completed fully in order to support your
personal brand.

LinkedIn also looks up your employer to see if they are in the LinkedIn database. It
can then help you find people who used to work at the same company and are still
currently employed with the company. So, if you worked for a large corporation,
LinkedIn finds other people who also worked at that corporation and allows you to
connect. This feature comes in handy later on, when you’re trying to grow your net-
work. You can also add the school you attended to obtain a list of alumni currently
using LinkedIn for networking purposes.

After you have filled out your professional information, be sure to upload a profes-
sional picture, and then fill out your educational experience.
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Figure 4.1 This is an example of a completed LinkedIn profile with all the information
associated with your personal brand.
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Your Photo/Avatar

Let’s first talk about your photo (also called an avatar), because we know you
cringed at the thought of posting a picture to your profile. We have (and will) talk
extensively about avatars throughout the book because they are extremely impor-
tant to your personal brand and brand consistency. It’s vitally important that you
use the same picture on every social network site on the Internet. If you meet
someone on the street, you are going to want them to remember it. What’s the point
of not having a picture on a professional networking site? It’s like going to a net-
working event with a mask on.

You can decide to take a professional head shot or hire a photographer to take the
head shot for you. We recommend the latter. We are assuming that you understand
the concept of professional. A professional photo does not involve a swimsuit or a
keg stand.

The Education Section

After you figure out your picture situation, you are asked to fill in your education
experience. You will list the different schools and learning institutions you attended
after high school, including their name, degree earned, years attended, awards won,
and any other awesome accolades you want to add. Remember, the more informa-
tion you list, the better. You never know when you share something in common
with a potential employer.

Note
LinkedIn uses all this employment and education history later on to help
you search former and current colleagues and classmates.

The employment and education information make up the basics of your LinkedIn
professional profile, but you also have the chance to fill out a short summary to
help people understand exactly what you do and why you do it.

The Career Summary

Think of this as a networking pitch. (We’ll talk more about your networking pitch
in Chapter 9,“How to Network: Hello, My Name Is...”) Your summary is what makes
you unique and gives someone a reason to connect with you. It’s basically a short
description of your professional experience and skills. Remember your personal
brand story discussed and built in Chapter 2, “How Do You Fit in the Mix?” This is
a great place to use it. This is the traditional “career objective” you would put on a
résumé, but you get to add a little more and make it more thorough than you have
room for on a paper résumé.
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LinkedIn uses keywords to help track and categorize profiles for use in searching.
An employer may be using LinkedIn to search for job prospects or a fellow net-
worker may be searching you! Be sure you use the keywords you want to be known
for or searched for by hiring managers. Don’t overload the Career Summary by
using the keywords over and over, but be sure you use the words that describe your
position, your field, and any useful skills.

An effective LinkedIn summary draws on the short bio you already wrote and adds
keywords that illustrate who you are, like this one: Creative and hardworking young
professional focused on corporate public relations. Led two 80+ student organizations
while also studying as a full-time student. Worked two separate internships with a PR
firm in Washington, D.C. Strong written and oral communication skills with a passion
for public speaking.

What makes this an effective summary? It describes what makes the individual spe-
cial and unique, who she is, and what she likes to do. She used the keywords public
relations, PR, communication skills, and public speaking.

If you’re following along with us, write your LinkedIn summary before moving on
to the next section. A good tool to use will be the personal brand story you wrote in
Chapter 2. Refer to your points of story telling to help write your LinkedIn sum-
mary. This can also be used across many different platforms like Facebook!

Your Websites

There’s also a section to list any websites you’re associated with: both personal and
professional, your blog, your RSS feed, and your creative portfolio (see Figure 4.2).
There’s also a place for you to list interests, affiliated groups, and honors. This lets
people find out more about you beyond your LinkedIn profile.

Tip
When you list your websites and blogs, you can select My Website, My
Company, My Blog, My RSS Feed, My Portfolio, and Other. If you select
one of the first five options, they show up as that name (My Company, My
Blog, and so on) on your profile. But if you select Other, you can spell out
what that other site is. Type in the name of your blog, your website, what-
ever. Then, when people see your profile, they see the name of your com-
pany, the name of your blog, and so on. That link is more informative than
the other five options offered.
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Figure 4.2 This is an example of what is seen when a person searches for your profile.
You want them to be able to connect with you outside of LinkedIn using your website or
a blog.

Tip
Don’t link to your Facebook profile in your Website section. You want to
create a boundary between your personal and professional life. Although a
truly industrious hiring manager may search for you on Facebook, there’s
no reason you need to make it easier for them. (At the same time, make
sure you aren’t posting anything on Facebook that could harm your profes-
sional reputation.)

After you have filled out your profile, check whether it is 100% complete. LinkedIn
shows you a status bar for completion on the right side of your profile. It isn’t a
hard thing to do to hit 100%. Just follow the LinkedIn suggestions under your status
and you will hit 100% before you know it. If only life were this easy!

If you hit 100%, you’re doing great. However, if you haven’t hit it yet, it’s extremely
important to figure out what needs to be done to reach that mark. A complete pro-
file shows that you mean business and helps with the search functionality of the
site. It shows potential connections that you’re using LinkedIn properly, and it isn’t
just some half-finished, rarely visited network to you.

Cool LinkedIn Features Worth Examining
LinkedIn is a powerful tool. It’s more than just a résumé or network-building tool.
It isn’t just a “set it and forget it” social network. You actually need to use LinkedIn
if you want to benefit from it. Just like every other social network, you get out of it

Wow! eBook <WoweBook.Com>



ptg

what you put into it. So you need to use the full range of LinkedIn’s features to get
the most out and to make the best of your connections.

LinkedIn offers some pretty cool features to help you build your personal brand. It
is widely known (especially in the Health and Financial industries) that corpora-
tions limit or block the use of social media access, except for LinkedIn. Because
LinkedIn is a closed system, meaning it is hard to gain information if you are not a
member of the site, it is more secure. The site’s extra features let you customize your
profile to showcase all aspects of your professional life.

• Personal URL—LinkedIn lets you personalize your URL. So rather
than having a long URL filled with all kinds of letters and numbers, you
could have one that has your name in it, like www.linkedin.com/in/
WinstonChurchill (assuming your name really is Winston Churchill).

Note
URL means “uniform resource locator.” It’s just another name for the web
address. You can just call it URL without ever knowing what it means.

• Events—The Events tab can help you promote your events, find other
cool events to attend, and give you the opportunity to see what other
people are attending, whether it’s a community event, a professional
after-hours meetup, or even a conference or trade show. It also offers an
event search and recommends events based on your profile informa-
tion. You can also find out more information about attendees and
updates surrounding the event.

• Connect with Other Social Profiles—We have talked repeatedly about
the importance of linking your other social profiles to create one con-
tinuous story. LinkedIn lets you build your social business profile. Once
you’ve made your connections on LinkedIn, the rest of your networks
are only one click away from connecting with you on multiple plat-
forms, like your blog or Twitter.

Remember, it is important not to link to your Facebook profile.
Personal information and pictures do not need to be shared to a per-
spective employer until after the initial meeting. You do not need the
employer to make an assumption on your ability to deliver.

• Applications—LinkedIn offers a range of applications that help you
make the most of your profile. SlideShare lets you share the presenta-
tions you loaded on SlideShare.net; Portfolio Display posts your portfo-
lio entries on your profile; WordPress pulls the feed from your
WordPress blog; and Tweets pulls in your Twitter feed to share with
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your network. (This is why it’s important to be professional on Twitter,
too.) There are more applications than we listed here, so look for the
ones that will be useful to you.

• Groups and Subgroups—Join groups (they work like discussion
forums) to build deeper relationships and gain new connections. You
can find groups for your community, your industry, or even your job
function. You can find the best discussions and most influential con-
tacts within your groups. They are great resources for announcements,
upcoming events, discussions, and valuable information. Only join
groups and subgroups because you have a genuine interest in what the
group is about.

Creating Contacts on LinkedIn
Of course, a networking tool is not much good without a network. And although
you can search and scour for people on LinkedIn, there’s an easier way to do it.

We all have personal contacts who can build our LinkedIn network, so it’s time to
build that database and connect with other members. There are a couple of ways
you can build your contact list, and it starts with your work database, past and pres-
ent colleagues, and classmates. You also have the opportunity to search by name,
company, school, and city. Finally, LinkedIn has advance search functionality.

By searching for possible connections you have the opportunity to view their pro-
file and research other connections. After you search and find individuals, you can
ask them to join your network by inviting them to connect with you. Once you
have created the connection, you have the ability to search their profile and connect
with people that you may not necessarily know but would be valuable for your net-
work. Just ask your newly minted connection for an introduction.

Using Your Email Database

Out of all the tools you have at your disposal, your email database is the most
important. It’s your initial contact list. Your email database is filled with people you
have already been communicating with on a regular basis. They are the people who
will already know who you are and why you would want to connect with them.

The easiest way to get started is to either download your email database from your
email client (like Outlook, Thunderbird, or Apple Mail) or use your Gmail, Yahoo!,
or AOL email account. LinkedIn will offer to do this automatically or you can click
to the Connections tab to upload your email database automatically to the
LinkedIn network. LinkedIn will automatically search your uploaded database and
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find every connection that has a LinkedIn account. The only thing you have to do
is look, click, and connect. It is that easy to build your initial network.

Tip
We recommend that you get a Gmail account and synchronize it with your
work email. You never know when you’re not going to have ready access to
your work email address. Then make sure you keep it up to date and clean.
It’s useful to make this your primary email address, as opposed to an email
address from your cable company, phone company, or work. If you ever
move jobs, your email address becomes obsolete to all your contacts.
Finally, every social network we have seen lets you add contacts through
your Gmail account.

Tip
Check out the LinkedIn Outlook toolbar if you’re a frequent Outlook user.
This is one of the easiest ways to connect your email address book to
LinkedIn.

Just type in your email username and password, and LinkedIn automatically pulls
all your contacts and shows each contact who has already joined the site (see 
Figure 4.3). This allows you to connect with your initial contact base—friends,
colleagues, co-workers, vendors, and so on. The same process happens when we
upload our email database which we discussed earlier in this section. When you
connect to an individual on LinkedIn you have the opportunity to connect with
their contacts! People you may not know but could be valuable to your network.
Remember, these people become your best marketers. They’re the people who
spread your message (and personal brand) faster than anyone else in the world.

However, you have a chance to confirm any connections before they’re automati-
cally made. That allows you to avoid connecting with someone you’d rather keep at
arm’s length.
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Figure 4.3 By allowing LinkedIn to connect with your email address book, you are
building your network with personal connections.

Other Ways to Connect: Colleagues and Classmates

After you’ve filled in all your education and work history, LinkedIn can find other
people who have shared these experiences with you. Whether it’s the woman who
worked in the cube next to you, the guy who sat behind you in your Psych 100
class, or even someone who you never met but was attending the same class,
LinkedIn gives you the tools to easily connect with all of them. In the Find
Contacts Wizard, you can pick and choose who you would like to connect with.
When you upload the address book or database to LinkedIn you have the ability to
check or uncheck the names of people to whom you would like to connect. You can
choose to bulk connect with every person in your database (automatically) or pick
and choose.

You are also asked to invite nonmembers to the site by email, although we don’t
recommend it. The only time you should invite nonmembers to the site is when
you are sure they will appreciate the invite. If they’re the type of person who might
freak out that you “sent another email,” it’s probably best to keep from sending that
message. Or any others.

You’re making some great progress. You’ve created a profile and connected with
your database. The next step is expanding your network to grow into something
that can help you and your overall personal brand. You have the ability to ask your
LinkedIn network for introductions to people you do not already know. Remember
the second and third degree system from the party at the beginning of the chapter?
Let’s get this party started.
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Building Off Your Second and Third Degree Network

Building your network on LinkedIn does not stop at your first degree connections.
The power of LinkedIn is in your ability to connect with people outside of your
first degree of influence (your personal connections). It defeats the purpose if you
attended a networking event and chatted with people you already knew. By con-
necting with people you already know (the first step) you are building a platform to
be introduced their connections. This is where the second and third degree connec-
tions come into play on LinkedIn. First, let’s define what second and third degree
represent.

• Second Degree Contact—This is the more important connection.
Being connected to a person by a second degree means there is only
one person in between you and the other individual. LinkedIn allows
for contacts to connect with each other by a second degree. The only
thing you need is an introduction to that second degree contact.

• Third Degree Contact—Third degree contact is a harder shell to crack
because you are not directly connected to the individuals through one
other contact. Being connected by a third degree means you have a
contact that is connected to another individual that is connected to
your third degree. We know, the crazy web we weave!

The second degree contacts on LinkedIn are the more important connections to
you in this web of networking. LinkedIn gives you badges (or symbols) next to an
individual’s name to show you the level the person is when connected with you. If
you look at Figure 4.4 you can see a second degree symbol by Jonathan Poma’s
name on his LinkedIn profile. Jonathan could be a valuable connection based on
who he is connected with. If I want to become a connection to Jonathan I can use
my initial network to ask for an introduction. Refer back to the Figure 4.4 and find
the line that states Get Introduced Through a Connection on the right side of the
profile. By clicking this button, LinkedIn brings up the connections Jonathan and
you have in common. You can then ask for an introduction from an individual who
you trust to facilitate the connection.

By gaining introduction to second degree contacts on LinkedIn you are building
your network past the initial contact list to individuals who could be extremely
valuable to your overall brand. You are building an army of individuals who are and
will become powerful evangelists for your personal brand. In Chapter 2 you discov-
ered your personal brand story. You now have the opportunity to support that per-
sonal brand and take contacts and transform them to connections!
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Transforming Your Contacts into Connections
So, why should you turn your contacts into connections? What does that even
mean? What is the difference between a contact and a connection? And can we
squeeze one more question into this paragraph? They are the same type of people
but it is important to discover that a contact may be less important than an actual
connection. This section is about building relationships and strong context with
your LinkedIn network.

• Contact—A contact is an individual that you have been in “contact”
with at least once and is familiar with your occupation and name. This
person may appreciate the initial connection on LinkedIn but would
hesitate to share her entire client list (on LinkedIn) with you.
Remember, the entire point of LinkedIn is to build your network to get
introductions to individuals who are second and third degrees from
you. To do that, you need to get your contacts to become a...

• Connection—A connection is a cheerleader. Not the pom-pom kind,
but the rabid fan kind. A connection is someone who will share your
message whenever asked and will connect you with the necessary peo-
ple to make your goals and personal brand idea a reality. We want to try
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Figure 4.4 You can connect with second degree contacts on LinkedIn by being intro-
duced through a first degree connection.
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to turn every contact into a connection. It may not happen, but that
doesn’t mean you shouldn’t try.

So, clearly, the important dilemma is how to turn contacts into connections.

1. Build the Trust Factor

LinkedIn was built to create connection between trusted contacts. This is huge!
How do you start to build more trust between your connections? Offer them infor-
mation they think is valuable. Share content through your status updates that helps
your contacts on a daily basis, and they will become connections. (This is why you
should try to connect with people who will actually benefit from your content,
rather than trying to connect with anyone and everyone. This isn’t Facebook, and it
isn’t a contest. Connect with people you trust and who you want to have trust you.)

2. Recommend Your Friends

Recommendations make the entire experience of LinkedIn a referral reality. You
must give to receive. Give out those recommendations, and you will receive them in
return. By recommending the people you have worked with, your connection will
grow deeper, and that contact will become a connection. People put greater stock
into the LinkedIn recommendations because they know (to an extent) they are 
sincere. It beats putting them up on your website, which isn’t always perceived as
trustworthy.

3. Get Involved in Your Contact’s Groups

Get involved with groups that share your common interests. This introduces you to
more possible contacts, and you can identify your relationship with this individual
as part of a shared group. The more groups you become involved in, the more
opportunity there is for you to make contacts. (But don’t just join to join; be selec-
tive about the groups you join.) Supporting a contact’s group builds the deeper con-
nection points that need to happen to strengthen your relationship with them.

4. The Power of Staying in Touch

LinkedIn offers the opportunity to connect with people who may not use sites like
Twitter and Facebook. Remember, LinkedIn is made up of white collar profession-
als who (usually) only use it to connect with other professionals in their industry.
LinkedIn is great for staying in touch. It’s updated by users, which makes it a reli-
able current database.
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The Importance of Recommendations
Out of all the applications that LinkedIn offers, recommendations are important to
your profile. Recommendations give you additional credibility with people. The
best way to dominate in the personal branding world is to get qualified and stellar
recommendations.

If you’ve had a good business relationship with another LinkedIn member, ask that
person for a recommendation. Don’t ask just to ask or to rack up a bunch of recom-
mendations. This isn’t a contest. You want people who know you and can honestly
write a good one. Then return the favor; writing recommendations also helps com-
plete your LinkedIn profile.

It is important to give and receive the appropriate recommendations that can help
further your personal brand. Do you want to be known as a great speaker? Ask peo-
ple who have seen you speak to write that kind of recommendation. See Figure 4.5
for examples of recommendations. Do you want to be known as a strategist? Ask
clients who have been successful because of the strategy you implemented. And
remember, it is important to give before you receive. Give recommendations to the
people who have helped you over the years and they more than likely will return
the favor.
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Figure 4.5 This is an example of how your recommendations will be displayed on
your profile. Build your recommendations to create an increasingly powerful personal
brand.

Wow! eBook <WoweBook.Com>



ptg

So what makes a good recommendation? Remember our friends from Chapter 1,
“Welcome to the Party”? Our four heroes are devoted LinkedIn users, and they
each have gathered recommendations that are useful for their personal branding
objectives.

• Allen (influencer) is looking for a new job after working at the same
ad agency for 14 years.

Allen should ask his supervisor, a co-worker, and a client he worked
with for recommendations. Here is an example of a recommendation
for Allen from one of his clients:

“Allen has been nothing short of extraordinary at managing our projects
with our company. They were continually delivered on time, on target,
and on budget, with every detail covered. Thanks, Allen, for being such an
asset to our company!”

Notice that the recommendation feeds into Allen’s strengths as an
account manager and strengthens his commitment to managing cus-
tomer accounts the right and successful way.

• Beth (climber) wants to move up the ranks within her company to
become CMO.

How should Beth use recommendations? She needs recommendations
from her superiors and co-workers to show upper management that she
is fulfilling her company goals. Recommendations can help her get past
the manager who may not share positive information with the higher-
ups of a company. Here is an example of a positive recommendation for
Beth:

“Beth has been extremely effective at building marketing platforms that
help our team at Company X. She is a go-getter and has consecutively hit
her goals and expectations of my team.”

Beth has a recommendation that feeds into her ability to hit her goals,
which is extremely important when climbing the ranks of any company.
Remember to include information that can help in your internal promo-
tion meetings. Also, do not hesitate to ask for recommendations from
individuals of different departments within the same company.
They could end up being extremely powerful for your personal brand
development.

• Carla (neophyte) is a former pharmaceutical sales rep who left after
eight years with her company. She is interested in working for a non-
profit, either as a program director or a fund-raising specialist.
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Carla has an interesting problem because her previous job was as a
pharmaceutical sales rep, which has nothing to do with being a pro-
gram director. There are two things Carla could do. She could ask her
sales manager at the pharmaceutical company to give a recommenda-
tion based on her ability to create relationships with doctors and other
medical professionals, which could help her get a position as a fund-
raising specialist. Or, she could have him talk about her ability to man-
age several different clients and projects, which could speak to a
program director position. Here is a good example of the former:

“Carla was extremely effective in creating strategic relationships with doc-
tors at private practices and helped in securing those relationships over an
extended period of time. The relationships she handled have amounted to
an increase in sales at our company!”

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. He is a free agent, because he’ll
stay at roughly the same level of job, regardless of where he goes, but he
can make more money because there are bigger companies requiring
his expertise.

Darrin should follow the same path as Allen when it comes to asking
for recommendations. He should ask a client or co-worker to give a
positive recommendation to reinforce his ability to deliver for high-
level clients. It is important that he gets recommendations from bigger
companies because they are his target market; smaller companies will
probably not help him in his personal branding endeavors. Here is a
good example:

“Darrin is a skilled IT professional who provided me with quality service
when I knew very little about the field or my software. He was patient
and knowledgeable and communicated well in explaining to me what his
plans were in designing my software and internal communication solu-
tion. He listened well and provided choices for me based on the type of
systems I was going for at the time.”

It’s important to understand the advantages that good recommenda-
tions give to a LinkedIn profile. Remember to get recommendations
from people who are going to influence your personal brand.

You may feel overwhelmed because there are so many useful tools to use for
LinkedIn and personal branding. But if you want to choose one of the top features
to further your personal brand, it’s Recommendations. You are giving people the
opportunity to tell their story of interacting with you as an individual, and how you
helped them. Now that’s powerful!
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Ten Do’s and Don’ts of LinkedIn
Don’t you love the do’s and don’ts section of books? We do.
@kyleplacy:This is the only part of the book I’m actually

going to read.
@edeckers: But isn’t this your chapter to write?
@kyleplacy:Yeah, so?

There are plenty of rules to apply when building your personal brand with
LinkedIn. These are the top 10 rules we share with our audiences. They are ones
you should take extremely seriously if you want your personal branding campaign
to be a success.

1. Do Upload a Professional Picture
This should be self-explanatory, but it is surprising how many starfish, cars, sun-
flowers, people standing on the beach at sunset, and dogs we witness on LinkedIn
profiles. Why would you put a picture of your dog on a professional networking
platform? Really?
@edeckers: Ooh, I hate the “standing on the beach” photos.

Not only are they too small, they’re backlit, and
I can’t see who they are.

@kyleplacy: What about the photo of people standing in the
mountains?

@edeckers: Those too. They try to show the entire mountain-
scape, but the person is the size of a gnat in
the photo.

It’s bad enough when people do it on Facebook and Twitter, but this is a professional
network.

The point of LinkedIn is to further your networking ability online as well as offline.
You want people to recognize you when you walk into a networking event. And
when you have a picture of your dog, that never happens. Upload a professional pic-
ture to all platforms you are building your personal brand on, whether that is Twitter,
Facebook, LinkedIn, or your blog. We know you’ll want to be fun and creative on
those other sites, but don’t do it if you’re trying to create a professional image.

2. Do Connect to Your Real Friends and Contacts
Just like we tell children not to talk to strangers, the same applies to your LinkedIn
profile. It’s crazy to see how many people connect with strangers all over the world
because they want to “build up” their network on LinkedIn. Connecting to hun-
dreds of strangers will NOT help your network in LinkedIN. They do not care
about you! They will not help build your personal brand. Why would you build a
network of people you don’t know and will never have a chance of knowing?
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Remember, you want to build a network of connections (deep relationships), not
contacts (someone whose email you just happened to get). Remember, the value of
LinkedIn comes in the quality of relationships you have, not the quantity. Although
there are LIONs (LinkedIn Online Networkers—people who race to add as many
people as they can on their profile) who abound on LinkedIn, they’re not actually
adding value to their network. They just have a lot of people they’re connected to.

Think of it this way: If you ever have to ask someone for an introduction to some-
one else, it’s rather a big letdown to get a message back that, “Oh, I don’t actually
know them; they’re just in my huge network.” People like this do not provide real
value, so don’t become one of them.

3. Do Keep Your Profile Current
Let’s use an example for this. Erik is hanging out with Kyle, and there is a funky
smell coming from somewhere. Kyle asks Erik where that smell is coming from, and
Erik nonchalantly says he hasn’t changed clothes in three days. Does that change
the way Kyle is interacting with Erik? Of course!
@edeckers: Gee, I’m so glad I could help you out with this 

example!
@kyleplacy: See what happens when you leave me alone with the 

manuscript?

Just like Erik neglected his appearance, the same concept applies to your LinkedIn
profile. If you neglect your profile, people will tend to forget and avoid you.
Neglecting your profile doesn’t help you in the least, and at worst, it shows you’re lazy.

4. Do Delete People Who Spam You
In life and in LinkedIn, there are bad apples. There are times when contacts or con-
nections abuse the system and spam your Inbox with some new multilevel market-
ing scheme or a new product or service they’re selling. It’s polite to ask them to stop
and rethink their strategy. They could be new to this, and maybe they made a mis-
take. But if they continue to abuse your connection, delete them. They’re wasting
your valuable time by making you wade through their mess. Get rid of them.

5. Do Spend Some Time on Your Summary
Do you ever read an email, newspaper, or blog post when the headline is terrible?
Of course not. Your summary has the same effect on your LinkedIn profile. Be
extremely concise and specific when writing your summary. Get people excited
about reading your profile and connecting with you. Express your personal brand.
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Express what you are passionate about. It may even be helpful to have a co-worker
or close connection review your summary.

6. Don’t Use LinkedIn Like Facebook and Twitter
There is a time and place for professional and personal content when building your
personal brand. We have discussed the importance of having places for both.
LinkedIn is a professional network, and although it is important to share some per-
sonal content, it’s important not to use LinkedIn as a personal network. That’s what
Facebook is for.

7. Don’t Sync LinkedIn with Twitter
Similarly, don’t automatically blend LinkedIn with Twitter. LinkedIn gives you the
applications and tools that allow you to connect your account with Twitter, which
means whenever you post a message to Twitter, it automatically posts to your status
update in LinkedIn.

Don’t do this. Ever. If you’re using Twitter correctly, you’re communicating with
connections, asking and answering questions, giving shout-outs to people across the
country, and even making plans for lunch. People on LinkedIn don’t want their
feeds disrupted by all your tweets.

Remember, too, that not everyone uses Twitter, so your colleagues on LinkedIn may
not know how to read some of the special characters and abbreviations on Twitter.
(You will, once you read Chapter 5, “Twitter: Sharing in the Conversation.”) So your
tweets (Twitter messages) will be confusing. The same is true of Facebook: Don’t
tie your Twitter feed into your Facebook account.

8. Don’t Decline Invitations. Archive Them
When a stranger asks you for a connection on LinkedIn, archive the invitation
instead of deleting it. There could be a time when you meet this person, and you
can refer to the previous invitation to connect with her. When a connection is
archived, it’s easier to keep track of it.

9. Don’t Ask Everyone for Recommendations
There’s no hard and fast rule about the number of recommendations you should
have. There’s no minimum, and some people think there’s no maximum. Just
remember that not every recommendation is important.

Wow! eBook <WoweBook.Com>



ptg

85Chapter  4 LinkedIn : Network ing on Stero ids

You do need to have at least two recommendations to reach 100% completion of
your profile, but they need to be valuable recommendations. Here are a couple tips
to follow:

• Make sure you know the person—This seems pretty obvious, but
unfortunately it is not. Basically, if you don’t know the person who’s
asking you for a recommendation, send her a nice note that says, “I
don’t know you!” You don’t need to give a recommendation to someone
you don’t know; similarly, you don’t need to accept one either.

• Ask your best clients—Happy clients are the best referral and recom-
mendation source for you. Make a list of 10 people to ask for a recom-
mendation. You don’t need 20 or 30, because 10 people talking about
you is more than enough to strengthen your LinkedIn profile and build
your personal brand.

10. Don’t Forget to Use Spelling and Grammar Check
Do you use spelling and grammar check on your résumé? The same idea applies to
your LinkedIn profile. Remember, your profile is technically a résumé, and we’ve all
been taught that our résumés have to be laser perfect. Spell check everything! If you
lose a job or a position because you misspelled a word, you have to buy five more
copies of this book.
@kyleplacy: Ooh, and attend one of our seminars!
@edeckers: Yeah, at full price!
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Twitter: Sharing in
the Conversation

Imagine a social networking site where millions of people
connect on a daily basis. You are throwing yourself into a
networking event with millions of people chatting in suc-
cinct 3–5 second conversations. In 140 characters or less,
they update the world on everything from the vital to the
mundane, from the inspirational to the just plain silly,
from the passions that drive them to what their pet ate for
breakfast (which can be extremely entertaining and valu-
able).

We’re either talking about a weird Alfred Hitchcock meets
Adam Sandler movie, or Twitter. We know it sounds odd
(Twitter and Alfred). We know the site is a little weird
and hard to understand. We know you have no idea
where to begin. It’s also safe to assume that you’ve prob-
ably disregarded it as another site where people share
things you don’t need or want to know. However, the site
is extremely valuable to your personal brand. That’s part
of the reason why you bought the book, right?
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The truth of the matter is, Twitter is revolutionizing the
way people communicate on a daily basis, and this revo-
lution is spreading through the ranks of blue collar and
white collar professionals and over every inch of the
globe.

Twitter is a platform that allows for the instantaneous
sharing of your blog or website’s content, which means
you have the opportunity to publish your opinions and
ideas to a readership of millions, and you can do all this
between sips from your latte, beer, or apple juice (for you
young at heart).

Remember, it’s the content that makes the personal brand,
and Twitter is the perfect site for sharing those ideas and
passions that make you a unique individual. The quick-
est, easiest way to share information and content—and
thus, create your brand—is Twitter.

The question you need to answer is this one: Does the
social networking site really matter to you? Isn’t Twitter
just another Tweeter or tweeker tool for young people?
Can Twitter really have an impact on the world of per-
sonal branding in 140 characters or less? (Hint: We wrote
a whole chapter on it, so you can guess what that answer
will be.)

Why Should You Use Twitter?
Do you care about 150 million people paying attention and understanding your
message? Okay, maybe not 150 million, but it is possible to get hundreds or thou-
sands of people interested.

Let’s talk about why you should be using this amazing conversation tool to further
your personal brand and build your already thriving network.
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Twitter has been growing exponentially since its creation four years ago and now
boasts upwards of 1501 million users around the world.

Let’s think about this for one second (maybe even a couple seconds): 150 million is
a big number. It’s over one-third of the population of the entire United States. It’s
over 1% of the world’s population. It’s how many pieces of rice you get in a box
from your local grocer. It’s a big box of a million little things. It’s a massive database
of people to whom you can directly market your personal services or brand.
Ridiculous amounts of content are being shared on Twitter (upward of 55 million
tweets per day2), and the important part of all this content is that it is dynamic.
What does “dynamic content” mean? Let’s talk about the amount of content being
shared.

According to the official Twitter blog (http://blog.twitter.com) there are 55 million
tweets sent on a daily basis, or 600 tweets per second! Imagine the little pieces of
rice yelling 600 times every second because you are dumping them in a vat of boil-
ing water. (But we digress...)

Admittedly, a few of these messages or tweets are a complete waste of time to some
people, but there are others who would appreciate the references to pet food and
sandwiches. For example, an individual who works for a pet food supplier would
love to know what their constituents are using on a regular basis. There is so much
content being shared on Twitter that 100% of your tweets will be relevant to some-
one, just not everyone. The important tweets are changing the way we communicate
to the masses and changing the way people perceive your personal brand.

Sure, this is content in 140 characters or less, but the sheer volume alone is enough
to make Twitter an extremely valuable tool for building a personal brand.

What Can Twitter Do for You?
There are many reasons to start using Twitter to share your content. It’s worth
repeating: Twitter is one of the premiere platforms to build your personal brand for
many reasons, which we will discuss throughout this chapter. Remember, we dis-
cussed the objectives and goals of building a personal brand in Chapters 1 and 2.
Most importantly, Twitter has a lot to offer you in regards to meeting your personal
branding objectives and goals.

2 http://www.businessinsider.com/twitter-stats-2010-4#and-its-search-engine-gets-600-million-
queries-every-day-7

1 http://www.fox23.com/news/local/story/Twitter-Reaches-150-Million-Users/
Y7TZQdK2MkaI0f1PBPWS7g.cspx?rss=77
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• You can establish your expertise—We talked about blogging and
establishing your expertise in Chapter 3, “Blogging: Telling Your Story.”
Blogging allows you share your story with a range of individuals. To
further your story, you need the ability to share that story, and Twitter
is the perfect place to do so. Remember your fellow 150 million twitter-
ers? You have the opportunity to share your story with hundreds of
people (sometimes, whether or not they want to hear it).

• You can market or sell your personal brand—Twitter gives you the
opportunity to share your expertise with millions of people across the
world. And the beautiful thing about this tool is that it is a “newer” phe-
nomenon than Facebook or MySpace. Social networking sites are still
growing exponentially, but Twitter is a newer system. Even after four
years, the opportunity to grow your personal brand is exponential.

• You can have direct communication with potential clients and
employers—At the core of this social networking site, Twitter is a com-
munication medium. People use Twitter to communicate with different
types of users all over the globe. This is not a medium to simply share
content, but to discuss it as well.

• You have access to many types of research—You can use Twitter to
research blog content or to find marketplace trends. What are your
peers writing about? What are they reading? What’s trending across the
country or around the world? Check it out, and create your own
responses. As we wrote this chapter, the World Cup was going full force.
Anyone who wanted to take advantage of it was writing about things
like, “Five Things the World Cup Can Teach Us About _____” and find-
ing new readers.

You also have the ability to research what other experts are saying
about your product, service, or marketplace. The best part about all of
this is that Twitter is free. When content is being shared so rapidly it is
easy to gauge trends and reap a ton of content from the site.

• You can also track your competitors—You’ll be amazed at how much
content your competitors are willing to share on Twitter. Because
Twitter is so new to the general public, it’s extremely easy to gain valu-
able content from your competitors, including things like, “Had a great
meeting with @ABC_Widgets about possible mktg plan!” Use Twitter
to make decisions on how to market yourself to the client just by
watching what your competitors are doing.
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• You can find people who share your passions—There are plenty of
different types of personal passions that are shared daily on Twitter.
Millions of tweets are being created every second of every day, and
yours are in there, too. Just do a search for whatever inspires you, and
start connecting with the people talking about it.

You want to connect with passionate people because they share content. It helps
when you find individuals who are passionate about the same things. Both Kyle and
Erik share passion for the city of Indianapolis, and they connect with people on a
daily basis who live in the city. Erik connects with other food lovers in the city to
find new restaurants to attend and promote. Kyle finds new music venues by fol-
lowing local musicians. Their passion for the city helps grow both of their personal
brands because of the direct contact they are having with other individuals.

You can increase traffic to your website and blog. Twitter is a content distribution
and communication medium. If you are sending your blog posts to Twitter, you can
get a pretty hefty return in terms of clicks. People love to click on different posts to
read varying types of content through Twitter.

How Do You Use Twitter?
Are we past the point of proving that Twitter is a viable platform? If you’ve reached
this point, hopefully you’re ready to join the twitterati, the millions of people who
use Twitter on a daily basis to build their brand. Building your personal brand with
Twitter all starts with your profile.

Creating a Twitter Profile
The first step in the world of Twitter is to cross the threshold and create your own
profile. Your Twitter profile is your home base on Twitter much like your website is
your home base for your business. It’s where you connect with people and start fol-
lowing others to build your personal network. You can customize your settings and
background and send or receive direct messages.

When you are creating your Twitter name, you need to make sure it is easy to
remember and has something to do with your name. If your name is Adam Decker
and your Twitter handle is @394ldkf, you’re not going to amount to much in the
world of Twitter. 394ldkf just doesn’t roll off the tongue that easily.

A good example of a name is your full name in real life (@AdamDecker). If your
name is actually taken, try different variations. Kyle decided to use @kyleplacy
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because @kylelacy was already taken by another Twitter user. He thought it was a
great idea until he started receiving notes and letters to Kyle Placy.
@kyleplacy: Not funny anymore, people. I’ve heard them all!
@edeckers: How about Ky Leplacy?
@kyleplacy: Shut up.
@edeckers: Or Kyl Eplacy?
@kyleplacy: Or Ed Eckers?
@edeckers: Truce.

After you’ve come up with your Twitter name, upload a nice photo. As a friendly
tip, be sure to upload a nice photo of yourself, not your dog or a Mercedes. (We all
know it’s not your car anyway, so quit trying to fool people.) Besides, you need to
remember that people are trying to get to know you, not your dog. Your picture
should reflect that idea.

Tip
Make sure the photo (or avatar) is a close-up of your face, and only of you,
not you and your friends, or you standing on the beach or a mountain with
the sun backlighting you. How do we even know that’s you? Pick a photo of
your face that allows people to pick you out of a crowd if they’ve never met
you before.

Finally, fill out your profile information, including your bio. Be sure to fill it with
relevant information. Your profile is there to give people the opportunity to learn
what you’re about and who you are. Also, add your blog url or your website address
to the profile. Remember to give people the opportunity to connect with you as
many times as possible.

Getting Followers
The next fork in the road is getting actual followers to your Twitter account. Your
goal may not be to have hundreds of thousands of followers, but you do need to
gain a few worthy friends. If you’re on Twitter and don’t have friends, people will
assume you’re a weirdo, and they don’t want to associate with weirdos. (Or it could
be that you’re just not using Twitter, in which case we won’t be associating with you
then either.) Friends (or followers) on Twitter give you the opportunity to share
your message with other people. Followers share your content, and we love sharing
content! It furthers the brand!

There are a few ways to go about adding people as followers to your account.

First, introduce yourself by “following” people. Keep your tweets (posts) open to the
public so that anyone can read them. It is likely that when you follow people, they
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will reciprocate and follow you back. That doesn’t necessarily mean you should fol-
low everyone. You can search for people based on keywords. Go to http://search.
twitter.com and search for keywords surrounding your industry or even your pas-
sions. Follow those people, and see if they’ll follow you back.

Note
Following is Twitter jargon for “connecting with.” Although it sounds rather
stalkerish—“hey, I’m following you. Are you following me?”—you’ll get
used to the parlance after a short while. While it’s not all puppy dogs and
rainbows of Facebook—“Will you be my friend? She’s my friend!”—it’s not
as creepy as it sounds.

Next, import your email contacts. When you start your account, Twitter asks if you
want to import your contacts from email providers like Gmail, AOL, and Yahoo!.
Enter your email information and watch what happens: Twitter pulls all your email
contacts and cross-references them with the Twitter database. It tells you who out of
your email database is using the Twitter service. Click one button, and Twitter fol-
lows everyone from your email database. And remember that if you follow all these
contacts, there is the potential that they will follow you back. You will get a better
response rate from people following you from your email database because they
already know your name (or at least they should.) This is a great way to build up
your Twitter database with people you already know.

Sending Out Tweets
Let’s get to tweeting! This is where the true fun begins in the world of Twitter.
“Tweets,”“tweeting,” and “being tweeted” are less about that little yellow bird from
Bugs Bunny cartoons and more about sending messages to other Twitter users.

Tweets are the brief messages you post to your profile and send out to your follow-
ers. They are the lifeblood of the Twitter universe. The 140 character post (the max
amount of content per message) is the engagement tool that prompts the conversa-
tion from other users. You can essentially say whatever you want, link to whatever
you want, and show pictures and videos of whatever you want. But keep in mind, as
you build your personal brand, that everything you do is a reflection of you.

Remember to start conversations. You can direct tweets at other users by asking
questions, sharing news, or whatever. By starting conversations you are building
relationships with other Twitter users. The point of using Twitter and social net-
working is to build your brand and the only way to accomplish this is to share con-
tent. Figure 5.1 is an example of a tweet.
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This tweet was sent out from Kyle’s account (@kyleplacy). He was replying directly
to @ravynstadick about her question pertaining to information on local
(Indianapolis) video production companies. When Kyle sent the tweet, all his fol-
lowers received it and @ravynstadick received it because she was mentioned.

Tip
Content makes the tweet. Remember, the more content-rich your tweets
become, the more people will read. This is done by linking your blog, your
website, and other news sources and engaging in conversations.
Remember: Tweeting is what makes Twitter social and builds your personal
brand.

Retweeting Your Content
Retweeting is actually an action completed by the members of the Twitter commu-
nity. Members of the Twitter community who like your post might retweet it to
their followers—retweeting is the action of sharing your content. The best way to
think about retweeting is an email being forwarded to other individuals by other
users. A retweet on Twitter can be seen as a compliment. It means that the content
was interesting enough to be passed along.
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If you want one goal for Twitter, it is the retweet. There is no function more power-
ful and more apt to spread your message (and personal brand). It is viral and word-
of-mouth marketing at its finest. Retweeting is a way to source content. Just as you
would not plagiarize in a research document, you shouldn’t on Twitter. The same
repercussions could occur. People don’t like it when you steal their tweets, com-
ments, content, or sandwich, so retweet them.

By now, you’re probably wondering if we’re leading you down the retweet rabbit
hole, and you’re asking where to go from here. Not to worry. Here are some tips to
getting your content retweeted:

• Don’t talk about yourself so much—The more interesting your tweets,
the more likely they will be retweeted, especially if you include a link
that leads the reader to even more interesting information. Links also
give your information more credibility. Most people don’t want to hear
about your trip to Costco or what you had for dinner. Instead, tweet
about things relevant to your industry, a newsworthy story, or a local
event coming up, including links to the website or story.

• Remember who your audience is—You’re not tweeting to 5-year-olds,
so your tweets can use grown-up language. When you post content that
has substance, people may respond to it and retweet it. Try asking for
advice or an opinion about something. Questions that evoke conversa-
tion will more likely get retweeted.

• Tweet about how to do something—Some people are on Twitter to
learn, so provide them with your expertise and know-how.

• Keep your 140 character tweets to between 100–120 characters—This
allows people to retweet your tweet easily and without editing. Twitter
adds the name of the individual retweeting to every tweet. Once multi-
ple names have been added (a good thing), the tweet is going to exceed
140 characters and be sucked into oblivion.
@kyleplacy: Keep tweets between 100–120 characters so
people can include your name and give you the credit.
@edeckers: RT @kyleplacy: Keep tweets between 100–120
characters so people can include your name and give you
the credit.
@douglaskarr: RT @edeckers: RT @kyleplacy: Keep tweets
between 100–120 characters so people can include your
name and give you the credit.

See how that works? Kyle’s first tweet was 98 characters. When Erik
retweeted it, the entire message was 113 characters, because it included
Kyle’s name. When our good friend, Doug Karr, RTed it (RT is the
Twitter abbreviation for retweet), the message had grown to 126.
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• Send a quote—Twitter users love quotes and will retweet to their little
hearts’ content. You are actually killing two birds with one stone. Send
inspirational quotes to make people smile, and gain followers! Can’t get
much better than that!

The basics of Twitter are important but there are also advanced features. Now if
only there was a way you could manage the account more effectively to fully grow
your brand. Oh wait—there totally is. There are also dozens of applications that can
help you in your Twitter domination.

Applications for Twitter Domination
So far we have talked about using Twitter.com as your primary source to share and
tweet to your little heart’s desire. However, the website can be a little hard to navi-
gate if you start getting ungodly amounts of followers (which you’ll get, just because
you’re awesome). We’re talking Ashton Kutcher famous!
@edeckers: Dude, settle down. We don’t want to promise that.
@kyleplacy: What? He’s got a few thousand followers. How hard

can that be?
@edeckers: No, he’s got more than 5 million followers.
@kyleplacy: Oh. Uh, never mind.

So, how do we navigate Twitter without opening multiple windows on Internet
Explorer or tabs on Firefox?

Tip
We recommend using Firefox for your Internet browsing. That’s because
there are all kinds of social media plug-ins that make your personal brand-
ing campaign a whole lot easier and more efficient. Plus, it’s more stable
and less prone to virus and phishing attacks.

Twitter is a great tool on its own because you can engage with readers all over the
world and reinforce your personal brand in just a few minutes a day with your brief
tweets. But you can get even more out of Twitter with third-party applications
designed to make the site even more useful for the professional.

That’s because there are hundreds of professionals sitting in their basements, offices,
and coffee shops tapping away at their computers and creating helpful applications
for you to use. Applications are tools used to enhance your experience of Twitter
and are separate from the actual Twitter.com website. Enhancing your Twitter expe-
rience should be the top priority of every developer on the face of the planet. (Or at
least ours. But we’re selfish that way.)
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They allow you to manage your time by scheduling tweets, develop niche marketing
strategies, organize your followers, and track who you are following. There are three
different types of applications on Twitter: desktop, mobile, and web based. Some
applications cater to all three types; it is up to you to choose which type is the 
best fit.

Tip
A great way to find different applications to use is to surf to OneForty.com.
OneForty is a massive database of different applications from mobile to
desktop that will help you use Twitter as a tool for your personal brand.

In terms of functionality there isn’t much difference between a desktop, mobile, and
web-based application. The only difference between the three applications is where
they are stored. A desktop application is downloaded and resides on your computer.
A mobile application is on your mobile phone and resides on your phone. A web-
based application is used online and is never downloaded.

There are corporate applications and personal applications out there for your devel-
opmental needs. CoTweet (www.cotweet.com) is a corporate Twitter tool that has
been used by everyone from Coca-Cola to Starbucks. If your personal brand
becomes large you are going to have multiple people managing your Twitter
account, CoTweet is a valuable addition to your Twitter arsenal. However, we are
talking about individuals using Twitter to develop a personal brand!

First...a couple of disclaimers: The following applications are Kyle and Erik’s
favorite applications. If you find an application that you find more valuable, by all
means, use it. But the following are applications we have used for a couple of years
and grown attached to.

Also, it is important to understand that the majority of applications (desktop,
mobile, and web-based) have the same types of functionality. Try out the different
applications and find one that you are comfortable with using.

Desktop Applications

TweetDeck.com

This is the application we recommend for anyone getting started or for those peo-
ple who have thrown up their hands and shouted, “I just don’t get how Twitter
works.” Nearly everyone who uses TweetDeck becomes a Twitter ninja. (And trust
us, you want to be a Twitter ninja. You just have to buy your own uniform.)
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TweetDeck helps you be managing multiple Twitter accounts, your Facebook page,
and LinkedIn account. You also have the ability to group different Twitter users and
have columns for different users.

Seesmic

Seesmic is an application that you can download on your computer to manage your
social media accounts. You can post to just one or all of your accounts at the same
time. A cool feature is the Evernote tool, which allows you to save events, messages,
and updates by storing them. You can also share updates and upload pictures by
email. It allows you to manage accounts on any platform.

Twitterific

Twitterific is a Mac application that sits on your desktop. If you are annoyed by
windows cluttering up your desktop, Twitterific is probably for you. Twitterific has
an excellent user interface and is small enough not to be annoying. It offers the
same types of capabilities as TweetDeck but has more keyboard shortcuts for the
Mac user. The application is designed to let you view as much or as little informa-
tion as you prefer when it’s on your desktop.

Twitterific is also available for download on the iPhone as an application. Kyle loves
using Twitterific on his iPhone.

Twhirl

Funny name, huh? Twhirl is a desktop software designed by the people who
brought you Seesmic. It can run on both the Windows and Mac platforms. If you
are familiar with sites like FriendFeed and Seesmic, this may be the tool for you.
Twhirl lets you connect to multiple accounts on Twitter, Iaconi.ca, FriendFeed, and
Seesmic.

You can let Twhirl run in the background while you’re working, and it will give you
pop-up alerts that tell you when you have new messages (also a feature on
HootSuite and TweetDeck). With Twhirl, you can also cross-post messages to multi-
ple profiles on other social networking sites like Facebook and MySpace and record
a video and to share on Seesmic.

Web-Based Applications

HootSuite.com

This is a web-based Twitter tool that gathers a lot of the features of different Twitter
apps and offers them on one simple web interface. There are other apps that do
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some of these things, but we haven’t found one that does everything HootSuite
does. HootSuite is the golden nugget of all Twitter applications. Although
TweetDeck can be easier for some to use, HootSuite gives everything you need to
dominate in the personal branding world.

You can do the following with HootSuite:

• Schedule tweets for preposting throughout the day. HootSuite lets you
schedule in 5-minute increments, like 10:15 and 10:20.

• Manage and monitor different Twitter accounts, like a work account
and a personal account.

• Create search columns to monitor a keyword, like the name of your
business or your industry.

• Track links and click-throughs with a URL shortener like bit.ly, tinyurl,
or ow.ly.

• Integrate your Facebook, LinkedIn, and other social accounts in one
place.

There are plenty of ways to use HootSuite in the world of promoting yourself
through Twitter. Whether you are pre-posting tweets to be sent out during the day
or tracking clicks for links you have “tweeted” HootSuite is, in our opinion, the best
application to use for Twitter management (see Figure 5.2).
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However, we’re not discounting the other platforms out there, because they have a
following as well. You can be sure that there will be many more to come. We’ll
review some of the other big players we’ve seen our fellow tweeple 
(Twitter + people = tweeple) use. You are going to want to test the different 
platforms to find the one that best fits your personality and mission statement.

(We’re kidding about the mission statement.)

As stated previously, CoTweet is a corporate Twitter application that is best served
when managing multiple people and Twitter. If you are going to have support in
managing your personal brand, it is important to look at CoTweet as your solution
to all things Twitter. It allows you to assign different tasks, manage multiple users
on a single Twitter account, and search/track multiple keywords.

Mobile Applications
Mobile applications are important to your Twitter experience because they do one
thing: make you mobile. You are not going to be able to sit in front of a computer
all day. You will be networking and meeting with potential clients, connections, and
contacts. It is important to include a mobile application on your smart phone. If
you do not have a smart phone, upgrade.

Twitter (for Android)

Erik was a regular Seesmic user on his Android Eris until he gave Twitter’s mobile
app a try. After a week, he deleted Seesmic and has used the Android Twitter appli-
cation ever since. The Twitter application tends to be easier to use for the average
Twitter user. Try it out and see what you think.

UberTwitter (for BlackBerry)

UberTwitter delivers a pretty amazing application for BlackBerry users. The basic
features of this application consist of the ability to upload pictures, update Google
Talk, see who’s tweeting near you, update locations, and send embedding videos. If
you’ve been using another Twitter app for BlackBerry, give this one a try.

Many of the applications also support mobile integration. Remember: The choice of
your mobile applications depends on the phone you are using.

Deciding What’s Best

Twitter applications are available to help enhance your Twitter experience. The
Twitter website does not offer the functionality that most applications offer.
Whether you are wanting to use HootSuite to pre-post tweets for effective time
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management or use TweetDeck to manage multiple social accounts, you are giving
yourself the tools necessary to use Twitter effectively.

So which one should you choose? It really depends on what platform you feel most
comfortable with. Don’t choose an application based on the name. (They’re all
goofy names. You just have to get over the fact that you sound like a clown on
Ecstasy when you start talking about them.) Test all the applications before you
start using them regularly, and remember that the tools aren’t as important as what
you do with them. One app will not help you more than another, any more than
one kind of pen will make you a better writer than another. Get the app you like
best, and then get going.

What Should You Tweet (and What Shouldn’t You?)
This is a question many face constantly. They get caught up with trying to figure
out what to tweet, how to tweet, and when to tweet—it’s exasperating! They start to
question and doubt their tweets so much that they stop tweeting altogether. Or they
worry that their content is becoming monotonous and lose sight of why they
wanted to tweet in the first place (personal branding).

Ultimately, people lose motivation and slowly begin tweeting in circles, sending
empty messages that don’t mean anything. Or they race around, not sure where to
start, so they just start throwing up anything and everything they can think of.
Nobody wants to tweet in circles. You’ll get dizzy, probably throw up, and embarrass
yourself in front of all your friends. You may do it gracefully, but in the long run
you’ll still be embarrassed. Here are a few ways to avoid the embarrassment of
tweeting in circles.

• Tweeting for Current Topics—How many journals have you started,
only to toss them aside after two weeks of struggling to think of some-
thing profound to write about? You’re trying to write to future genera-
tions, in the hopes that someone will think you’re interesting 50 years
from now. Just write about stuff that’s happening to you and stuff that
you’re thinking about. Just put something, anything out there on
Twitter. Then do it again, and again. Learn what is important, and make
tweeting a habit.

• Sharing is caring—This is crucial for Twitter. If you love reading
another user’s tweets, chances are someone else will, too. People love
following new Twitter users who have excellent tweets (with interesting
content), so introduce them. Sharing is more than introducing new
people worth following. It’s about sharing a variety of great content, too.
Content can come in the form of links, retweets, questions, pictures,
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and more. Share what you know and who you know. When you’ve hit a
rut, find more to share. There’s plenty of information worth passing on.

• Engage and begin a conversation—Don’t have anything to say? Then
engage with someone else and begin a conversation. It’s amazing how
powerful a simple conversation can be if you show someone you’re lis-
tening! In this weird six-degrees-of-Kevin-Bacon world, one conversa-
tion (even on Twitter) can lead to an endless amount of useful
resources and information. This is what Twitter is for—networking.
And the only way to expand your network is through conversations. No
one knows who you are until you’ve introduced yourself, right? You
can’t be a wallflower at party, and you can’t be a wallflower on Twitter.

The point here is to share your opinions and ask questions. Use (and
grow) your resources and your network just by sitting at your computer
or pulling out your mobile phone. Ask and answer new questions, and
be a point of reference for someone else.

• Be consistent—Remember the times when your head is completely
empty and words are escaping you? It has happened to everyone. If
you’re lacking in ideas for a blog or questions to ask, there are still ways
to tweet. Remember, a tweet is only 140 characters long (or short).
Rework old ideas, revisit old stories, and send out an “in case you
missed this” tweet with links back to the original story. You can repeat
yourself. This is how you develop an audience and reach the people
who might have missed you earlier. There are rules to be broken in the
world of Twitter, and this is one of them. Remember: You can repeat
yourself. (See what we did there?)

• Be active, not annoying—You know the little kid who talks constantly?
That one kid—not your own, to be sure—who chatters, makes a lot of
noise, and is a general nuisance? Don’t be that little kid. Period! This
may be a touchy subject for some, but it is worth talking about. The dif-
ference between being active and annoying (which is an important dis-
tinction) is powerful. First, you don’t have to tweet 100 times a day to
be consistent or relevant—in fact, tweeting too much can lose followers
for you.

Next, this means don’t tweet the same thing over and over. Although we
said you can re-send previous tweets, we don’t mean 10 times a day. It
also means don’t tell us what you had for breakfast every morning or
that you’re sick, healthy, going to lunch, back from lunch, tired, wide
awake, going to work, or heading home. You’ve created all this chatter,
and it doesn’t do a thing. Remember to focus on your content, and refer
to the five principles we talked about in Chapter 1, “Welcome to the
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Party.” Your content is what drives your personal brand, and Twitter is
one of the main sources of conversation around that brand.

• Be relevant and surprising—We don’t mean to sound like a “365
Platitudes for a Joy-Filled Life” calendar.
@edeckers: Is there really a thing?
@kyleplacy: I don’t know. Do you think we could get
Pearson to publish it if we wrote it?
@YourDamnEditor: Boys, just focus on this project. One
thing at a time.

So without being all Rebecca of Sunnybrook Farm about this, we do
want to say you should post stuff that will make people happy or inter-
ested to read stuff from you. Tweet an interesting article you read, a
blog post you wrote, a meeting you had with another social media
friend, a conference you’re attending, a video you uploaded, a video of
your latest conference session (see Chapter 10, “Public Speaking: We
Promise You Won’t Die”), or retweet an interesting blog post from your
social media friend. Now that is interesting.

• Be goal oriented—Still driving in circles? Put it in park and breathe.
Now is the time to sit back and revisit your goals. Why did you create
your Twitter account? Let’s go deeper than that. Think back to why you
are creating your personal brand. What are the goals and ideas that are
pushing you to becoming more well known in your field or commu-
nity? Remember: Every goal applies to the overall structure of social
media and Twitter, and you should use this with those goals in mind.
Figure out which tweets take you a step toward that goal and which
kinds keep you in the same place or take you a step backward.

• Take a break—When you’re feeling stuck and losing motivation to
tweet, don’t force it. You’re allowed to take a day off. You’re allowed to
shut down HootSuite and go throw a Frisbee to your dog. You’re
allowed to have a drink with that special someone. And you are allowed
to tweet something personal once in a while (even more than once in a
while). Whether your goals are big or small, users want to follow some-
one they can relate to. They want to know you’re a human being, not a
self-marketing machine. Twitter (all social media, in fact) is not all
about constant self-promotion or constant other-promotion. It’s not all
about “me, me, me,” but neither is it all about “you, you, you.” Sometimes
it’s just about “here’s what I like” or “here’s how I have fun.” Remember,
this is your personal brand, and that includes your identity when you’re
“off the clock.” So your Twitter messages need to be a mix of building
your personal image and brand and helping others build theirs.
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Do’s and Don’ts While Using Twitter
You can use Twitter to effectively further your personal brand in a lot of fun ways.
You’ll get even more out of it if you keep in mind the rules governing the world of
Twitter.

• Do be yourself; Don’t be a fake—Personal branding is about being
honest and being real. When it comes to sharing content on the
Internet, make sure you’re telling the truth. And when you’re sharing
content, make sure you’re sharing both professional and personal infor-
mation. Remember: Your personal identity is what crafts your profes-
sional brand.

• Do learn the art of following and un-following—When using Twitter,
you are going to have multiple people following your account on a daily
basis. This is going to be based on the content you share as well as the
people who are retweeting and following your account.

• Don’t automatically follow someone just because they followed
you—Check out their profile bio and the content they share. Make the
decision on whether they will be valuable to your efforts (or at least
aren’t a bunch of filthy spammers).

• Do you know the concept of Giver’s Gain—It means you give without
expecting anything in return. When it comes to Twitter, you’re expected
to share other users’ information more than your own. When you share
their content, they’re more likely to share yours in return. In the world
of personal promotion, it’s important to have loyal fans who spread your
content to others. Remember, it’s content that gets other users to notice
you. Share content from others, and they’ll build your brand for you.

• Tweet your content on a regular basis—People have different ideas on
how often you should tweet. We have heard everything from 5–20
tweets a day. There’s no magic number, but we always tell people to
share at least 5 tweets a day. Here is a better rule of thumb: Share 
1 piece of information about yourself, and 9 pieces of information
about other people and your industry.

• Don’t Lose Track of Time—We could all use a few time-management
seminars. Most of us don’t have enough time in the day to accomplish
everything on our to-do list. That being said, managing your Twitter
time is equally important and can be equally as difficult. Use a calendar
to track the time you are spending on Twitter. Tell yourself you are
going to be spending 15 minutes a day using the tool. If you need to,
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use TweetDeck or HootSuite as a way to regulate the time you spend on
Twitter.

Twitter applications will give you plenty of tools to manage your time,
like notifications and alerts on when individuals reply to your tweets.
You can also manage thousands of Twitter users effectively by grouping
them in lists and columns in HootSuite, TweetDeck, and CoTweet.
There are numerous ways to stay more productive on Twitter; it all
stems from your ability to use the applications correctly.

How Does This Chapter Apply to Our Four Heroes?
As discussed throughout the chapter, Twitter can be used to further build your per-
sonal brand through content sharing and network building. How do our four
heroes use Twitter to further their personal brand in their respective industries and
networks?

• Allen (influencer) is searching for a job in an advertising firm as an
account representative. Twitter is extremely important to Allen because
his potential employer uses Twitter because it is a corporate communi-
cation platform. It is very rare that an ad firm would not be using
Twitter for communication. Allen needs to be up-to-date with commu-
nication technology. By using Twitter, Allen could connect with influ-
encers in the advertising industry or connect with individuals who
work at local ad firms where Allen is trying to get a job. Remember, it is
all about building a network and relationships.

• Beth (climber) wants to be a CMO at an insurance agency. This is
where the use of Twitter can become a little dicey. Beth’s main problem
is going to be the lack of use of Twitter within the insurance world. Her
industry is heavily regulated and does not look on social networking
sites like Twitter favorably. However, Beth could use Twitter for a per-
sonal communication platform. By sharing her expertise with the net-
work on all things insurance (not relating to the company but from her
personal opinion), she will be building her knowledge and personal
brand. Beth needs a personal Twitter account to distribute and share
information related to her personal opinion of her industry.

• Carla (neophyte) is in an interesting situation as well, wanting to
switch from a pharmaceutical rep to a nonprofit role. For her, Twitter
can be used to start networking within the nonprofit world. Like Allen’s
advertising prospectives, nonprofit directors and volunteers use Twitter
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constantly for news, information, and distribution to help further their
message. Carla should be sharing information on the nonprofit world
and retweeting individuals who are already involved.

• Darrin (free agent) is also in the situation where he should be using
Twitter for development, networking, and content sharing. Individuals
within the technology world should be using Twitter to (at the very
least) understand the system. Darrin should be attending networking
meetings and connecting with individuals he meets on Twitter to fur-
ther the conversation. Twitter may not lead to much sales leads for
Darrin but it will increase his network size and scope.
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6

Facebook:
Developing a
Community of
Friends

Imagine a single lamp lighting a desk deep in the dormitories
of Harvard University. A scrawny college student is typing at
a computer, working on a computer science project with his
roommates. In 2004, Harvard sophomore Mark Zuckerberg
began developing a new kind of website for fellow students to
track their social lives. It quickly caught on among students,
and membership was first expanded to include Stanford, Yale,
and Columbia universities and then to most universities
across the United States and Canada. By 2006, the site was
called Facebook, and anyone around the world could join this
social networking phenomenon.1 What does 500 million rep-
resent? It’s the number of people currently using Facebook to
share content and create relationships.

1 http://en.wikipedia.org/wiki/Facebook
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In just six years, Mark’s student project had transformed into a worldwide social
media juggernaut. In July 2010, Facebook announced that it had more than 500 mil-
lion active users. That is a half a billion individuals using Facebook to create con-
nections with friends and colleagues and further their personal brands and
personas.

You’re probably already on Facebook, but you may not be getting the most out of it.
You could use this incredibly powerful tool for personal branding. The main pur-
pose of using Facebook is to create a community and connect people. Connecting
with people and creating community will help fuel the influence behind your
brand. Influence creates viral marketing within a community. More on that aspect
later.

The average age of a Facebook user is 38.4.2 Did that number throw you off? You
mean to tell me that the average Facebook user is not a college student? It’s okay to
be shocked. It is normal to assume that Facebook users are much younger. However,
they are still sharing content. Facebook users are sharing their thoughts, ideas, and
opinions. And each one of them is building some type of identity (whether personal
or professional) using Facebook as the tool. The users are sharing about their fam-
ily, friends, and unique perspectives on life. Why not join in the fun?

Why Should You Use Facebook?
Facebook is a site that exists to help people connect and stay in touch. LinkedIn is
an extremely professional site, whereas Facebook is truly the personal tool for your
personal brand. Many people use Facebook as a way to share pictures, opinions, and
content around their personal lives. Others add a page to their account and a com-
munity site around their organization, brand, or personality. There are still some
who use it as a community site to gather different groups of people into an online
group or fan page. (More on professional pages later.)

What we have come to realize is that the essence of your personal life has some
impact on your professional brand. Plenty of professionals sell their products and
services in direct association with their personal lives. What you do, see, and involve
yourself in on a daily basis relates to your job. An example: An insurance agent
could create a Facebook page for her son’s little league team and use that group to
help promote her business. We are not talking about being awkward and saying,
“Hey! Your kid might break an arm with that bat! Are you insured?” We are talking
about using the team as a middle ground to create a connection with the other par-
ents. When you create a common association with other people (that is, the kid’s

2 http://royal.pingdom.com/2010/02/16/study-ages-of-social-network-users/
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baseball team), they will more than likely join the group. Eventually you will be able
to enter into deeper conversations with your peers because of the relationship built
from the kid’s team. Facebook is the website to make that connection happen. Are
the parents of the other children on the team prospective clients? Probably. Could
the insurance broker create a connection with other parents because of her kid’s
baseball team? Definitely.

We are not condoning the use of your children to sell your products. (Well, maybe
we are in a small way.) We are condoning the use of similar circumstances to create
connections between individuals. The interesting part of using Facebook is to cre-
ate a greater connection between personal and professional lives. The site allows
you to strengthen personal relationships in a way that could turn into professional
relationships.

@edeckers: Our editors would probably not like the use of

small children.

@kyleplacy:No. I am guessing you are right.

With more than 500 million people who use Facebook, you are more than likely
going to know someone on the site—unless you are a hermit, which begs another
question. If you’re already using Facebook, you’re aware of the staggering amount of
time most people spend on the site every day. If you haven’t yet joined the
Facebook revolution, let us assure you that people really, really like to use Facebook.
Wrap your head around these statistics:

• 50% of users log on to Facebook in any given day.

• The average Facebook user has 130 friends.

• People spend more than 700 billion minutes a month on Facebook.3

Used correctly, Facebook can be a significant tool for building your personal brand.
To be successful with Facebook, you need to learn how to share information safely
and tastefully, and you need to know what the site can do for your personal brand.

What Can Facebook Do for You?
You may be among the millions of people already logging into Facebook every day
(or even every hour), using it to catch up with old friends, reconnect with former
classmates, and share your latest baby pictures with your family. Just as you use
Facebook as a social support system, you can use it to build professional networks
and enhance your personal brand. Facebook has a variety of built-in tools to do all
of these things.

3 http://www.facebook.com/press/info.php?statistics
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Reconnect with Old Classmates and Co-Workers
It might be hard to imagine reconnecting with your long-lost friends from high
school or college, but they could still be great connections 10 or 20 years later.
Facebook lets you reconnect with them, past co-workers—anyone really. It’s just as
important to reconnect with people you’ve lost touch with, like from high school,
college, and previous jobs, and expand your network with people who are familiar
with you. The more people you are connected with, the more opportunity you will
have in the future to grow your network and brand.

How might our heroes use Facebook to reconnect? Allen (influencer) could recon-
nect with old classmates and co-workers to build his network in the advertising
field. Allen graduated with a double major in design and marketing. His classmates
from college are probably involved in other advertising agencies or ad firms. He can
connect, network, and build a relationship to further his search for the job.

Use a Facebook Page to Professionally Brand Yourself
In the next section, we will talk about the two types of pages in Facebook. You don’t
have to use your personal profile for your personal brand strategy! Instead, use a
page (http://www.facebook.com/FacebookPages) for your professional identity and
a personal profile for your private life. Pages have numerous advantages, which we
will discuss in the “How to Use a Page for Your Personal Brand” section.

How might our heroes use this feature? Darrin (free agent) needs to start building a
personal brand to create his personal brand among the IT and corporate profes-
sionals in his local area. Darrin must create a page to further his professional brand,
gain influence in his industry, and fetch bigger clients.

Help a Cause and Be Philanthropic
What could be a better way to build your personal brand than to support a cause?
Facebook Causes is an application that makes it easy for you to support different
causes and to persuade your friends to give to each cause. Every brand should have
a philanthropic side to it. When you support different causes you are building your
personal brand story. If you were to ask a entrepreneur or business professional
how they became successful the majority of them will say philanthropy. When you
give your money and time to an organization you have the opportunity to network
with other individuals associated with the organization.

How might our heroes use this feature? This is a perfect example of something
Beth (our climber) would use to further her network in the corporate ranks at the
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insurance company. By supporting causes (through Facebook) that the company
supports, Beth is showing her commitment to the company and sharing that com-
mitment with the rest of her Facebook network.

Find and Attend Local Events
Networking is extremely important to building your personal brand. Every aspect
of social networking has some type of professional networking system to it.
Facebook Events gives you the opportunity to find events in your area to attend and
meet new people. The more people you meet, the more opportunity you have to
spread your personal brand story (or message).

How might our heroes use this feature? This function is for the networker among
the heroes. Carla (neophyte) is completely starting over from being a pharmaceuti-
cal rep to wanting a job in the world of nonprofits. She needs to start networking
with individuals in her industry and attending events to meet those individuals. She
can use Facebook to track events, add them to her calendar, and find out who else
will be attending each event.

There are plenty of ways to use Facebook for personal branding. Facebook is all
about personality, so you can use it as your own personal website (but without hav-
ing to write a single line of code). The first step is creating your own pages within
the Facebook community. It’s easy to get started.

What You Should Know First About Facebook
Like all social networking sites, Facebook has different elements and uses specific
terms to describe its features and functions: the pages and personal profiles.
Remember from the Twitter and LinkedIn chapters that when you connect with an
individual on the sites, they are described in different terms. A Twitter friend is
called a follower, and a LinkedIn friend is called a connection.

On Facebook when someone connects with you on your personal profile, he
becomes a friend. When an individual connects with you on your page, he becomes
a supporter. We want friends and supporters!

The professional page is Facebook’s way of giving businesses Facebook accounts.
Facebook calls these professional pages “professional pages” but for clarity, we’ll
refer to them only as pages. Please don’t get upset with us, Mr. Facebook.

To truly take advantage of Facebook as a personal branding tool, you need to build
a personal profile and a page to house, store, and create the communication funnel
that will nurture your Facebook network.
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Professional Page and Personal Profile
There are two types of pages you can create on Facebook: the personal profile and
the fan page. Facebook personal profiles are meant to represent a single individual
and not an overall entity, so personal profiles and professional pages have unique
content and offer different Facebook functionality.

What type of page should you create? A Facebook personal profile or a professional
page? We are going to make this extremely easy for you. Both. All pages must have 
a personal profile connected with them. Personal profiles are the keys to every page
you develop. You can have multiple pages associated with one personal profile.
Unfortunately, there is no other way around it.

Let’s see what the official Facebook policy states regarding Facebook pages and per-
sonal profiles:

Facebook profiles are meant to represent a single individual.
Organizations of any type are not permitted to maintain an account
under the name of their organization. We have created Facebook Pages
to allow organizations to have a presence on Facebook. These pages are
distinct presences, separate from user profiles, and optimized for an
organization’s needs to communicate, distribute information/content,
engage their fans, and capture new audiences virally through their fan’s
recommendations to their friends. Facebook pages are designed to be a
media rich, valuable presence for any artist, business, or brand.

It’s a lot of mumbo jumbo if you ask us. The most important thing to remember is
that you must have a personal profile to create a Facebook page. You can’t do much
on Facebook without a personal profile.

Table 6.1 List of Important Facebook Vocabulary

Personal Profile Your personal page on Facebook.

Professional Page Your professional page on Facebook. It is directly connected to your
personal page.

Applications Fun and interactive elements that can be added to your pages.
Discussion board Area on the page where fans can engage in topic-based dialogue.

Wall or news feed Your personal page that logs all activity on Facebook by your friends and
your profile.

Poke An awkward way to say hello.
Status update A way to let your friends in on your activities and feelings.
Tag A way to let your friends know they are in a picture posted to your page.
Message A private message sent between two friends on Facebook.

Wow! eBook <WoweBook.Com>



ptg

113Chapter  6 Facebook: Deve lop ing a  Commun i ty  of  Fr iends

@edeckers: Wait. Didn’t you run into that problem of having

too many friends?

@kyleplacy: Yes. Thanks for remembering.

You can use your individual profile for business or for your personal life, but it’s
usually best to keep them separate; after all, you might not want potential clients
seeing pictures of you three drinks into your best friend’s wedding. We’ve all been
there. The point is this: There is information that you want to share with your fam-
ily and friends that you don’t necessarily want to share with business associates. If
you want to keep a Facebook profile completely private, set it up separately from
your profile that you want to use for business and personal branding purposes.

Table 6.2 Differences Between Facebook Pages and Personal Profile

Personal Profile Page

Who is allowed to use
the page?

Individuals Businesses and Individuals

Can you invite friends to
the page?

You can mass invite
people to your personal
profile by email.

No. However, you can invite people to
join your page from your personal
profile page.

Can you update your
status?

Yes. Yes.

Can you mass message
your friends?

Yes. You can message
multiple friends.

No. You can only send a page update
to your supporters.

Are applications allowed? Yes. Yes.
Is there a limit to the
number of friends you can
connect with?

Yes. 5,000. No. You can have an unlimited number
of friends.

Can you run analytics
applications on the page?

No. Yes. Page has an analytics function to
measure effectiveness of content and
growing likes or supporters.

After you’ve set up your personal profile, you can set up a page to reflect your busi-
ness and personal brand. A professional page is particularly useful if you hope to
gain thousands of followers, because, unlike personal profiles, pages have no caps
on the number of friends who can connect to the page. Kyle experienced Facebook’s
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limit when his personal profile hit the 5,000 friend mark and he wasn’t allowed to
add more friends. He then created a page to manage the friend overflow from his
personal account and turned them into supporters of his professional page.
Needless to say, having to create a page after spending so much time on his 
personal profile was a pain. If you are planning to grow past 5,000 friends, create a
page right after creating your personal profile.

The Basics: Creating a Personal Profile
When you first visit the Facebook home page (or Facebook.com), the site asks you
to register with the massive Facebook database. The straightforward form simply
asks for your name, age, gender, birth date, and email address. Next, you fill out
your personal profile by uploading a picture of yourself; sharing personal informa-
tion, including where you’ve worked and gone to school; and searching for people
you know in the database.

Like the other wildly popular social networking sites Twitter and LinkedIn,
Facebook makes it easy to find your friends in the database. If you use a public
email program, such as Google Mail or Yahoo Mail, to register your Facebook
account, Facebook searches for your contacts in your email. If you follow the direc-
tions and click Find Friends (on the right side of your profile wall), Facebook
searches for your contacts in your email database. When you’ve found people you
know, you can send them an invitation to become a Facebook friend and link their
profile to yours. Remember, LinkedIn contacts are called connections, and Twitter
contacts are called followers.

Fill out additional profile fields on your personal profile. Facebook asks for current
and former employers, bio, hometown, likes, and interests. The likes and interests
portion of your profile is a great opportunity to build your personal brand. It is up
to you to decide how much information you want to share on Facebook. Later in
the chapter, we talk about security and different profile filters you can create to
block friends from receiving certain pieces of data. We recommend going with your
gut and filling out the information you are comfortable sharing.

The third step in the process is uploading your profile picture. This is one of the
more important steps to the personal branding world and the Facebook account.
We have talked about this at length in other chapters, but we’ll look at it again. We
have seen way too many ’80s glamour shots with permed hair. Come on people.
Permed hair? Keep your professional persona throughout every social site you are
using for personal branding. Your picture should be current. Following are some
tips to uploading a great Facebook profile picture:

• Use great profile pictures for all networks. This is extremely important
for your personal brand and your Facebook profile (or professional page).
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Figure 6.1 Once you create your account you will be asked to enter in additional
information into your personal profile.

If you have a quality photo... hold that thought. What is a quality photo?
A quality photo is a picture of your smiling face that is not distorted. It
should also be professional and fit your personality. A picture from
spring break is probably not your best portrayal, but it all depends on
your profession. Use the same professional, high-quality photo on each
of your social network sites, from LinkedIn to Twitter to Facebook. Use
this picture, also, on your page and even your personal profile (if you
use your profile for business only purposes). If you would like to show
a more personal side to your personal profile use two different photos
for your personal and professional pages.

Leigh Caraccioli from fleur de leigh photography (http://www.
atfleurdeleigh.com) suggests some tips on how to keep from having a
terrible picture. A bad picture can repel people, causing you to miss out
on positive online connections. Clear, meaningful, and inviting profile
pictures are effectively magnetic.

• Make sure your profile picture is brand aligned. A good one should tell
us at least three relevant things about you in a nanosecond. Know and
control your brand.

• Have a professional or someone with a good camera take your photo.
Resolution matters.
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• Crop in tightly so your face is nicely framed. Having an online conver-
sation, as in person, is awkward when you’re talking to someone too
close and too far away. We recommend you crop your image squarely to
250 pixels (px) by 250 pixels and save it as a jpeg.

• Be approachable. Are you more likely to walk up and have a conversa-
tion with someone tragically hip or someone with a genuine smile or
welcoming look on his face? We’re drawn to happy looking, professional
people.

Caraccioli says that changing your profile picture every six months is healthy to
your personal brand. The biggest benefit to uploading a good picture? You will be
known when you are out and about in the networking world! People must recog-
nize you from your profile picture.

Staying in Control of Your Profile
After you’ve set up your personal profile, you have some decisions to make about
who can access your profile as well as how it appears to the general public.
Facebook provides tools that you that specific control. The first issue is the privacy
settings and controls of your Facebook profile, and the second issue is your cus-
tomized URL. Shhhhh. You can use both of these tools to your advantage to further
build your personal brand.

Working with Your Personal Page Privacy Settings
Facebook has a ton of work to do regarding its privacy settings and controls.
eNews.com reported that users of Facebook had found a loophole in the network
that allowed them to view friends’ private messages! Talk about a privacy breach.
This is not meant to scare you from using Facebook. It is only meant to make you
aware of why you should use the privacy settings in your personal profile.

You are probably sitting there thinking, “I am a personal brand. I do not care about
my personal privacy. I want to show my brand to all who will look, listen, and be
enraptured by my personal branding prowess.” Are you done? You are not invinci-
ble. You need to understand the potential security problem.

It is hard for Facebook to keep up-to-date with all the hacking and scams happen-
ing over the social network. Hackers will phish for your information so they can
break into your account and pull your information to sell to others. What does it
mean to “phish for information?” Exactly how it sounds. Hackers create a code that
pulls information from a mass amount of people. This could include family mem-
ber names, home addresses, phone numbers, email addresses, and other pertinent
information. Everything can be public if you’re not careful.
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There are ways to keep phishing idiots from getting your data. The first one is
pretty self-explanatory. Do not share information you would prefer that others not
have. The second one is using the Facebook privacy settings to block your informa-
tion (from the bad guys) and keep it as secret as possible.

Setting Up Your Privacy Settings for Your Personal Account
Phishing scams and hackers aren’t the only security threats users face on Facebook.
You need to keep your personal brand safe, and that starts with determining how
you’ll set up the privacy settings for your profile. Remember, all content in your
profile is public and open to the Internet community until you lock it down.

When you log in to Facebook, you are taken to your main screen, which shows
your wall and other options to interact with the world of Facebook. We discussed
some of the tools in Table 6.1. Before you begin exploring the wonders of Facebook,
you need to secure your account. To do this, move to the far-right portion of the
top blue bar and click on the Account button. The Account button has everything
you need to access your account settings, privacy settings, and application settings.
We want you to choose the drop-down option of Privacy Settings. Check out 
Figure 6.2 for a screen shot of the options.

Figure 6.2 The privacy settings box gives you additional options for personal profile
security.
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In the Privacy Settings box, you have four options for choosing who can view your
content: Everyone, which makes your profile completely public; Friends of friends,
which requires placing a certain amount of trust in the people your friends know;
Friends Only, which means that only the people you approve can see your content;
which lets you customize the setting.

Tip
Your privacy options are for your personal preference. There is no absolute
rule given for the use of Facebook. Think long and hard about what you
would like to share and what you would rather not share to the consuming
public.

 

Part of security is also protection of your name. When you create a website on the
Internet, it is important to have a URL that exemplifies your brand. Kyle’s company
is Brandswag, and his company’s website is http://www.getbrandswag.com. Kyle
wouldn’t create a URL for his company likehttp://www.Blahgreatmarketing.com.
Why? Because it has nothing to do with the company brand. The same concept
applies to Facebook URLs.

Working with Your Customized URL
When you join Facebook and create your personal profile, you are given a auto-
mated URL (http://www.facebook.com/id=20392023/). This ID is your “name” on
Facebook. Needless to say, this URL is long and hard to remember. Your personal
name is extremely important to authenticity and your personal brand. Facebook
usernames (or customized URLs) allow you to create a name in your link instead of
an ID number. Kyle’s fan page for his company has a Facebook URL that’s similar to
his company’s website: http://www.facebook.com/brandswag instead of http://
www.facebook.com/93820/brandswag/profile=id. You get the picture, right?

To set up your Facebook customized URL, go to http://www.facebook.com/
username. You will see a drop-down menu where you can choose a page you have
created or your personal profile. Set your customized URLs for each page you have
developed under your personal brand. It is important to set your name so another
user cannot steal it.

Your new customized URL is the personal destination to your brand. Users can enter
your Facebook username as a search term on Facebook or Google. This feature makes
it much easier for people to find and connect with your personal or professional page.

Now that you have your personal profile set up, you can build a Facebook page that
allows you to spread a message virally.
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Viral communication is obtaining multiple people (or a network) to share your
message to their network. When Erik shares a message on his Facebook page, it is
likely going to be reshared by five additional people within his network. If out of
those five people an additional five share the content, it will be shared exponentially
across the entire Facebook network. This is the concept of viral communication.
Think of it as the cold epidemic but with a positive spin. If you cough on someone
and that person coughs on someone else, the cough spreads. Similarly, when others
share your content, the content spreads.

How Can I Use a Professional Page for Personal
Branding?

Facebook pages are extremely important when creating your personal brand and
telling your story. Why? Because they can reach millions of people in the blink of
an eye. The main purpose of using Facebook is to create a community element
around your brand. When you can create the community element around your
brand, you will be experiencing the beauty of viral communication. There are four
great reasons for using your Facebook page to promote and develop your brand:

• Facebook reaches millions—With half a billion users on Facebook,
some of them are bound to like your brand, and a public page makes
your brand accessible to them. Unlike your personal profile, your pro-
fessional page has no limits to the number of Facebook supporters that
can be associated with it. The users on Facebook can essentially join
your brands page without limitation.

• Facebook pages allow for community-based relationships to
develop—Having your brand on a page is an outlet to post all things
about you...but not all things deeply personal to you. A page separates
the personal from the professional. It allows you to maintain your pro-
fessional presence on Facebook. You can share business updates and
post videos and pictures for the people who joined your page and want
to know the latest news. A page allows professional relationships to
develop because people are on the page for professional purposes. A
page also lets you grow your professional community in step with your
personal community. It gives your audience an outlet to reach you with-
out cluttering up your Inbox.

• Advertise through Facebook ads—A professional page gives you
plenty of opportunities for paid advertising. You can create ads that
appear on Facebook sidebars. You are in complete control of who you
want your audience to be. (Target your desired product/service demo-
graphic, and verify results with your analytics.) When you set your
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desired demographics, Facebook tells you how many potential users are
available to click on your ad. Let’s say you want to run an ad for the
Humane Society and reach single females between the ages of 40 and
55 who live within a 10-mile radius of your zip code. Facebook can tell
you that 5,403 women meet the criteria and use Facebook. You can test
ads you create to see what works best. The ads can promote your page
or your website. By using the Like button, you can see how influential
your ad is to the Facebook demographic.

Facebook ads are based on a pay-per-click and pay-per-impression
model of payment. For the pay-per-click model, when a Facebook user
clicks your ad, you pay a price you determined when setting up the ad
at the beginning of the process. We recommend that you not use the
pay-per-impression model. Return will not be as high in terms of clicks
when you pay per impression. Stick with pay per click.

What is the best price to pay per click? It’s really up in the air. Facebook
fluctuates best cost based on the amount of use in a given 12-hour
period. To stay relevant, always look at the cost Facebook is asking you
to spend. You will find the number in your Settings page. You set the
budget and can change it at any time.

Note that content has shown a greater click-thru rate than paid ads
within Facebook. Although Facebook ads are amazing for driving users
to your pages (fan or personal), do not lose sight of organic content.
You need to measure the influence of both types.

• Facebook Analytics provide insight—Only a professional page lets you
use the Facebook Analytics (or Insights) application. With Facebook
Insights, you can gather metrics about your readers, including which
wall posts get the most reactions, when users visit your page most often,
and what the demographics are for your page’s friends. This helps you
understand and expand your supporters base. Without a tool like this,
you would have to do extensive research for the same information.

Using Insights to Track Your Content Growth
Insights allows you to gauge who your connections are in terms of gender, age,
location, and language. Instead of wasting time on extensive research, these charts
show who and where your target audience is. The system is extremely valuable for
anyone trying to build a brand on Facebook and is using pages to do so. The
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Figure 6.3 Target your message to your company’s key demographic to make your
Facebook ad campaign successful.

Figure 6.4 Facebook Insights provides you with qualified information that helps you
make content and fan growth decisions.

Insights data is easy to understand and use in terms of growth of your page and
demographic information. Play around with the data a little bit before diving in and
trying to understand the different aspect of the tool. The Insights application gives
you five extremely valuable tools for building your personal brand on Facebook.
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• Measure interactions and engagement—The Insights tool allows you
to measure the interaction of your fans with the content you are shar-
ing on the page. When you post a story to your wall and you have a
supporter like it and comment on it, that action is a form of interaction.
The more interaction your page is receiving, the more qualified your
content is to the community.

• Capitalize on content—Using the interactions numbers stated in the
previous point, you can judge what content the users find most interest-
ing. You can begin to give your audiences what they want in terms of
content shared on your page. When you see increased interactions it
means your content is being accessed, viewed, and read by your sup-
porters. You need to be sharing more of that type of content.

You also can now see analytics for referral traffic and stream stories in
the Insights dashboard, as well as tab views for your page.

• Save and export data—Insights allows you to export data into a
spreadsheet much like you would export emails from Outlook or an
email application. It gives you an enhanced view of the data you are
viewing on your tiny computer screen. This allows you to save the
exported files and research different trends over months at a time.

• Increased capabilities for further research—Insights also allows you to
look at some basic metrics relative to the activity within Facebook for
your professional page.You can greatly expand on the analytics capabili-
ties when you integrate them with more robust tracking systems
(Webtrends, Omniture) who link directly to Facebook, which can provide
more robust metrics to answer some of your more direct business ques-
tions. The number of likes and the gender of those who visit your busi-
ness page mean nothing if you cannot do anything with that information.

Setting Up Your Professional Page
When you’re ready to setup your page, you’ll find that it’s not much more difficult
than setting up your personal profile. The important thing is to visualize how you
want to portray your professional persona, and then build your page with that per-
sonal brand vision in mind.

First, go to the create-a-page website (http://www.facebook.com/pages) you will see
a list of pages with icons. On the top-right side of the page is a button that says
“Create a Page.” Facebook will give you two options: a community page or an offi-
cial page. Community pages are usually kept for the philanthropic causes of the
world. Stick to the official pages. In the Official page box, choose from Local
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Figure 6.5 In the same way as the personal page, the fan page gives you additional
fields to fill in pertinent information for your business or brand.

Business; Brand, Product, or Organization; and Artist, Band, or Public Figure. Once
you have created your page, it’s time to add the content.

The Facebook form (as seen in Figure 6.5) includes several fields for filling out
company information, including hours of operation, specialties, and upcoming
events. You can also post your company logo, pictures of the work you’ve done (say,
if you’re a general contractor), videos you’ve made (maybe you represent a theatre
company), and links to other sites (especially your company website). The page has
much of the same content as a personal profile except it is catered to the business
aspect of your personal brand.

Top Five Tips for Using Facebook
Keep these top five tips in mind every time you log on to your Facebook account:

1. Realize that your brand is public on Facebook—If you are not using
security settings discussed earlier in this chapter, your profile page is
completely public online. More than likely, a Google search of your
name will bring up your Facebook account, which anyone in the world
can access. Is your mom looking at your profile? How about your boss
or ex-husband? Share content that is reasonable.
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2. Make your Facebook username easy to remember—Your name
should be easy to remember for the people who will be communicating
with you daily. The same rules apply to your website URL. Do not cre-
ate a really long username. Usernames are more than likely your name,
such as http://www.facebook.com/kylelacy.

3. Write on your friends’ walls—Remember the wall from Table 6.1? The
Facebook wall is a personal feed that records everything your friends
are doing on Facebook. Writing on your friend’s Facebook profile wall
is a great way to spread your online brand and message. This is espe-
cially important when your friend comments on that status update.
When a user comments, his entire friend base sees the update on their
personal walls. This is a great way to spread your message!

4. Tag individuals in pictures—If you have an event or a picture that
could be interesting or special for friends and acquaintances, tag their
name to the picture. When you upload a photo, Facebook gives you the
option to “tag” people who are in the picture as well. Simply click the
“Tag this Photo” button in the bottom right, mouse over, click the per-
son’s face, type in their name. Facebook will associate the name to the
photo and those people will be notified that they have been tagged in a
picture.

Remember to tag people only if the picture pertains to them in some
way. If they are in the picture, be sure to tag them. If they were at the
event, tag them then, too. If they have nothing to do with the post or
picture, do not tag them.

5. Create events on Facebook, and invite your friends—Facebook can
create event tags to invite your friends to events hosted by you (your
person brand) or your company. The capabilities of the Events tab is
endless and can help you get more people to events that you host.

• Join a Facebook group—Remember the insurance agent who created
a Facebook group for the kid’s baseball team? We do not talk much
about Facebook groups in this chapter, but it is important to join a
Facebook group to further your brand message on the site. You can
create or join groups on Facebook depending on your subject matter
or personal brand story. After you join a group, you can text-
message other members, send them emails, comment on their pro-
files, or contact them.
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Figure 6.6 This shows Kyle’s professional page and the professional photo he uses to
develop his professional and personal brand.

An example of some groups you could start would be associated
around your high school graduating class, fans of an athletic team or
college football team, employees of a company, church and/or other
extracurricular activities.

Ten Do’s and Don’ts of Facebook
First things first. Tear out this portion of the book and post it above your computer
or on your mobile device. Erik has it posted on his dashboard, and Kyle has made
all the mistakes, so it is engrained in his mind. It is important to remember the
helpful tips that keep you out of trouble on Facebook.

1. Do Upload a Real Picture.
We talked about this earlier in the book. Upload a picture that is real and has some
type of substance to it. Both your personal and professional pages should have the
same photo (for consistency). Once you have established your personal brand and
accomplished some goals, you can switch pictures on your personal and profes-
sional pages. See Figure 6.6 for an example of Kyle’s professional page photo, and
Figure 6.7 for his personal page photo.
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Figure 6.7 Kyle shows the more laid back and human side to his brand on his per-
sonal page.

The two photos show a professional side of Kyle and a personal side. You know
what you should have on each site. This is your personality shining through!

2. Do Share Industry-Specific Content.
Post content that highlights your personal interests and your professional areas of
expertise on your personal and professional pages. If you are interested in market-
ing, you might post an interesting link to an article or website on branding or
advertising. You clearly want to avoid the content that should have been left on
spring break or that weekend party. Keep that content in the filter or away from
Facebook.

Do not think too hard about the content you are sharing on Facebook. Remember
that you are offering a glimpse into what makes you, you. Nothing else. Share inter-
esting and relevant content with your friends on Facebook.

3. Do Use Your Email to Find Friends.
Earlier in the chapter, we talked about using your email database to import and find
friends on Facebook. If you have not already completed this step, we want you to
put down this book and complete it now. Are you taking us seriously? No really. Do
it. Importing your email database is one of the more important things you can do
on your personal profile. It helps you connect with users that you already know in
the “real world.”
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4. Do Read the Terms of Service.
Your Facebook professional and personal pages have terms of service agreements
that you probably agreed to when joining the site. It’s okay; we didn’t read them ini-
tially either. But it’s important to glance over the terms of service agreements to
understand what is right and wrong when using the site. We wouldn’t want you to
get kicked off for sharing a stupid piece of content or spamming people without
“really” knowing. That brings up our next don’t.

5. Don’t Use Inappropriate Language.
You are probably thinking to yourself, “Duh, Kyle and Erik. I would never use bad
language in the all-knowing and consuming world of Facebook.” Well, reader, some
people do. There is a reason you are reading this book. Keep things clean, and keep
the content great. Do not drop the f-bomb on your Facebook wall because you are
mad at a service provider or your spouse. You will be a better person for it.

This does not only apply to curse words. Correct grammar and spelling are
extremely important to sharing content on Facebook. Double-check all content you
are sharing.

6. Don’t Spam People.
What is spam? It’s when you share content on pages and Facebook that have noth-
ing to do with your goals or objectives. It’s when you constantly distribute informa-
tion that is selling content instead of joining into the community. Why do I want to
join your page or become your friend when all you do is share about yourself? We
want to know about your business, your daily routine, and we want to know how to
become involved in what you are trying to accomplish in the world. If we go to
your site and you have all content and no interaction, more than likely you are
spamming your followers.

This also pertains to application and event invites. Most of the time a friend or fol-
lower does not want to help you plant a garden in Farmville or be invited to your
party 50 times. If you are sending out an application or event invite, send it once.
Do not spam!

7. Don’t Poke People.
Facebook has an application that allows you to “poke” individuals who are friends
with your personal profile. Unless you are poking a friend from college, do not do
it. It can become extremely creepy when you receive a random poke from a person
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you met on Facebook five minutes before. Instead of poking people, send them a
message to connect with them on a more personal level.

8. Don’t Tag Everyone in a Picture.
Everyone loves to be tagged in photos—if they are flattering. Do not tag everyone
and their mother in a picture that is not of them. The only time this is warranted is
when you have a picture of an event and an attendee was present but not noticeable
in the photo.

9. Don’t Sync Your Twitter Profile with Your Facebook Page.
Facebook updates are completely different from Twitter updates. Users of Twitter
can consume hundreds of different updates in one sitting. You do not want to flood
a user’s wall or feed. Facebook users will become extremely annoyed if your Twitter
status updates are being posted to your Facebook account. However, it is okay to
sync your Facebook status with your Twitter account because it adds to the content
instead of taking away.

10. Don’t Invite People to Your Professional Page Over and
Over and Over.

After you set up your professional page on Facebook, you will be asked to invite
friends to “like” your page. Some will accept, and some will decline. Do not take it
personally if some do not accept to “like” your page. It is okay to invite users a cou-
ple of times over the course of a month in case they accidentally passed it up, but
do not request the same friends over and over again. People become annoyed when
they are asked 100 times to become a supporter or like a page. Request more than
three times, and you become an awkward stalker.
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Bringing It All
Together:
Launching
Your Brand

Some people have called it the campaign of the century.
Others have called it the best campaign ever run in the
political arena. Still others proclaimed that the use of the
Internet was absolutely genius and won the presidency.
President Barack Obama and his team created and
launched a personal brand that redefined the idea of a
campaign. They planned and developed a story and then
built that story into a campaign centered on change.

The campaign redefined the idea of using traditional and
grassroots promotions. The Internet, blogging, Facebook,
and the creation of content were used to win the hearts
and minds of the American public. Obama’s people
accomplished all of this by planning and launching the
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best personal brand campaign on the face of the planet.
And they used the tools and strategies talked about in this
book! We are not trying to go political on you. This is not
a matter of politics. It is a matter of strategy, planning,
and implementation.

The entirety of this book is about planning to launch your
personal brand into the market and make the most out of
your skills and attributes. President Obama’s presidential
campaign is the best case study for you to use in planning
and launching your personal brand.

Everything that is launched into the world, whether it is
product or business, has one common characteristic: the
creator has a plan, and with the plan comes a campaign.
President Obama certainly did not launch his bid for pres-
idency (his personal branding campaign) without a plan.
Planning is extremely important to the success of any type
of product, business, or system launch. An individual
without a plan is an individual lost in the woods.

It’s not intelligent or possible to accomplish something
without a plan. To successfully launch your personal
brand, you must build a campaign. We have given you
the ideas and tools to create, test, and promote your per-
sonal brand. However, more planning is involved in the
process. We are talking about a roadmap to help launch
your personal brand into the market.

When you throw something into the wind, you are hop-
ing for it to catch. We are launching a personal brand. It
will catch, and it will accomplish something great.
Launching a successful personal brand requires more than
creating online profiles, posting regular updates to your
blog, and keeping track of your site’s analytics; you also
need a solid campaign to launch your personal brand.
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It would be stupid of us to say that there is never luck
involved in success. Successful people will tell you that
there was a bit of luck involved in their process of becom-
ing great. However, you cannot lean on the idea that luck
will happen and you will not have to plan. Don’t clutch
to your rabbit’s foot. Think about the rabbit. He needs his
feet.

What Is a Personal Brand Campaign?
What does it mean to create a personal brand campaign? We know how to define
our personal brand story, and we understand we need to have some sort of cam-
paign to launch that brand. That’s like President Obama, right? Not necessarily, but
the two are fairly similar in their own right. To fully build your personal branding
campaign, you need to understand what exactly is meant by a personal branding
campaign.

We are going to go over the fundamentals quickly. A personal branding campaign is
simple: You make the consumer aware of your personal brand and gain his trust to
transact with you. You use a positive message (your personal brand story) to make
the consumer (your network) want to go to you when he is ready to make a trans-
action. Your personal brand campaign is the succinct planning and implementation
of your promotional vehicles that lead to exposure for your personal brand. In this
way, your personal brand is positioned for the right transaction.

What do we mean by positioning and transaction? Positioning is where you fit in
your overall marketplace (depending on the product you sell). It is determined by
what you are offering to the individual interacting with your personal brand. (Refer
to Chapter 2, “How Do You Fit in the Mix?”) This includes your benefits as an indi-
vidual. You are also positioning yourself against the competition. How are you dif-
ferent? How are you similar? A transaction is the buying of your personal brand by
other people: reaching the goal. It can be defined as multiple things depending on
your story.

The final outcome of defining your position and transaction is what we are going to
call the positioning and transaction statement. Creative right? This “statement” is
basically your tagline as an individual. Remember the short personal biography you
wrote at the beginning of the book? Same concept but more succinct. You may even
be able to use your short personal brand bio as your positioning & transaction
statement. It is a catchy or memorable phrase or sentence that expands on the
uniqueness of your personal brand. What questions should you ask yourself about
positioning and transaction?
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now. Write down Table 7.1.
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Table 7.1 Setting Up Your Positioning and Transaction Statements

Positioning

Who is your competition? (List 3)
How are you different from your competition? (3 reasons for each competitor)
How are you similar to your competition? (3 reasons for each competitor)
Transaction

What does the transaction look like?
What is the end goal?
Positioning and Transaction Statement

Write down one sentence about what makes you different.

It is important to fill out the preceding information to get a better idea of how you
are going to launch your personal brand campaign to make the most impact. How
do you apply these ideas to your campaign?

Kyle uses his positioning and transaction statement as a way to keep himself
focused while building his personal brand. In answering the positioning question,
Kyle would list other authors, speakers, business owners, and social media consult-
ants as competition. After doing research on the competition, he would understand
what makes him similar and different. Kyle would probably say that his location
and age, being a published author, and running an established business are what
make him different from some of the competition listed under the first question.
However, the things that make him different to one group could also be similarities
to another group.

In answering the transaction question, Kyle would look back to Chapter 2 and
define his goals. The end goal for Kyle would be to get 150 speaking gigs a year and
become a New York Times best-selling author by his thirties. The transaction would
be the fulfilling of the goals.

After much hard work, sweat, and tears (kidding), Kyle’s positioning and transac-
tion statement would look something like this:

I’m a young, successful business owner focused on teaching and implementing ideas
that infect business.

Now, the infection part of the P&T (positioning and transaction) statement may be
a little much for you to handle but it makes the point. It covers his aspirations to
write, teach, and consult on ideas that change business (social media and technol-
ogy). His main differentiation is being a young and successful business owner.
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How Do Our Heroes Build Their P&T Statement?
• Allen (influencer) was an account manager for a marketing and adver-

tising agency for 14 years but is looking for a new job. Remember
Allen’s short personal brand bio?

I’m a creative professional in high-level marketing and advertising, and I
used to work for one of the top agencies in the country.

Allen will be positioning himself as a high-level account manager who
is also creative and has plenty of work experience. He is probably going
to be trendy and exude the creative passion that makes advertising
firms great. Allen must build a positioning statement that is different
from his competitors. A transaction in Allen’s world would be a new
job. He is building his personal brand story to get in front of the right
people (hiring managers at advertising firms) to get a job. His network-
ing and ability to spread his message will be fundamental in him get-
ting a job in the near future.

Unfortunately, Allen’s personal brand bio does not fully represent a
P&T statement. Allen needs to do the research on his competition and
then define himself differently. By filling out the information from
Table 7.1, Allen has further solidified what makes him different from
the competition. By taking that information, he can build a positioning
and transaction statement.

I’m a creative marketing professional building successful campaigns for
Fortune 500 clients.

How did Allen change his personal brand bio? He actually showed a
success statement. What makes Allen different from his competition is
the clients he has successfully helped.

• Beth (climber) is a marketing manager for a large insurance company
and wants to move up the ladder in the firm. Beth’s positive transaction
is going to be her ability to meet, network, and move up the ladder in
her company. What was Beth’s short personal brand bio?

I am a marketing manager for Inverness Insurance and have been ranked
as one of the top marketing professionals in my firm for the past three
years by Insurance Marketing Magazine.

From a positioning standpoint, Beth does a good job at explaining why
she is qualified for the position, but she is going to have a harder time
because she has to navigate the politics of the corporate world.
However, she can still define what makes her different from her com-
petitors. The majority of Beth’s competitors might be her co-workers.
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This makes it easier for her because she works around them on a daily
basis. Her entire launch campaign is going to be designed around the
transaction of getting a better job in the company. With the transaction
in mind, she knows exactly what she has to build her positioning and
transaction statement on and eventually her brand launch campaign.

Beth’s personal brand bio fits pretty well with her P&T statement.
However, she needs to tighten the statement to make more impact. She
doesn’t need to list the company because her main competition is going
to be people within the firm. She also needs to define what sets her
apart “internally” within the company.

I am ranked one of the top insurance marketing professionals by my
peers.

This is a simple and succinct statement. What makes Beth different
from her peers? She is ranked one of the top in her industry! Unless
Inverness Insurance has every top-ranked individual as an employee,
Beth is going to be differentiating herself.

• Carla (neophyte) is a former pharmaceutical sales rep who was laid off
after eight years with her company and is interested in working for a
nonprofit. Remember Carla’s personal brand bio:

I’m a former pharmaceutical salesperson trying to make the leap to the
nonprofit world.

Carla is similar to Allen except she has to completely reinvent herself. It
is going to be harder for her to define her competitors because the
world of nonprofit is a completely new concept to her. She has to do
some major research to define her competition. Her transaction is
twofold: She wants to get a job, but she also wants to completely change
her personal brand story. Carla’s positioning and transaction statement
would be designed around how to change to become competitive in an
environment that is new to her.

Carla’s is going to be the more extreme change between personal brand
bio and P&T statement. It is going to take more research and creative
thinking to define what makes her different from the competition.

I’m a former business professional who wants to make a difference using
the skills learned in the corporate environment.

How did Carla change her statement? She is now defining what makes
her different from other nonprofit professionals. She worked in the cor-
porate sales environment and understands how to sell and build a suc-
cessful product. Notice that she also dropped the “former
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pharmaceutical salesperson” because she found that the term salesper-
son could have a negative effect when pitching herself to an organiza-
tion. She also appeals to the emotional side of the reader by saying
“wants to make a difference,” which makes her P&T statement even
more powerful.

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. Darrin’s short personal brand
bio was great for his P&T statement:

I’m an IT professional who is trusted by 10 of the top corporations in the
city.

Darrin’s positive transaction is going to be his ability to get better-
paying jobs over the course of his personal brand launch campaign.
What does he have to do to build out his ability to sell? He has to
define his positioning and transaction to fully understand how to
launch his personal brand story. He is trusted by 10 of the top 
corporations in the city.

Darrin’s competitors are going to be extremely active in the space
because of the fast-changing world of technology. He is going to have to
be extremely comprehensive in defining what makes him similar to and
different from his competitors. The transaction for Darrin is going to
be a better-paying job. What he has to do to accomplish this goal is
going to lead his personal brand campaign as well as what his competi-
tors are doing to beat him up. His personal brand bio actually works
pretty well for his P&T statement, but he would be adding one thing to
the mix:

I’m an IT professional who implements technology solutions that create
success for the top 10 corporations in the city.

What did Darrin do differently? He added why the top 10 corporations
in the city actually trust him. When you create something that makes
another individual (or organization) successful, it needs to be built into
your P&T statement.

You now have a better idea of how to build the beginning of your cam-
paign. It is important to figure out your P&T statement. Remember, you
can use your personal brand bio as a positioning and transaction state-
ment, but it is important to fill out the information in Table 7.1 to fully
understand what makes you different. You can’t launch your personal
brand campaign without defining your P&T statement.
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Why Is a Personal Brand Campaign Important?
Did you read the first section of this chapter and nod your head in constant agree-
ment? It is easy to understand that you have to plan to be successful. We have heard
it from every success guru on the face of the planet. However, there is more to plan-
ning than just building a system to accomplish a goal. It is about designing a system
to launch your personal brand story. The most important word in the last sentence
is launch.

The importance of launching your personal brand story into the world should not
be taken for granted. You don’t simply want to create another promotional cam-
paign. The world is overrun with promotional campaigns. You want to build some-
thing that will launch onto the world and create change for your personal life. The
term launch is significant in itself. Let’s look at its definition:

To send forth, catapult, or release, as a self-propelled vehicle or weapon:
Rockets were launched midway in the battle. The submarine launched
its torpedoes and dived rapidly.

You are the submarine. Chills. We know. The concept of launching something into
the world is a powerful proposition, especially for your personal brand. The launch-
ing of you is more significant than the launching of any Snuggie or Reverse Flush
Toilet campaign could ever muster. The story of your is the personal brand story
that will build your life from here on.

Before you get into the planning details, you need to understand a few issues that
should guide your branding campaign:

• People are overloaded—You know exactly what we are talking about.
People are constantly bombarded with an onslaught of branding mes-
sages. Make sure yours is new, personal, and compelling, or your per-
sonal brand won’t get much attention. Your P&T statement and
campaign help define what will make your campaign compelling.

• You want to be different—Developing your personal brand story helps
you understand exactly what makes you different in the marketplace.
Your campaign plan should share this with the world creatively and
interestingly.

• You want to create a professional demeanor—When you create a plan
to deliver your personal brand story, you are setting yourself up for not
only sounding and looking professional but being professional. When
you plan for something, you are becoming the professional who will be
needed to realize your goals in life.

We know you have invested a ton of time already in developing your personal
brand and learning about the tools to share your brand story. We want to further
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solidify your desire to champion your personal brand by creating the launch cam-
paign. You are now spending time developing a plan that will help you completely
understand your personal brand story. When you build a campaign to champion
the work you have completed so far in this chapter, you are creating more meaning
in your work than ever before.

We would rather not putter the campaign around. We would rather not haphazardly
throw something into the wind and hope it will catch. Ever wonder why some peo-
ple have the annoying inability to fly a kite? They throw the fabric in the wind
instead of letting the kite catch the draft.

Building Your Personal Brand Campaign
Now that you understand the “why” of a personal branding campaign, it is time for
the implementation of that campaign. You can launch a campaign in hundreds of
different ways. A Nike product may have a completely different launch campaign
compared to a Reebok product. We are going to design your launch in three phases:
developing, implementing, and automating.

Developing Your Personal Brand Campaign
You have built your positioning and transaction statement that will lead you down
the development of your personal brand campaign. Your personal brand campaign
is truly defined as how to use the tools described in this book. Remember, you
should have set up your different social networks with the help of the correspon-
ding chapters. You have been taught how to differentiate yourself (P&T and per-
sonal brand bio) and which tools to use to differentiate (networking and social
media). Now is the time to show the world what you have built! Your campaign cal-
endar is the center point of your campaign.

We are going to assume that everyone reading this book uses some type of calen-
dar. Whether we are talking about Google Calendar, Outlook, or a Day Planner, it is
important to obtain a calendar if you are not using one to help track your day. If
you do not have a planner, you may want to read another first, about how to plan
your day. The calendar is going to be extremely important to managing your per-
sonal brand campaign.

An important area of campaign management is blocking out certain parts of every
day to accomplish tasks associated with your personal brand campaign. You can
apply the following time blocks to any area of your business or personal life. Time
blocks help you manage your time effectively. The most important thing to remem-
ber is to stick to what you have planned.
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Think of your typical work day. What is going on throughout the day? You have to
pick the kids up, you have a report to file somewhere, more than likely you need 
to do some shopping, the boss is breathing down your neck, or you have a business
to run. It is important to block out time in your day to accomplish your personal
branding campaign. I mean, heck, you have spent so much time building and
tweaking the system you might as well stick to it, right?

You can decide to set up between 30 and 60 minutes every day where you are using
the social networking tools described in the previous chapters to further launch
your personal brand campaign.

Tip
Block out at least 30-minute units of time, but don’t make them more than
60 minutes. You want to develop a habit, not overwhelm yourself with
things to do.

The whole point of the calendar is to keep you productive so you can accomplish
your goals. What does it mean to be productive?

• Set your time—Find two 15–30-minute time blocks. You can choose to
place the time blocks at the beginning and the end of your day or during
your lunch break. It is up to your extreme management skills to decide.

• Respect your time—Would you call a prospective client to reschedule a
meeting because you needed to run to the store or pick up office sup-
plies? No. The same rule applies for your time block. Do not schedule
other things during your personal branding promotion.

• Adjust your time—If certain times of the day do not feel productive,
move the time block! You do not have to keep your time block in the
same place. It is meant to be adjusted and changed depending on how
and when you do your best work.

You are probably wondering, “Kyle and Erik... I understand this entire blocking out
of my time thing for productivity, but what do I put in the time block?” The promo-
tional activities during your promotional time are just as important as setting up
your calendar.

Implementing Your Personal Brand Campaign
Take the tools learned throughout this book and apply them to your daily routine.
This routine will launch your personal brand campaign. It is the promotional piece
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Table 7.2 An Example of a Campaign Launch Task Sheet

Daily Activity Sheet
The following activities will be completed on a daily basis:
Facebook

• Post one status update.
• Answer messages and postings on your wall.
• Friend at least five people from your locale.
• Send one message to a friend with personal content.

Twitter
• Follow 10 people.
• Pre-post five tweets daily using HootSuite or another Twitter plat-

form.
• Respond to @ replies.
• Respond to direct messages on Twitter.
• Create one tweet telling your followers to follow a friend.

LinkedIn
• Connect with two people, or ask for a connection.
• Connect with one person for a face-to-face networking meeting.

Blogging
• Comment on two blogs.
• Write one blog post.

Weekly Activity Sheet
Weekly Facebook

• Tell a success story.
• Share a funny story.
• Announce good news. Tell about awards the company has won,

welcome a new client, share presentations, or post on a blog.
• Upload a picture.
• Run a promotion campaign.

Weekly LinkedIn
• Post one question to a LinkedIn group.
• Answer one question from a LinkedIn group.

Weekly Twitter
• Send out five #followfriday tweets.

that helps push the message (your personal brand story) you have been building
throughout this book. You should build a campaign launch daily task sheet to fully
understand what you need to accomplish during your time blocks. Table 7.2 gives
you an example of a campaign launch task sheet. Accomplish this task sheet on a
daily basis, and you will be successful in launching your personal brand.
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Aim to do this every day, and using social media extensively every day will become
a habit. That’s what we’ve learned. We’re online promoting our personal brands at
least an hour every day because we’ve discovered how effective these tools our for
furthering our brand campaigns.

Automating Your Personal Brand Campaign
You may have built your campaign launch task sheet and realized that (based on
what you have learned) it will be easy to automate some of the tasks in the list.
Good for you, reader! We are happy.

You have learned in different parts of this book the ability for tools like HootSuite
to pre-schedule content. Also, the tools can help with distributing content from
your blog to different social media sites. This is what we call automating a portion
of your campaign. You want to automate the posting of some of your content so
that you can focus fully on defining and redefining your personal brand. Creating
content is key to the distribution of your personal branding campaign.

When you are creating content, it is important to understand what content can be
automated and what shouldn’t be automated. When using social media, you have
the right to automate the posting of blogs or other articles, which is called informa-
tional content. If you look at Figure 7.1, you can see that Kyle’s blog post was posted
automatically to Facebook. This is an example of informational content. The con-
tent that should not be automated is conversational content that is in the moment
or live. Figure 7.2 shows a type of conversational content that Kyle had sent through
Twitter to another user. However, you shouldn’t automate content that is “live” or
“active.” Live and active content has to do with the moment. Do not automate con-
versational content.

Figure 7.1 This content post was sent to Facebook from HootSuite, which Kyle had
prescheduled to go out the morning before.
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We have discussed different tools in this book to automate the posting of blogs to
different social networks. The best are HootSuite, Ping.fm, and TweetDeck. It may
be worth it to you to go back through earlier chapters of this book and apply the
tools we have discussed to free up more of your time on your campaign calendar
and daily task sheet.

Unique Ways to Launch Your Branding Campaign
Okay, we now understand the specific steps you need to take to successfully pro-
mote your personal brand. Keep in mind your daily tasks, and implement some fun
ways to make the day more enjoyable. The more you enjoy launching and promot-
ing your brand, the better the launch.

• “Thank you for meeting with me” note—This step is in more of the
traditional sense. It may be surprising that we are actually recommend-
ing this tool. Yes, we understand we are asking you to use a pen and
hand-write a note, but the power behind the note is extremely benefi-
cial to your personal brand. It is rare that an individual will write a note
after meeting or talking to someone. It is extremely important to utilize
the art of a handwritten note. Go buy some thank-you cards and some
stamps. It will help.

• Use video—Video (whether you are uploading through YouTube or
Facebook) is an extremely powerful tool in promoting yourself. When
you use video, you are establishing a form of trust. People have the ten-
dency to experience a deeper connection when the majority of their
senses are stimulated. You want to create one simple video per week, sit-
ting in your office/studio/garden to talk about your latest success, to go
over a tutorial, or something else. However, remember to be profes-
sional! We recommend using a Flip camera (www.theflip.com) to
record yourself.

Figure 7.2 Don’t automate the conversation. Use conversational tweets like this one.
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• Hire a dancer with a sign—You knew who we are talking about, right?
Hire the individual who dances around with the pizza sign on the side
of road. The ability to dance for hours and not get hit by a car is an
extremely valuable asset to a personal branding campaign. We are only
half kidding. Stay creative in your search for the ultimate promotions
vehicle.

• Write for smaller publications—Smaller publications are easier to be
published in because they have more time to read your content. If you
write well, which we taught you to do, you will have an easier time get-
ting published and promoting your brand.

• Use email to connect on a different level—Sites like Constant Contact
(www.constantcontact.com) and ExactTarget (www.exacttarget.com)
are great tools for email marketing. Use their systems to keep in contact
with people who are in your database. Email is used daily by almost
everyone online but it isn’t utilized as effectively to market content.
Remember, do not spam! Your email provider can help with defining
what constitutes spam.

• Give something away for free—People always love free. Give away a
special report or maybe even a date (if you are single) to gain some
traction for your personal brand. We have witnessed individuals giving
away entire books for an email address. Give away something valuable
to gain something valuable in return. Use the email addresses obtained
to start an email marketing campaign. You can then send a newsletter
or marketing material to the reader who signed up.

• Write guest blogs—This is an extremely powerful step to getting your
personal brand in front of other people. Kyle writes for sites like Jay
Baer’s “Convince and Convert” and Douglas Karr’s “Marketing Tech
Blog.” When you share content, you are receiving links (remember the
importance of back links to build search authority) and new eyeballs to
read your content. There are a few ways to guest post on other blogs:
Email the writer of the blog, write for an online publication and send it
to the editor, or ask the person to swap blog posts for publishing. We
suggest writing at least three guest blog posts per month.

• Hire someone to design a business card—Most people go to a third-
rate printer to get the same business card that 100,000 other people
have printed. Spend some money and hire a graphic designer to design
a fashionable and memorable business card with a logo. Print 500 cards,
and use these to give to contacts at networking events (see Chapter 9,
“How to Network: Hello, My Name Is…,” for the best ways to network
with other people, and hand out your business cards sparingly).
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• Use your email signature—Your email signature is shared and sent
more often than any other form of marketing. Include your name,
preferably both first and last, a title, and your social media links
(Twitter, Facebook, LinkedIn, and your blog). Put your signature at the
bottom of every e-mail you send. Most email programs like Gmail and
Outlook allow you to add an email signature at the end of every email
sent. Find the Settings option and add an email signature to automate
the process.

• Get involved in your local community—Join organizations such as the
Chamber of Commerce or a development alliance. We have talked
extensively about marketing your personal brand through networking.
A strong local community network can help you in your search for a
successful personal branding campaign. Join the Rotary club, volunteer
your time and expertise to a charitable organization, or coach a sports
team. Any form of helping others in your community can build and
help launch your personal brand campaign.

• Always have a smile on your face—Make sure there is a smile on your
face. This makes you approachable and can give you confidence. Keep
your energy levels high, without bouncing off the walls! Someone who
is energetic, interested and enthusiastic always stands out.

Maybe we went a little overboard with that last tip, but it is extremely important to
keep a positive attitude while launching your personal brand campaign.

How Should Our Heroes Launch Their Brands?
• Allen (influencer) needs a more creative promotional strategy than the

rest of the heroes. His industry is harder to make a splash in because
everyone makes a splash in the advertising world. Allen needs to spend
more time on developing a different communication strategy.

Allen may design and send different mailing pieces to hiring managers
at advertising firms around the country. He may follow up with a phone
call and tweet after the package is sent to the individual. Allen wants to
connect to people on multiple levels (phone, mail, Twitter, and
LinkedIn) to be sure the hiring manager remembers his name.

• Beth (climber) needs to stay in line with the corporate structure of her
company. Her tactics are going to be deep in the form of networking
and being involved in her community. She will be spending more time
sharing and writing content on LinkedIn. Beth would also be frequent-
ing (maybe even planning) community events related to her company.
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Anything she can possibly attend to rub elbows with the executive team
would be beneficial to her.

Beth may start a personal/professional blog to talk about her industry
without representing her corporate company. By creating content out-
side of the office, she starts to establish herself as a thought leader. And
we all know that thought leaders get better jobs within the walls of cor-
porate America.

• Carla (neophyte) is going to be like Beth in the world of networking.
Because Carla is completely switching industries, she must start net-
working to rebuild her platform. She needs to start a blog to write con-
tent around the nonprofit industry. By writing content around the new
industry, Carla is learning, defining, and implementing what will make
her successful in the long run.

Ideally, Carla would attend every networking and seminar event
because it is important for her to meet and learn. Volunteering is
another way Carla can establish her personal brand story within the
walls of the nonprofit world.

• Darrin (free agent) is established in his industry, which means he
doesn’t need to build a personal brand story as much as developing his
already-strong reputation. Darrin should be carrying around a Flip
camera to record and distribute videos of his expertise and his inter-
views of happy clients. Video content should be a key marketing tool
for Darrin in the world of information technology. The more content
that Darrin distributes through this medium, the higher the probability
he will be recognized among the firms that will be a new client for him.

Do’s and Don’ts of Launching Your Personal Brand
Certain rules and regulations must guide your use of social media, networking, and
other tools when launching your brand. Read carefully, and be sure you adhere to
each “law.”

• Do accomplish your campaign launch task sheet (daily)—The more
important section of this chapter is the build-out of your daily cam-
paign task sheet. This system is the driver of your promotional activi-
ties for your personal brand launch campaign. If you adhere to your
task sheet, your promotional activities will come easier over time.

• Do send out conversational content—We talked about conversational
content earlier in this chapter. The content that is live, real, and involves
other individuals is the true content that will drive your personal brand
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campaign. Be involved in the process of creating content, and join in
the development of other people in the process.

• Do give more than you receive—Sharing, retweeting, and forwarding
content from others is one of the more important rules in the promo-
tional campaign on social media. Many people send more content
about themselves than anything else. It is all about me! It is not all about
you. In truth, it is about the development of relationships online. Share
and retweet more content from others than you send about yourself.

• Do be aware of criticism, and ignore blasphemy—You are going to be
the top dog in your sphere of influence because of the strategies in this
book. Be aware that you will face some criticism no matter what you do
in the socially driven Internet world. Don’t be offended by criticism
when launching and promoting your personal brand campaign. More
than likely, the people criticizing you are jealous of your success. Be
aware of the criticism, but ignore the blasphemy.

• Do be consistent—Think of your personal brand campaign as a rela-
tionship. If you are in a relationship and are not consistent with spend-
ing time with that individual and conversing, it is safe to say the
relationship will not be strong. Consistency of content and conversation
help drive your overall influence in the social media world. Also, the
strength of your personal brand depends on the consistency of your
content.

• Don’t be socially awkward—Imagine having a conversation with an
individual who changes the topic of conversation every second. After
the third switch-a-roo, the conversation becomes highly annoying
because you cannot follow anything the person is saying. The same
concept applies to social media. Create a list of what you are going to
say and talk about on the social networking sites. If you talk about a ton
of different topics, it is going to be hard for people to pinpoint what
your personal brand story is all about.

• Don’t expect quick results—The campaign launch is a process.
Building a brand takes time and energy that (over time) will build a
strong and healthy personal brand. Unless you are sponsored by Coke
or are featured on Good Morning America, your personal brand is going
to take some time to build. If you expect quick results, you will become
frustrated, and frustration negatively affects a personal brand launch
campaign.

• Don’t use only one tool—If you are building a tree house, do you 
use only a hammer? No. It takes a ladder, nails, a screwdriver, a tape
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measure, and a drill. The same concept applies to your launch cam-
paign. Don’t use only Twitter or only Facebook to build your personal
brand!

• Don’t share unworthy content—There are times when you shouldn’t
send a tweet or share a picture on Facebook. Usually we would say you
shouldn’t send any type of messaging between the times of 11 p.m. and
5 a.m., but we are going to leave that for you to decide. We all know
what content is worthy and what is not. If you are a pastor of a church,
a decade-old spring break photo is probably not the best piece of con-
tent to share online.

• Don’t hard-sell people—This is the more important thing to not do on
social media and while promoting your brand in the public sphere.
Imagine walking into a networking event, and the first thing you hear
from a person is about his product or service. Individuals want to build
relationships before being sold a type of product or service. Start with a
conversation and work into the sales funnel.

Wow! eBook <WoweBook.Com>



ptg

8

Measuring Success:
You Like Me, You
Really Like Me!

We have talked at length about the importance of your
personal brand. Heck, this entire book is about personal
branding. So far we have dealt with building your per-
sonal brand and understanding the intricacies of telling
your personal brand story, through blogging, Facebook,
LinkedIn, and Twitter. You’re now busily building your
personal brand online, taking advantage of all that blog-
ging, Facebook, LinkedIn, and Twitter have to offer your
professional growth. But how do you know if it’s working?
Well, you need to measure the overall effectiveness of your
personal brand on the consuming public. This is called
metrics, analytics, and return on investment (ROI).

In short, you need to know the numbers.

The “numbers” define the success of a brand. In any com-
pany (large or small), the numbers drive strategy, creative

Wow! eBook <WoweBook.Com>



ptg

Part  I I Your  Network  I s  Your  Cas t le—Bui ld  I t148

thinking, marketing development, and goal orientation
toward the company brand. Think of numbers in any
sporting event. A score defines the winner of the event.
The score must be defined and measured to reach a given
outcome. In sports, the winner is the individual who
scores the most points. The more you score, the better
your chances of winning an event. The same concepts
apply to personal branding.

A score in a personal branding campaign can be defined
as numbers, followers, friends on Facebook, blog posts,
engagement with fans, and so on. The more engagement
you have with your followers and peers, the more success
you will have with your personal brand strategy.
Everything in life needs to be measured, scrutinized, and
changed to be successful. As people, we lean on the con-
cept of change to define how and where to focus our
energy. If we are not changing or adapting to the world,
it is harder to make waves in the consuming public.

We don’t want to go all “live your best life now” prosper-
ity guru on you, but measuring your personal brand is
influential in its success. If you are involved in any type of
business role, you understand the importance of measure-
ment. You measure a balance sheet. You track the ship-
ping routes of a transportation company to adjust timing
and ship packages on time. You develop measurable sys-
tems to track your close rate through the sales funnel.

Your personal branding campaign is another marketing
campaign. The training, planning, and development lead
to the point of launching and measuring your campaign.
The measurement system you implement will be the
turnkey solution to either win or lose in the world of per-
sonal branding.
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Why Should You Measure
Let’s say you have a huge week on your blog, Facebook, and Twitter pages. Your
traffic is through the roof. Congratulations. Your follower and friend counts are
growing, and people are congratulating you on your awesomeness.

@edeckers: People never congratulate me on being awesome.
@kyleplacy: Fine. Congratulations on being awesome.

You think to yourself, “They’re right. I am awesome. My personal brand is going to
be the deciding factor in my ability to accomplish my dreams.”

Good for you. You deserve it. We will definitely pat you on the back. But let’s back
up for a minute. Do you know what the trigger was for that growth? Do you have
any idea what action you took to direct the type of response that helped build your
brand? If you do, you might be able to repeat the action and get that boost in social
media and Internet traffic again.

Finding that nugget of info that spiked traffic or that post that sparked the public’s
interest can be tricky. Once you understand what works and what doesn’t, you will
be able to build on multiple measures of influence and promotion to supercharge
the growth of your personal brand.

What Should You Measure?
There are plenty of metrics you should measure in accordance with your personal
blog. We could expound upon our ideas of what you should measure, but we
decided to consult another personal branding expert, Chad Levitt, author of the
popular “New Sales Economy” blog (http://newsaleseconomy.com). The blog
focuses on how Sales 2.0 and Social Media can help you connect, create more
opportunities, and increase your business. Levitt writes regularly for the “Personal
Branding” blog (www.personalbrandingblog.com) and recently shared his expertise
on what to measure when building your personal brand.

Reach
“Reach is fairly self-explanatory, but it is the amount of people you are
connected to on your social networks. How many people are you con-
nected to on Twitter, Facebook, LinkedIn, your blog, and other blogs? It
is the sum total of all your connections on every social network.”
—Chad Levitt
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Whether we are talking about friends, followers, or connections, it is important to
understand the difference between quality and quantity. Some argue for quality—
just a few great friends—whereas others argue for quantity—the more the mer-
rier—but we think a balance is perfect.

Quality Versus Quantity
We have been skeptical of the whole “quantity is extremely valuable” debate.
However, it does make sense in the old marketing world. The more people you have
connected to a brand, the more valuable your brand becomes. It does make com-
plete sense to an extent—but only a small extent.

There are two ways to look at quality versus quantity according to another personal
brand genius, Dan Schwabel (www.personalbrandingblog.com). Quantity opens
doors. Quality opens wallets.1

The quantity of your followers on your social profiles is important because you are
building a network of people who will help extend the reach of your message. It’s
true that quantity opens doors; the more people reading your message online, the
better the chances of your message being spread across the Internet. But keep in
mind that quantity isn’t the only metric—or even a very accurate one—for measur-
ing the influence that your personal brand is having on the public.

The quality of your network is where you can really start figuring out if your efforts
at personal branding are successful. When you measure quality, you find out if your
brand is moving your audience—the quantity in this debate—to action. An action
can be anything from retweeting your post, sharing the message on Facebook, com-
menting on your blog, or simply spreading your message. The quality of your net-
work is the difference between mass communication and one-to-one conversations.

Let’s say you have 120 followers on your Twitter account and you have the opportu-
nity to share an extremely important message through the Twitter-sphere. If you
have a larger network (quantity) like 15,000, you have the ability to reach more peo-
ple at the initial conversation. People take notice of individuals who have larger
personal networks.

Visibility
“Your personal brand visibility is made up of your search engine rank-
ing and how many eyeballs physically see your content each day.”
—Chad Levitt

1 www.personalbrandingblog.com/the-quantity-vs-quality-debate-revisited/
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What is your search engine ranking? Basically, it’s your ranking on Google, Yahoo!,
Bing, and any other search engine. It’s where your website appears in the different
search engine results when a keyword is searched. It’s safe to say that if you’re
ranked high on Google (you appear on the first page), you’re doing very well!

Remember, your search engine rank varies based on the different topics on your
blog. Erik may rank first for “humor blog indiana” but rank thirteenth for “humor
blog.” Erik has to decide which keywords best promote his personal brand story.
Determining which keywords are valuable involves using Google Analytics to
measure how many people have clicked to your blog/website from search engines.
But remember, the more you focus your blog content, the higher you are going to
rank for a specific keyword.

As you have probably already gathered, your visibility depends on your reach. It is
safe to say that the better the quantity and quality of your network, the more visibil-
ity you’ll have. Whether you are sharing keyword-rich blog content or thoughtful
tweets on Twitter, visibility depends on your content and where you share it. The
more reach and visibility your brand has, the greater the chances of your followers
spreading your brand message.

Influence
“Influence is a measure of how much power you have on the Internet.
Influence is a byproduct of reach and visibility. It is important to take
into account all systems in order to measure influence.” —Chad Levitt

This idea of influence has been circulating for years and has been debated over and
over again. The notion of influence is nebulous and difficult to define. Because it’s
more than simply the number of followers and friends you have, you need to define
your influence based on your objectives.

Measuring Influence

What does it mean to be “influential” in your online community? What does it
mean to push your followers and friends to action in accordance with your per-
sonal brand plan? Brian Solis, a thought leader in the world of social currency,
defines influence as follows:

Influence is the ability to cause desirable and measurable actions and
outcomes.2

We are going to talk at length about promotion in Chapter 9, “How to Network:
Hello, My Name Is…,” but the idea of influence needs to be defined based on your
objectives. At a basic level, influence is the percentage of people who will act upon a

2 www.briansolis.com/2010/09/exploring-and-defining-influence-a-new-study/
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specific call to action. At an even more basic level, influence is the number of peo-
ple who will do what you ask of them.

A group of researchers from Northwestern University developed an algorithm that
measures the influence of Twitter users3. By following different tweets, researchers
have been able to prove that influence on social networks is no longer defined only
by the overall quantity of your network but also by the quality of the information
shared.

Many would say Ashton Kutcher has more influence than Kyle in the world of
social media based strictly on audience size. At the writing of this book, Kyle has
16,598 followers on Twitter, and Ashton has over 5,900,000. (We rounded down.)
We are talking about an extreme gap. But who has more influence? It all depends
on the subject matter and the goal.

It is easy to assume that if Ashton Kutcher tweets about entertainment or the next
red carpet party, he is going to have more influence than Kyle. Ashton is going to
get a larger number of people retweeting, sharing, and commenting on his thought
because, well, he is a celebrity. But if Kyle were to tweet something about the tech
industry in Indianapolis, he would have more influence than Ashton.

Your influence is based on your ability to inspire your followers to take action. You
create your personal brand story to increase your influence within your network.
Whether you influence a room at a networking event or get multiple retweets from
a blog post, the influence you have depends on where you focus your content and
create change.

You can also measure your network’s actions based on the number of visitors your
blog receives; the more visitors, the more highly valued your content. If one of the
goals in your personal brand story is to increase traffic to your blog, you can use
the measurement to track progress and growth. We are going to discuss measuring
yourself with Google Analytics later in this chapter, but it also helps to measure
against your competitors. You are able to gauge what content is right, wrong, or
indifferent to your followers and your competitor’s followers.

To show you how to measure and track the change in visitors, we measured two of
our good friends (and social media geniuses) against each other to demonstrate
how to measure yourself against competitors. If you go to Compete.com and use its
system to map individual websites against each other, you can obtain valuable data
to help you define your influence. We decided to use Jay Baer of Convince &
Convert (www.convinceandconvert.com) and Jason Falls of Social Media Explorer
(www.socialmediaexplorer.com).
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Figure 8.1 shows that Jay Baer and Jason Falls have the same level of influence in
terms of traffic to their website. They both fluctuate in terms of the size of traffic,
but they overlap each other enough to be considered competitors and influencers.

153Chapter  8 Measur ing  Success: You L ike Me, You Rea l ly  L ike Me!

Figure 8.1 Compete.com helps in measuring influence with individuals in your
industry.

Tip
When you start reaching 60,000 to 70,000 unique visitors per month, you
are doing a great job at positioning your personal brands. Hat tip to Jason
and Jay!

Let’s be clear. We are not saying that only major amounts of traffic show influence.
You can spam the system and get a ton of clicks that are not worth more than the
penny in your pocket. It is important to consider all metrics when measuring influ-
ence. Once you have used Compete.com to measure traffic against your competi-
tors, try other tools (Google Analytics) to show click-thrus from social media sites
and the amount of time an individual spends on your page. Remember: Influence
changes based on each campaign.

How Should You Measure?
From Facebook to Twitter to your own blog, each networking site and tool provides
opportunities to measure your effectiveness. Armed with this information, you can
then measure your effectiveness—and possibly influence—across the entire Internet.
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Measuring Your Blogging Effectiveness
Remember, the blog is the central point of all content on the Internet. It is the hub
of your social media branding strategy and the place where stories are told and
your personal brand is built from the ground up. You need to know how to measure
your effectiveness as a writer and content distributor. You must understand what
posts are the most effective and what content your followers and network like and
appreciate.

A blog is most effective when you monitor two extremely important metrics that
help measure your personal brand influence:

• Number of backlinks—A backlink is basically a link that goes back to
your site from an outside site. The more backlinks you have, the higher
your site ranks on the search engines. That’s because search engines
like Google measure a site’s credibility (and therefore, rank) based on
the number of backlinks. At their simplest, backlinks can come from
other authors and readers via their own blog or by leaving a comment
on someone else’s blog and linking back to your own. Think of them as
footnotes in a research paper. If Erik writes a post reacting to a post by
Kyle, Erik will link to Kyle’s post to give him credit for the original
content.

• Number of posts—No one really agrees on the effectiveness of posting
several times during a day. The Internet gods have not laid down the
law on how often you should post, but the consensus is that more often
is better.

• Number of comments—Your blog’s influence is directly tied to the
number of comments your posts receive. When a user comments on
your blog, it’s like it justifies your existence and efforts. The commenter
is saying that your content was worth taking the time to develop a
response to and sharing with the community. However, the reverse is
not true: A lack of comments does not necessarily mean your post was
bad or not worthwhile.

• Number of feed readers—In Chapter 3, “Blogging: Telling Your Story,”
we talked about FeedBurner as a valuable tool to let people subscribe to
your blog. The number of FeedBurner readers can be a metric of your
blog’s success. If your blog’s feed readers increase, you can say your blog
has been successful.

• Number of visitors—This is fairly self-explanatory: If your blog has
visitors, you have some influence and are compelling people to come
and read your posts. Generally, the more visitors a blog has, the more
influential it is.
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The best way to measure and track all this data is with analytics software. We par-
ticularly like Google Analytics, which is an application that helps you measure the
effectiveness of your blog, but it’s not the only system out there. Google Analytics
gives you information about the following:

• Which referring sites send you the best traffic

• Which visitors are most likely to subscribe to your email list

• Which keywords have the highest click-thru rating

• Which articles have the lowest bounce rate

Using Google Analytics for Your Blog
Google Analytics can be an extremely powerful tool for increasing the effectiveness
of your personal brand.

• The Google price tag—This is the best part: It’s free!

• Usability of the application—Google Analytics is extremely easy to
use. Unlike other analytics platforms, Google Analytics is fairly easy to
implement to your blog and extremely easy to use. There’s no need for
development support (who wants that anyway?), and even you, the
beginner, can start to collect data that will help you. For more infor-
mation, check out Michael Miller’s book Google Analytics in 10
Minutes a Day.

• Unbelievable amount of data—Google Analytics organizes gobs and
gobs of data at your fingertips. The system is extremely comprehensive
and lets you track all forms of information from visitors or bounce
rates. Although it may seem like too much data, you can pick and
choose which pieces you want to look at and create a dashboard of just
the pieces you want to see.

Note
A bounce rate is the percentage of visits where the visitor enters your blog
and exits on the same page without visiting or clicking any other pages on
the site in between.

• Conversion tracking—Google Analytics will generate plenty of results,
but one of the more important features is conversion tracking.
Conversion tracking is meant to help you measure the effectiveness of
your calls to action. A call to action is an action you want a visitor to
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take, like buying a product or signing up for a newsletter. You can track
and cross-reference that information against other factors on your site.

For example, a consultant can use conversion tracking to track the visi-
tors to her blog, the campaign they follow, and how they happened
upon the site. She can learn that visitors who find her through Google
or Yahoo are twice as likely to sign up for a newsletter as those who
come from Twitter. This means she should focus more energy into get-
ting additional visitors from Google and Yahoo and cut back on the
amount of time she spends bringing in people from Twitter.

• Tweaking for success—There’s only one reason to use Google
Analytics to gather all this data: to tweak your site and your content to
create a better user experience. No matter what tweaks are made to
your site, you can see what happened based on the changes you made.
If Kyle uploads new content and switches around his ads, he can
instantly see whether the new positions are more or less effective. From
there, he can decide whether to move them back or leave them in their
new place.

Setting Up a Google Analytics Account

Before you can use Google Analytics, you need to set up your Google Analytics
account.

When you go to the Google Analytics website ( www.google.com/analytics), you are
asked to access Google Analytics with a big blue button. Click the Sign Up Now
button, which is located directly beneath the blue Access button. Clicking this takes
you to a page where you can sign in with your Google account. If you have not set
up a Gmail or Google account, be sure to do this first. If you followed the directions
for FeedBurner in Chapter 3, or if you already have a Gmail, Google Docs, or Picasa
account, sign in with that account.

In the next window, you are asked to provide Google with the URL of the site you
want to analyze. As seen in Figure 8.2, fill out the remaining data, including country
and time zone, and provide your contact information. After you have provided the
necessary information to Google, you are given a block of code. Copy the code, and
then sign in to your blog.
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With the exception of a WordPress.com blog, most blog platforms have instructions
on how to install Google Analytics code on your blog. (WordPress.com doesn’t
allow Google Analytics on its site, but it has its own analytics package.) Find those
instructions on your blog platform, and follow them. We wish we could tell you
more, but with more than 40 blog platforms, we can’t run through every platform.

Installing Google Analytics

Now that you have set up your account, you need to install the analytics code into
your blog. By installing the necessary code, you are giving Google Analytics permis-
sion to pull data from your site and organize it in the analytics dashboard. Most
blogs have plug-ins or easy ways to install Google Analytics. WordPress has an
easy-to-install plug-in called (you guessed it) Google Analytics for WordPress
(http://wordpress.org/extend/plugins/google-analytics-for-wordpress/). By installing
the plug-in into your WordPress account, you can change the setting for the Google
Analytics account in your WordPress dashboard.

Getting an Overview of Your Website Performance

You are well on your way to data bliss. Your Google Analytics platform is ready to
provide you with information and data discussed earlier in this section, from
bounce rates to conversion tracking. However, keep in mind that the service may
take up to 24 hours to begin pulling data from your site.

Once you have waited the obligatory 24 hours, you will want to pull information to
give you a basic overview of your site’s performance. If you log in to your Google
Analytics account, you are presented with a section titled Website Profiles. Find the
profile you recently set up and click the View Reports link to the right of the name.
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Figure 8.2 Be sure you have the correct information on hand to fill out Google
Analytics quickly and easily.
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Ta-da! Your dashboard. At the top of the page is a chart (with a blue line) that gives
a visual representation of site traffic over the past month. It can compare traffic
over a certain period or change the data to show page views. Immediately beneath
the chart is the site usage area, which gives information on everything from visits to
page views. For definitions of terms in the Google Analytics dashboard, please refer
to Table 8.1.
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Table 8.1 Google Analytics Vocabulary

Visits How many visits there were to your page. A visit is defined as a page view
when that user has viewed no other page on your site the past half hour.

Pageviews How many times the pages on your site have been viewed.
Pages/visit How many pages, on average, users view when they come to your site.
Bounce rate What percentage of users left after viewing only one page on your site.
Average Time on
Site

How long each user spent on your site.

New Visits What percentage of your users have not visited your site before.

Underneath the Site Usage area is the Visitors Overview graph, which shows how
many people have visited your site. The number is usually lower than the visits sta-
tistic because many people will be repeat visitors to your site.

You can tell from Figure 8.3 that there is a ton of information to take in and 
analyze. You can click View Report in any of the following boxes to read a more
detailed report on the information at hand. It is up to you to spend the time to fully
realize the potential of Google Analytics.

Figure 8.3 The Google Analytics dashboard has a tantalizing amount of information
for you to read and measure.
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Google Analytics also tracks users hitting your site from referring sites, like
Facebook, Twitter, and LinkedIn, that link to your blog. When you share a link on a
social networking site (or someone shares it for you) and an individual clicks on the
link to go to the blog post, that is an example of a referring site. Through the devel-
opment and measurement of Twitter, Facebook, and LinkedIn, you can increase
your referring sites and create a system to further your personal brand.

Measuring Your Twitter Effectiveness
Of the three social networking sites discussed in this book, Twitter happens to be
the easiest one for measuring your personal brand effectiveness. We are going to
chalk it up to Twitter being extremely open when it comes to allowing others to
build tools that help pull and organize data. One of the Twitter partners is one
extremely influential system to measure data, which is aptly named Klout.

An important measure of influence is a system developed to measure your Klout
on social networks. Klout (www.klout.com) is a measurement system developed to
help industry leaders and personal branding fanatics measure their influence
online. One word of caution: Klout is directly tied to Twitter. You must have a
Twitter username to have your Klout measured. We understand that Twitter is not a
true measurement of influence on all social networks, but it does have a pretty good
gauge on how active your social network has become in terms of influence. You can
find plenty of things to measure by using Klout:

• True reach—True reach is the size of your engaged audience. This met-
ric basically gives you an idea of how often your tweets are being read,
one-to-one conversations around content, and how often people are
adding you to lists (to name a few).

• Amplification probability—Amplification probability is the likelihood
your content will be acted upon. Klout measures your ability to be
retweeted, the diversity of the people who are responding to you,
whether different people retweet you, and whether your tweets generate
new followers.

• Network influence—Your network influence is the influence level of
your engaged audience. This measurement is based on the influence of
the people you are involved with on a daily basis.

Klout can be an extremely powerful tool in measuring your personal brand influ-
ence. Although we are not going to tell you it is the only way to track your reach or
influence over time, it is an easy system to trend your progress. Klout can help you
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see if the influence of your brand is increasing; it is an easy-to-use scoring method
to help in the progress of building your brand story.

Note
The Twitter application HootSuite pulls in Klout scores on your followers to
help you determine their reach and influence in the social media world.

Measuring Your LinkedIn Effectiveness
Of the three social networking sites, LinkedIn gives you the fewest tools for meas-
uring your brand’s success. Unlike Twitter, LinkedIn doesn’t provide code to allow
programmers to develop measurement applications. As you can see in Figure 8.4,
there are a couple of ways to measure your personal brand effectiveness on
LinkedIn.

• LinkedIn profile views—There is a small section within your LinkedIn
profile that is the “Who’s viewed my profile” section. In this section,
LinkedIn identifies how many visitors have viewed your profile in a
certain number of days by name, title, or industry. If you are looking for
a job, the number of outside profile views you receive should be
extremely important to you. The more profile views the better for your
LinkedIn profile!
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Figure 8.4 LinkedIn provides a helpful panel giving you information on traffic and
searches for your name.
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• LinkedIn network growth—Next to the profile views section of your
LinkedIn profile page is a section that lists how many connections you
have and how many new people have joined your network in a given
number of days. We care more about how many connections you have.
If the connections list expands, it is important to measure how large
your network grows. Kyle has 1,730 connections, which links him to
8,402,000 people.

• Search results—In the same area is a line that tells you how often you
have shown up in searches over the past day. When you are showing up
in searches, it means that your area of expertise or your personal infor-
mation is of some importance.

Remember, you can also refer back to Google Analytics to view how many people
clicked through LinkedIn to go to your site and how many converted. Keep track of
your referring sites to make sure you are driving a healthy amount of users to your
central location or blog.

Measuring Your Facebook Effectiveness
Facebook has a long way to go toward helping users measure their marketing effec-
tiveness. You simply can’t measure effectiveness with personal pages, apart from
how many new friends you have. But you can measure effectiveness with Insights
on your brand’s fan page.

Now you can use the in-depth data analysis of Google Analytics with the demo-
graphic and personality tracker Facebook Insights. Using a free application called
Facebook Google Analytics Tracker (www.webdigi.co.uk/blog/apps/fbgat-facebook-
google-analytics-tracker/), you can get Google Analytics working on your Facebook
fan page. Now you can track visitor statistics, countries, keyword searches, and traf-
fic sources.

You already have a Google Analytics account unless you completely ignored the
entire first part of this section, but we know you would never do that. Right? You
need to create a new domain profile in your Google Analytics account. Go to
Google Analytics, and in the upper-right portion of the screen is a drop-down
menu that boldly states: My Analytics Accounts. Click on the drop-down and
choose Create New Account from the menu. Google takes you to a page where you
need to click the Sign Up button because technically you are creating a new analyt-
ics dashboard. For the website’s URL, type in facebook.com, and the rest of the
boxes fill in for you. Check out Figure 8.5 for an example of a finished analytics
signup page. Once you have entered your name and country and accepted the
terms of the mighty Google Analytics, you are taken to a screen that asks, “What are
you tracking?” and “Paste this code on your site.” Ignore the information and click
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Save. Google Analytics takes you to your overview page, where you see
http://facebook.com and your Google Analytics code displayed. You need that
code, which usually looks like this: UA-18786286-1.

After setting up your Google Analytics account for your Facebook fan page, you
need to create what are called custom images. Now, understand that we have liter-
ally no idea what that means, but we know it works. Keep following the instruc-
tions. We are right there with you.

The people who brought you the FBGAT tool also made it extremely easy for you
to create your own custom images. Go to the Webdigi free custom image tool
(http://ga.webdigi.co.uk) and fill in the information. Refer to Figure 8.6 to get a bet-
ter idea of what to fill in.

• Analytics Code is the code you copied from Google Analytics that
looks something this: UA-18786286-1. It is extremely important that
you copy this exactly as it looks for Google Analytics to sync with
Facebook Insights.

• Domain on Analytics is the domain name you used to create your
Google Analytics account. If you followed the previous directions, we
used facebook.com.

• Page Link is a name that helps you track your page on Google
Analytics. We recommend naming it after the title of the page, like
/contact_form.

• Page Title is only for your reference. Name this whatever you like as
long as you can remember the name.

Figure 8.5 You are following the same process as creating an account to build out a
Facebook analytics package.
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Figure 8.6 Creating your own custom images is easy with the FBGAT tool.

The beautiful thing about this free tool is that it helps you along the way. Once you
have filled in the necessary custom image tags, you can click the Generate Code
button. You need to copy this code to paste into your Facebook fan page.

Note
You have to generate a separate code for each fan page you want to track.

Now the only thing you have to do is add the code to your Facebook fan page. To
add HTML (which is the language the code is designed in), you need to use an
application like Static FBML (www.facebook.com/apps/application.php?id=
4949752878). Paste the code into the page you would like to track using Static
FMBL (either the top or bottom of the page), and that is all there is to it. After 24
hours, you should have the tracking and data you need in the world of Facebook
measurement.

Tip
If you need additional help installing the Google Analytics system into your
Facebook fan page, try our friends over at Facebook by going to this link:
http://on.fb.me/fbookhelp.
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Ten Tools to Use for Measurement
There is so much content and data to measure and track in the world of social
media that it is hard for us as individuals to keep track of it all. You can use the fol-
lowing tools in addition to Google Analytics, Facebook Insights, and others already
covered. By using different tools and systems to track the information, it becomes
easier over the long haul to become successful in this world of instant communica-
tion. You need these tools to survive this crazy world:

1. Twitter Grader (www.twittergrader.com) is a site that allows you to
track, measure, and increase your influence in the world of Twitter. By
entering your Twitter name, the system pulls data for your account. You
can track the history of your follower growth or the amount of tweets
that were sent. You can also track your influence among your specific
location. It ranks you based on influence.

2. Website Grader (www.websitegrader.com) is brought to you by the
same people who created Twitter Grader. Website Grader allows you to
enter your website with a competitor and receive a report that has
information like blog analysis, blog grade, recent blog articles, Google
index pages, and readability level. It also helps you optimize your con-
tent from headings to images. It is an extremely comprehensive and
worthwhile report.

3. Twitalyzer (www.twitalyzer.com) is an intense Twitter management,
measuring, and monitoring tool that allows you to do a ton of different
things in the world of Twitter. This includes automatic daily updates,
full data export, email support, weekly email reports, phone support,
custom URL shortener, and multiple-account tracking.

4. Google PageRank is an algorithm Google uses to assign numerical
weighting to each element of a website with the purpose of “measuring”
its relative importance with other sites. Basically, it’s how important
your site is. To check your Google PageRank, we recommend checking
out the PR Checker PageRank tool at www.prchecker.info/
check_page_rank.php. Just enter your URL, and the tool generates your
PageRank and gives you additional information on how to expand the
number.

5. BackType (www.backtype.com) is a free system that allows you to
measure your impact in social media. After you enter your URL in the
very Google-looking box, BackType gives you information about your
latest pages, your top influencers, and where the majority of your inter-
action is happening on the web.
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6. Keyword Rank Checker (www.scriptalicious.com/tools/keyword-rank-
checker/) is a way to check the rankings for a domain for a particular
set of keywords or phrases. Thousands of tools can help you accom-
plish this task. Surf to Google and search for “free keyword rank
checker.” After finding a suitable tool, track the progress and ranking
for your particular keywords or phrases.

7. PostRank (www.postrank.com) is a system that tracks where and how
users engage and what they pay attention to—in real time. PostRank
social engagement data measures actual user activity, the most accurate
indicator of the relevance and influence of a site, story, or author. This
site is the place to be because it is the largest aggregator of social
engagement data on the Internet.

8. Bit.ly Pro (http://bit.ly/pro) offers several measuring and tracking
implications. You have the ability to track single domains, multiple
domains, advanced dashboard for data layout, real-time data analytics
feed, and customer support. Bit.ly Pro could help in measuring how
many people click a specific link.

9. HootSuite (www.hootsuite.com) is a tool that has been talked about at
length throughout this book, much like bit.ly. HootSuite offers an ana-
lytics suite that helps you track links and the Klout scores of your fol-
lowers. The system is not as robust as a PostRank, but it still offers
information that is extremely valuable to the user. Oh, and it’s free.

10. Twitrratr (www.twitrratr.com) is an extremely valuable tool to measure
what people are saying about a given keyword. It tries to measure senti-
ment with positive, neutral, and negative outpourings from Twitter.
Although this site is not 100% accurate, it can be a valuable addition to
your social media measurement suite.

Effectively Measuring Your Personal Brand
We want to give you the necessary tools to empower you on the road to personal
branding success. The tools may seem complicated or difficult to use, but they are
intended for use by regular people, and they can empower your personal brand
story. Our heroes Beth, Allen, Darren, and Carla are going to use the systems pro-
vided to measure their personal brand effectiveness.

Your main goal throughout this entire process is threefold:

• Understand Facebook Insights—Refer to Chapter 6,
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“Facebook: Developing a Community of Friends,” if you need a
refresher on Facebook Insights. We talked briefly about the tool in this
chapter because of the powerful force it has when combined with
Google Analytics.

• Use Google Analytics—Spend some time to fully understand the tool
of Google Analytics. A ton of information and data are processed
through this system, but you need to understand the implications that
the data has on your personal brand. Spend some time perfecting your
understanding. If you need more help, do not hesitate to ask.

• Use one system for each tool—You have an overall system of Google
Analytics, but you need to use at least one system for each social net-
work. For Twitter you have HootSuite or Twitalyzer, and for Facebook
you have Facebook Insights. Unfortunately, you are going to have to
make up the measurement and analytics for LinkedIn, but we believe in
you can do it.

Overall, it is about the information you glean from the site and not the tool you use.
Data is the most important thing you can obtain from the Internet, because the
numbers and metrics are telling you how influential your personal brand is (or is
becoming). Check and track the data to make the most out of the time you have
spent developing your personal brand story.

How Can Our Heroes Use Analytics and
Measurement?

In the other chapters, our heroes have been able to use our tools and ideas in differ-
ent ways. However, when it comes to measurement and analytics, they each need to
measure the same thing: how many people are visiting their different profiles on
Facebook, LinkedIn, and their blog where they are coming from, and what they are
looking at.

One thing each of our heroes can do is promote blog posts on their different net-
works using bit.ly and Google campaign codes. A post can be promoted via
LinkedIn, Twitter, and Facebook, but using different headlines or published at dif-
ferent times of day as a way to see which are the most effective. Then, depending on
how well a certain type of headline performs or finding the best time of day to pro-
mote the post, our heroes can improve on that.

They can also use individual bit.ly links to promote their posts to specific hiring
managers or decision makers and then track whether those managers have opened
those links.
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Finally, they can use the map function on Google Analytics to see if people from
their chosen cities—again, hiring managers and decisions makers—have visited
those particular links.

Even though each of the four heroes have different career goals for their personal
branding efforts, they’ll use measurement and analytics in the same way.

Do’s and Don’ts for Analytics and Measurement
• Don’t use every measurement tool on the Internet. Focus on just the

ones that are easy to use and give you the results you need to improve
your personal brand.

• Do measure the metrics that give you actionable data about your social
media activity, such as the posts that get the most click-thrus.

• Don’t measure every metric available to you. Figure out just what it is
you need to know to determine your effectiveness, and ignore the rest.

• Do focus on metrics that help you determine your influence in your
network, like visits to your blog or number of Twitter followers or
LinkedIn connections.

• Do focus your blog’s keywords on those that give you the best visibility
on Internet search terms. That could be your name, job title, or subject
of your blog.

• Don’t obsess about your numbers. Check once a day or even every cou-
ple of days. You don’t need to focus on your numbers hour after hour.
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9

How to Network:
Hello, My Name
Is...

We’ve spent the previous eight chapters talking about
social media and how wonderful it is. Most social media
books stop right there: It’s wonderful and awesome, and
everyone should use it.

We agree, except it doesn’t stop there. Social media is
only the tip of the networking iceberg. There are personal
interactions to be made and given. It’s the personal touch
that truly makes networking, and thus personal branding,
so valuable.

You’re doing pretty well so far. You’ve set up a blog,
started using Twitter, created a Facebook account (or at
least took all the inappropriate photos off your existing
one), and are on your way to becoming a LinkedIn power
user. Now you’re going to leave the comfort of your com-
puter and go out into the real world.
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It’s one thing to create your personal brand as an online
persona. But you need to take the next step and get your
brand out into the real world so you can leverage the
brand you’ve been creating online.

Meeting people in the real world is very important to cre-
ating your personal brand. It’s so important, in fact, that
we’re breaking the traditional computer book role and
spending the last few chapters in real life. After all, your
personal brand isn’t worth anything if real people don’t
get to react to it.

You’re also going to invent or reinvent yourself into someone
who speaks in public (Chapter 10, “Public Speaking: We
Promise You Won’t Die”), publishes articles in print publica-
tions (Chapter 11, “Getting Published: I’m an Author!”), and
finds a job (Chapter 12, “Personal Branding: Using What
You’ve Learned to Land Your Dream Job”). But for you to do
those things, you need to actually meet people face to face,
in order to deepen those relationships further.

Ultimately, the human connection is what’s going to pro-
pel your personal brand to great success. Similarly, a lack
of human connection is going to cause it to fail.

In our story from Chapter 1, “Welcome to the Party,” Erik
ultimately created and grew his personal network, not
solely because of his online work. Rather, it grew because
of his face-to-face networking and meeting people at net-
working events and conferences. Sharing stories, knowl-
edge, and experiences. Getting to know people as people,
not as avatars and handles. Erik had been networking for
years before that in his different roles, but this was his first
time in a new city, in a new industry, and in a situation
where he didn’t know anyone who could be helpful to
him.
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Kyle has built his business and his network the same way:
by meeting people and learning from them directly, by
spending his days in meetings and his evenings working.
He travels to other cities to network via conferences and
client work, and he always tries to find time to meet with
people from his online network to include them in his real-
world network.

Networking is not easy. It’s hard work and time consum-
ing, slow and laborious. But it’s also a lot of fun. It’s a
great way to see your city and meet people, and it’s the
best way to develop the kinds and number of relation-
ships that will lead to great opportunities for you later on.

Some of you may disagree with that last sentence, think-
ing it’s enough to connect with people on the Big Three—
LinkedIn, Facebook, and Twitter—but it truly isn’t. Think
about the people you know online and the people you
know in real life. Which of them would you rather do
business with? Which of them would you rather help
when they asked? Chances are, it’s your real-life connec-
tions and friends, not the people you have never met, even
if you are connected in several places, who you want to
help more.

To build your personal brand, you need to be able to net-
work in person in a variety of situations and settings
beyond the social networking sites.

Why Should I Bother Networking?
In Chapter 2, “How Do You Fit in the Mix?”, we discussed how you tell your per-
sonal story. But telling someone your story doesn’t mean you’re now their best
buddy, and that you can just call them up and ask them to do you a big favor. Far
from it. They won’t remember you within a few days, because you were one of eight
people they were introduced to, and you haven’t done anything to stand out from
the crowd.
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That’s why you need to network with people: so you can develop the
deeper relationships that lead to new business opportunities, job open-
ings, and even collaborative partnerships like writing a book together.

A Networking Case Study: Starla West
Starla West is a corporate image coach with clients all over the United States. She
has a great story about how long-term networking and relationship building have
paid off for her, even after she left the industry where she built those relationships.

If we’ve heard it once, we’ve heard it a million times: Effective network-
ing is all about farming, not hunting. The goal is to cultivate relation-
ships and gain trust. If we network only when we have to, we are way
behind the game, as the full benefits of networking are most often real-
ized after solid relationships are developed and maintained over time.

I have to admit I never fully understood this until I left the corporate
world to pursue my entrepreneurial dreams. Prior to starting my own
business, I was a consultant for various financial institutions through-
out the United States. My job was twofold: 1) help my clients obtain
more than their fair share of new customers (bank executives), and 
2) help them keep these customers for as long as they possibly could.

To effectively assist my clients, it was crucial that I quickly gained (and
maintained) the trust and support of my clients’ executive teams.
Needless to say, day in and day out I called upon my relationship build-
ing skills to “win over” these bank executives. Over time, these relation-
ships eventually strengthened. At the end of my eight years as their
consultant, these executives were more than just business acquain-
tances; they were now my friends.

How did I know that? Well, late on a Thursday evening, as I comfort-
ably sat with my feet propped up on the sofa, I sent an email to my
clients announcing I was leaving the company and starting my own
business. After pressing Send, I closed my laptop, turned, and placed my
feet on the floor. No joke, no exaggeration! Within 30 seconds, my
phone rang. I thought, “Wow! I just sent that!”

I answered the call. It was the senior vice president and director of
marketing for a large client of mine in Florida. I assumed he was call-
ing to wish me good luck, but I couldn’t have been more wrong. He was
calling to share his marketing knowledge and advertising expertise
with me. He wanted to help catapult my business into full operation as
quickly as possible by helping me develop a marketing plan. I couldn’t
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believe it! This extremely busy man who is next to impossible to catch
on the phone was graciously giving me two full hours of his time and
expert advice, and I didn’t even ask for it!

Over the next 24 hours, I received phone call after phone call and email
after email from clients who wanted to help. This is when it really hit
me: Networking is simply relationship building. If cultivated and nur-
tured correctly, these relationships develop into lifelong friendships that
include a healthy balance of giving and receiving.

The Rules of Networking
If you understand a few basic rules and practices that guide networking, you’ll
always know how to act when meeting new people. We have learned these rules
over the years, after being involved in various Chambers of Commerce, attending
small networking groups, and being regular members of Rainmakers.1

It’s Not About You
This may be the most important rule of networking: You are not networking to help
you; you are networking to help the other person. As counterintuitive as this may
seem—after all, you’re trying to build your personal brand—this is the best way to
succeed in networking.

You have to understand that the best way to succeed at nearly any kind of business
or social venture is to have it be all about the other person—to do something nice
for other people or add value to their lives.

This is what’s known as Giver’s Gain, or the idea that by helping other people, others
will want to help you in return. The philosophy was first espoused by Ivan Misner,
the founder of Business Network International, or BNI, a network that has grown to
more than 5,400 chapters worldwide.

Basically, Giver’s Gain means that if you add value (give) to someone else’s life, you
have gained goodwill. If you add enough value to others’ lives, the goodwill visited
back on you will be returned many times. So, you, as the giver, gain more goodwill
by being helpful than you will if you are selfish and try to keep all the opportunities
to yourself.

In business networking terms, Giver’s Gain means that if you focus on other people
rather than focusing on yourself, other people will want to help you in return.

175Chapter  9 How to  Network: He l lo, My Name Is. . .

1 Rainmakers is a small business networking group that started with a handful of people in
Indianapolis six years ago but has expanded to more than 1,800 people spread across 70 hubs
in Indiana, Kentucky, and Ohio.
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(What’s especially fun to watch is two Giver’s Gain proponents scramble to be the
first to offer to help the other person. Of course, this can lead to complications.)

@kyleplacy: I think it’s my turn to buy lunch.

@edeckers: No, I think it’s my turn.

@kyleplacy: No, I insist. I want to buy lunch. I’d like to do

something nice for you.

@edeckers: Sounds good. I’m in the mood for a steak.

@kyleplacy: Wait a minute...

Let’s be clear: Other people won’t, or at least shouldn’t, help you in exchange for
your efforts. This is not a one-for-one exchange. Good networkers don’t keep score;
they don’t tally up the number of times they have helped other people. They don’t
hold favors in reserve, refusing to help anyone or to even ask for small favors
because they might need to “call in a favor” later on.

This may sound a little odd to some people who work in industries where secrets
are held close to the vest, where favors are doled out like candy from a Pez dis-
penser, and where people keep score of the number of times they’ve helped some-
one else. To these people, the phrase “Thanks, I owe you one” is recorded in a
mental notebook and kept track of.

We want you to stop thinking that way. Life is not a zero-sum game. You don’t run
out of opportunities to help or be helped. Believe it or not, there are enough oppor-
tunities and money to go around for everyone. But the people who fail to realize
this fight and claw for every little advantage, every small sale, every victory they can
win. They end up being lonely and the ones who fall the farthest in their failures
when they could have been helped by the people they used up instead.

@kyleplacy: Wow, that’s depressing.

@edeckers: Sorry, I was listening to The Cure.

It doesn’t have to be that way. The whole point of this chapter is to tell you that
your career—your whole life—can be successful without keeping score or hoarding
favors. In fact, your career and your life will be more successful, enjoyable, and ful-
filling if you embrace the Giver’s Gain philosophy.

Giver’s Gain Is Not Quid Pro Quo
But this adding of value is not going to (it’s not even supposed to) result in an
immediate returning of the favor. It might, but don’t expect it. Instead, when you
provide value to other people, their goodwill can and will be returned to you in any
number of ways, many of which you may not even hear about for years to come.
And if we have been successful in our networking and business efforts (and thus
have more influence and contacts), the favor we return is going to be even bigger
than the one we were given.
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Here’s a hypothetical example. Let’s say Erik is looking for a new speaking opportu-
nity. He mentions this to Kyle, who just happens to know someone organizing a
conference in another state. Kyle calls his friend, the conference organizer, and rec-
ommends she hire Erik for her next conference, which she does.

To some people, Erik’s response is obvious: Return the favor. Find Kyle a similar
speaking gig. Or give Kyle a finder’s fee out of his speaking fee. But that’s not how
Giver’s Gain works.

According to Giver’s Gain, Erik’s response can be anything:

• In talking to the conference organizer, Erik learns that she is looking for
a new job at a company Erik knows. He puts her in touch with the
appropriate person, and now she has an insider’s edge into the company.

• He “pays it forward” when he meets someone at the conference who
needs advice on blog writing, so Erik spends some time with him
answering questions.

• Erik can bring the goodwill back around to Kyle when he meets some-
one who says she needs social media training for 50 customer service
representatives; Erik can introduce her to Kyle, who does social media
training for corporations.

In these cases, Erik is willing to provide this help to other people because he was
helped. But let’s take it a step further. Let’s say this conference organizer gets the job,
and in gratitude, she outsources a project to Erik, but it’s one that he is not really
equipped to handle.

So according to Giver’s Gain, the organizer doesn’t need to give the first project she
gets back to Erik (although a thank-you card or email is more than appropriate).
However, she should keep him in the back of her mind for the next time she can
truly help him.

Similarly, Erik shouldn’t expect an immediate favor in return. Rather, he should just
go about his day and his life, knowing that someday the goodwill will be returned
to him, even if it happens five years later when the conference organizer needs to
hire a keynote speaker at an event with a nice fat speaking fee, and she calls Erik.

This is an ongoing circle of giving and receiving, and if you wait to be helped
before you help someone, you’ll never receive the benefits and goodwill. (It’s like
when our moms told us, “if you want to have a friend, you have to be a friend.”)
The best way to start practicing Giver’s Gain is just to step into the circle and be the
first one to give.

But, here’s a twist on this: Your motivation can’t even be that you’re going to give so
you will receive something in return. This isn’t a cause-and-effect relationship. If
you go to a networking event or enter into a new relationship thinking, “I’m going
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to really help this person because then I’ll get all sorts of goodwill, and he’ll do
something valuable for me,” you’ll be disappointed.

Instead, you just help him because you want to add value to his life. You’re a good
person who understands that when others succeed with your help, you succeed as
well. Here’s an example.

Last year, Kyle met with Mark Wilkerson, a vice president at OneAmerica, and gave
him some tips on how to use social media to raise more money for a charity run
Mark was in charge of. This meeting turned into a relationship of breakfast meet-
ings just to talk about “life, business, and the world of the Internet.” Mark even
attended one of Kyle’s training sessions to learn more about how he could use social
media for the charity run and his own life.

Then, without being asked or because of a sense of obligation, Mark introduced
Kyle to a board member of the large financial services company. The board mem-
ber ran a nonprofit as a sideline to his main business, and Kyle was given the
opportunity to produce a social media strategy for that nonprofit, making it a long-
term client.

Why did this happen? It all started because Kyle was willing to meet with someone
and give him some pointers and ideas about how to use social media to raise more
money for a charity event. It could have ended there. Or Kyle could have refused to
help. Or Mark could have paid Kyle for an hour of consulting so he wouldn’t be
indebted to him.

Instead, Mark and Kyle got to know each other, talked about a lot of things that
weren’t related to business, and formed a relationship. In turn, Kyle became some-
one Mark likes and trusts, and that’s the key.

People buy from people they like and trust. That’s an age-old adage that many sales-
people are now embracing as they delve into relationship sales. But the corollary on
this is that people will do favors for people they like and trust.

Be Honest Online and Offline
On the Internet, you can be anything you want. You can say you’re a 6'4" model
from Sweden even if you’re really a 5'2" poster child for childhood baldness from
Chicago.

But when you meet others face to face, they see who you really are. They realize
that you’re not 6'4", and you have a decidedly non-Swedish accent. And that’s when
your reputation and your credibility go down the toilet. Today it’s easy for people to
find out your true identity. If you get caught in the lie, word will spread that you
don’t represent yourself truthfully.
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If you want to enhance your personal brand, let your online persona be who you
are in real life; if you want to kill it, either lie about who you are or act like a jerk in
one place and a nice person in the other.

Honesty is the key. You need to be honest with who you are, what you do, and what
you think and believe. Don’t try to be someone that other people want you to be. Be
who you really are. It sounds trite to say it; our parents said it all the time, and it
sounded trite then.

But it’s true: Let people accept and reject you for who you are. If others don’t like
you or want to connect with you, that’s fine. (They don’t know what they’re missing;
we think you’re great.) But if people do like you and connect with the real you, you
know it’s because they truly like you.

@kyleplacy: Are you done, Mr. Rogers?

@edeckers: Hey, Kyle, did you know that you are special?

There’s no one in the world like you.

@kyleplacy: Cut it out.

@edeckers: You make each day a special day, just by being you.

@kyleplacy: Seriously, if you start singing, I’m leaving.

The best way to develop your personal brand is by meeting your connections in
person. Arrange a one-on-one meeting at a coffee house or cafe and get to know
each other. Remember, this is about forming relationships, and although you can
form relationships online, they’re rather fragile and unstable. A personal relation-
ship can go much deeper, and that’s where trust and liking really develop. And
because we “buy” from people we like and trust, we’re more likely to help and be
helped by the people we have relationships with.

Tip
We’re not advocating that you hang out with just anyone you meet online. If
you don’t feel confident meeting someone, don’t go. If you do meet some-
one in person who you talked to online, meet in a busy public place, like a
restaurant for lunch or a coffee shop. Use common sense, and be safe.

You’re Just as Good as Everyone Else
You already got a dose of Mr. Rogers once, so hopefully that’s still fresh in your
mind when we tell you not to be afraid to meet other people, even if you think
they’re “above” you in status, popularity, or fame. You’re just as good as they are. The
only difference between you and them is that more people know who they are. And
that’s it.

There is nothing special about people you might hold in high esteem in your indus-
try. Sure, they may be “celebrities” in their field: They write a popular blog, are
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quoted as an industry expert in the media, give keynote speeches at conferences
and then have dozens of people who scramble to talk with them for a few minutes
afterward, or even write books and sign them.

But that doesn’t make them better than you. It just means they have been practicing
these personal branding techniques for a few years more than you have. But now
you have the book. You know what they have been doing for the past few years.
And you can do it, too.

Think of it this way: Chris Brogan is considered one of the leaders of the social
media industry. He’s written two books, one of them a New York Times bestseller.
He gives keynote speeches and makes quite a bit of money doing it. He has more
than 155,000 followers on Twitter, and everyone talks about him like he’s Elvis.

But he’s only Elvis in the social media industry. He’s not actually a celebrity. When
Chris walks into Home Depot on a Saturday morning in his baggy gym shorts and
a t-shirt, the people working there don’t drop everything they’re doing and shriek,
“OMG, it’s Chris Brogan!” People don’t flock around him for his autograph when he
goes to his kids’ school play. He doesn’t have screaming groupies who follow him
around whenever his wife sends him to the grocery store for half-and-half.

The point is, the people Chris meets when he’s outside the social media circle
couldn’t care less who he is. To them, he’s just another do-it-yourselfer, proud par-
ent, or grocery shopper. He’s approachable, whether he’s inside or outside the social
media environment. That’s the way he likes it, too.

While we were writing this book, we asked Chris about it, and he said “I like to con-
sider myself approachable and I’m happy to meet other people. It’s how I get new
ideas, hear about new developments, gain new partners, and grow my own brand.”

Avoid People Who Are Unhelpful
So what do you do if you help some people, but they do nothing for you? There are
plenty of people like that, unfortunately. As long as you can do something for them,
they’ll be your best buddy. But once you’re done or you can’t do anymore, you don’t
hear a word from them. They don’t answer your emails or return your phone calls.
But when they want something from you, suddenly you’re the most important per-
son in the world to them again. How do you deal with people like that?

The short answer: Quit helping them. You might think that maybe it will be differ-
ent this time. This time, they’re going to connect me with that vice president of
marketing I’ve been wanting to meet or connect me to the decision maker at com-
pany X so I can pitch my idea. But they never do. And when you ask them for the
favor (and ask again and again), you don’t hear a word until they need your help a
third time.
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Just quit helping them. These people are not going to change. They’ve gotten this
far in the world without returning favors for people, so you probably won’t be the
one to change them. Just politely decline their requests. Don’t even bother referring
them to someone else who can help, because they’ll just do the same thing.

Network with Your Competition
Some of your best referrals and connections may come from the people you con-
sider your competition. You may work in the same general industry or even com-
pete in the same area. But before you steer clear of that person and draw black eyes
and devil horns on their photos, take a long look at what both of you do.

We learned from Tony Scelzo, the president of Rainmakers, that two small busi-
nesses working in the same market can end up being bigger resources for each
other if they focus on a specific niche, picking their niche based on the types of
customers they work with. We already talked about finding a niche in Chapter 3,
“Blogging: Telling Your Story,” so you should already understand the concept.

Let’s say two independent CPAs have chosen to work with small businesses. On the
surface, they may compete with each other, but if they dig a little deeper, they may
find that they each have a particular type of customer they prefer and their own
niche they like to practice in.

Bob likes working with professional practices, like doctors and lawyers. Dave likes
working with retail businesses, like restaurants and small stores. If they discover
this truth about each other, they can actually work together without ever bumping
heads.

In fact, they can start referring potential clients to each other. In other words, Bob
can start referring calls he gets from restaurants and stores to Dave, and Dave can
refer doctors and lawyers to Bob.

This sounds crazy to a lot of “zero sum” thinkers who believe that Dave and Bob
should cling to every client who crosses their path. But if they did that, Dave and
Bob would not enjoy working with all their clients, and they would spend more
time and energy on those clients. That could make them lose money and even burn
them out. But if Dave passes to Tom the kind the clients Tom prefers and vice versa,
they each enjoy the work, and they can even make more money.

Another benefit from this matchup is that now each CPA has someone else selling
for him. Not only is Dave looking for restaurants and stores for his own clients, Bob
is looking for him as well. Any time he gets a call from a restaurant or small retail
shop, Bob can always say, “I’m sorry, I don’t handle that kind of work, but let me tell
you about my good friend, Dave. He specializes in an operation like yours and does
a much better job than I could.”
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That’s not to say that Bob is out beating the bushes, trying to find clients for Dave
at the expense of his own business. But Bob is prepared to sing Dave’s praises to
anyone who fits the description of Dave’s ideal client

Although this trade-off will not work for every situation, we know plenty of people
who have adopted this strategy with great success.

Our friend Doug Karr owns an Internet marketing agency and is handling large
six-figure projects for large corporate clients. When he started his company, he was
taking on every project he could find. Doug says he was working 16–20 hours a day
trying to meet deadlines, and he was not always successful.

Doug decided he wasn’t going to do certain kinds of projects anymore. He passed
that work off to one of his competitors who actually liked doing those kinds of
projects, and he never asked anything in return. Now Doug works fewer hours per
day, meets his deadlines easily, and is actually making more money with this
approach than when he tried doing everything, because he can take on big projects
and ignore the small, time-consuming ones.

Imagine if you had a small group of people, all in cooperative businesses—say, a
wedding planner, a florist, a cake decorator, and a caterer—and all working for each
other as referrals. Whenever the wedding planner gets a client, she knows exactly
who to recommend as a florist, a baker, and a caterer. Similarly, whenever the
caterer gets a wedding client, he can recommend the planner, florist, and baker in
his little group.

Now, if you work for a large corporation or for a small business in a highly compet-
itive industry, this approach may not be possible or even allowed. You need to make
those decisions yourself and abide by your company’s policies. But if you ever have
the chance to share work and opportunities with your so-called “competition,” try it
and see what happens. At the worst, you won’t get an opportunity that actually
aligns with your goals and preferences. But at the best, you will get an ally in your
field and an extra pair of eyes to help you find the opportunities you want.

Of course, to do anything we’ve talked about, you actually have to meet those peo-
ple. So let’s talk about how you do that.

Three Types of Networking
You should focus on three different types of networking as you grow your personal
brand: 1) networking groups, 2) one-on-one networking, 3) the follow-up. These
three networking types are not separate styles or techniques. Rather, they are all
stages of the same process. Most likely, you will meet people in a group setting
before moving on to the second and third types of networking.
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We realize we have been talking about being a resource to your online contacts and
how it’s possible to form some good networking relationships with your LinkedIn
connections and Twitter followers. This advice is not meant to discount that. But
there will be times when you need to have deeper relationships with some of the
influencers in your network (or even to bring new influencers into your network).

Be sure you’re still using the ideas we told you about in the other chapters. But
when you identify somebody you think would be especially valuable to know, try to
follow these strategies.

Networking Groups
The most common form of networking for professionals is the group networking
event. This may be a group strictly dedicated to networking, like Rainmakers or a
Chamber of Commerce “Business After Hours” event. Or it could be the after-hours
mixer at an industry conference or just a chance meeting between two people at a
trade show or expo.

Regardless of where group networking occurs, if you are at a place where a lot of
people have gathered for the sole purpose of making business connections with the
other people in the room, you need to be ready for it.

In many ways, this type of networking is the most stressful of all networking oppor-
tunities because you may not know many people in the group, and you’re looking
for a friendly face. But instead of sticking to the walls or talking with your friends,
now is your chance to strike out on your own and meet someone new.

Meeting People

This is the hardest part for a lot of people because they don’t like meeting new peo-
ple. Many people consider themselves introverts and would rather be at home in
front of the TV than out in public meeting a bunch of new people.

You may even feel that way yourself, but meeting people is important. You’re grow-
ing your personal brand. So let’s test something: Hold this book in your left hand,
and stick out your right hand. Say, “Hello, my name is ___________,” and then say
your name.

Did that exercise work? Were you able to do it without getting light-headed or
falling over? Great. You’re all set.

Group networking is stressful for many of you, especially if you’re shy, because
you’re in a big room that’s packed to the gills with people you don’t know. You’re
probably too intimidated to walk up and just blurt out your name. That’s under-
standable. The fear about public speaking is the same fear as meeting new people in
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large group settings. It’s fear of rejection, being laughed at, or judged, especially in a
large group of people.

But you need to suck it up. Nothing bad is going to happen to you. It is perfectly
acceptable to walk up to someone you’ve never met, introduce yourself (use that
handy phrase, “Hello, my name is __________,”we just practiced), and just start a
conversation.

Don’t be a wallflower. Talk to the people you don’t know, not those you do. Maybe
you can start out the meeting talking with someone you know as a warm-up, but
you need to move on to new people. Join a conversation already taking place
between someone you know and someone you don’t know. Get introduced to the
new person, and use your acquaintance as the warmup to meeting someone new.

The Networking “Dance”

Here’s typically what happens at a networking group—something Erik likes to call
the networking dance. Let’s say Kyle and Erik are talking to each other. A third per-
son, Lorraine, walks up and introduces herself. She starts talking to them, and as it
usually happens, she subtly, subconsciously, engages one of us—Kyle—a little more.
You can actually see Kyle and Lorraine square off a little more, leaving Erik as an
observer.

Next, Hazel walks up to the trio, and noticing that Erik is not actually engaged in
the conversation, starts talking with him. Now we have two new conversations
where we had only one, sort of like an amoeba splitting. There may even be some
subtle distancing of the two pairs, as they continue to talk.

After a few minutes, Doug walks up to Lorraine and Kyle and engages them in con-
versation. Lorraine and Doug eventually square off to face each other in conversa-
tion, leaving Kyle as the lonely onlooker, but he is soon rescued by Bruce.

The whole process continues for as long as the event runs or until the networking
portion of the meeting ends.

What Should You Say?

Figuring out what to say can be difficult for some people. The question, “So, what
do you do?” is used over and over at business networking events, but it can get you
only so far. You’ll probably run out of things to say about your job, so here are other
things you can ask:

• What do you do when you’re not working?

• What made you get into this field?

• How long have you worked in your industry?
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• Where did you work before this job?

• What do you want to be doing in five years?

• Where did you grow up?

• What are you reading right now?

• Who are some of your business heroes?

After that, you need to listen. Don’t talk, and don’t answer your own question. Let
the other person do most of the talking.

If you want to make others feel appreciated and happy with the conversation, let
them talk about themselves. If they feel appreciated, they’re more likely to want to
meet with you later.

A common problem you might have when meeting others is the feeling of needing
to carry the conversation. You might tell others everything you can about yourself,
unloading as much information as you can and hoping some of it will stick. If
you’ve done all the talking, you may come away feeling like you were heard, but
others won’t, and you may not get another chance to connect with them later.

As you’re talking with someone about what it is that you do, where you work, who
you know in common, and what knowledge you want to share, you may get the
idea that this is someone you want to get to know better. This is not your chance to
make this person your friend or form a strategic partnership. What you really want
is to connect enough so the other person is willing to meet with you later, one on
one, for coffee or lunch.

Just say, “I’ve really enjoyed talking with you. Would you be willing to meet later so
we can discuss this further?” If the other person says yes, don’t even propose a time
(unless you both have smart phones that sync with your calendars). Just offer to
email or call later and set it up then. Make sure you get your new acquaintance’s
business card, and email or call within 24 hours of your meeting.

Finally, help your new contact meet other people. When that inevitable third person
comes up to your little duo, introduce each other. To show that you have really been
listening, explain what it is the first person does, and then ask the new arrival what
it is that she does. If it turns out the two work in businesses that have an obvious
fit—one person is a graphic designer, the other person works at an advertising
agency, or one person is a IT repair specialist, and the other person is in charge of a
school’s computer lab—make sure they make the connection.

Continue talking to your two new friends for as long as the three of you can man-
age the conversation, but be prepared for the inevitable fourth person to complete
the split. If the other two are making a great connection, “take one for the team” and
connect with the new person yourself, leaving the other two to continue for as long
as they can.
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Networking Faux Pas

If you’re introducing yourself, listening to others, and being pleasant, it’s hard to
make too many mistakes at a networking event. However, there are two things you
should never do, even though people do them over and over and they’re always
ineffective.

Don’t Deal Your Cards

Some people think networking means passing out as many cards as they can. They
whip the cards out like they’re a Vegas blackjack dealer, equating the number of
cards received with the number of contacts they have made. Some “card dealers”
even count the number of cards they have given out, as if this is some score that
will predict their success.

“I gave out 20 cards today,” they boast. “And I got 18 in return.” They repeat the
process over and over, thinking they’re making progress in their networking, before
finally giving up on networking altogether, declaring it stupid and ineffective.

We have seen these people operate, and we can honestly say that we have never
connected with any of them after a single event. We might find their cards a few
weeks later and try to remember who they are or where we met them, but try as we
might, their identity is a complete mystery to us.

The problem for the card dealers is that if we can’t remember who they are, we’re
never going to know if we need their services. If we ever need a computer repaired,
we’re not going to call the guy who talked to us for 60 seconds, shot us his card, and
then darted off in search of another hapless victim.

Now, if we ever go to networking events, we carry only a few cards with us and
hand them out only to people we connected with and would like to talk to further.
The card dealers always get the “sorry, I just ran out” excuse, and we never have to
worry about hearing from them again.

Don’t Use Clever Elevator Pitches

It’s a real pet peeve of ours to hear generic elevator pitches given by people who
were trained by sales coaches who don’t seem to understand personal branding and
marketing.

“Your elevator pitch should get people to ask questions about what you do,” they’re
coached.

This flies in the face of everything we’ve talked about in this book and everything
we ever tell people about personal branding. Your brand, wherever people find it,
should tell people immediately what you do, not make them guess or ask questions.
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We once heard a friend’s elevator pitch during coffee after a sales coach gave her
advice.

“We help make your company more memorable,” she said.

“So does everyone else. That could be anyone from the person who puts vinyl signs
on cars to marketing agencies to corporate photographers to the guy who wears a
sandwich board on the sidewalk.”

“But it makes people ask questions,” said our friend.

“Maybe,” we said, “but what if you only have 30 seconds to talk to that person? Do
you really want it to be taken up by “What the heck does that mean?” Wouldn’t you
rather talk about how you can actually help that person?”

Elevator pitches that are designed to be clever only serve to waste time and lump
you in with everyone else who “makes your company more memorable,” including
the guy wearing the sandwich board.

We’re not actually telling you to drop your elevator pitch; just don’t try to be clever.
State up front what it is that you do. That way, any questions you’re asked are fol-
low-up questions, not clarification statements.

“We provide accounting services to doctors and lawyers” tells people a lot more
than “We keep your company from seeing red.” (However, our favorite elevator
pitch was “We take the ‘SH’ out of IT.” Anyone who has ever dealt with computer
problems understood immediately what that person did.)

Figure out what it is that you do, what niche you serve, and how to explain it in less
than 10 seconds. That way, when you’re talking with people, your time is spent talk-
ing about how you can help the other person, not deciphering the super-secret clev-
erness of your elevator pitch.

The Follow-Up

After you leave the networking meeting, follow up with the people you’ve met
within 24 hours. An email usually suffices, but give it a personal touch instead of
sending a generic one to everyone you met (and even those you didn’t). Mention
something you talked about, send them any information you might have promised,
and ask about meeting at a future date. We can’t count the number of emails we’ve
received from people we aren’t even sure we met, asking us to get in touch with
them if we ever need whatever it is they pitched us. Just like your networking goal
is not to meet as many people as you can, your follow-up goal is not to email as
many people as you can. Just email the people you have actually conversed and
connected with, not the people who handed you their card and wandered off.

Follow-up is especially important if you agreed to get together during the group
event. Don’t wait for others to follow up; take the first step. Propose a time and day
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that is convenient for you, and see if it is convenient for them as well. Once you set-
tle on that time, you’re ready for a one-on-one networking meeting.

One-on-One Networking
One-on-one, face-to-face, IRL (in real life), whatever you call them, these real-world
meetings are where the real networking and relationship building happen. You’re
not going to build that relationship at a networking event; you’re going to do it sit-
ting across from each other, over coffee or food. That’s one of the great things about
the increased popularity of coffee shops: They’re nearly everywhere, and they give
you a place to sit for a while, get to know each other, and then go on your way, all
for the price of a latte.

How to Set Up the One-On-One Networking Meeting

Setting up one-on-one networking with someone you met at a prior networking
event is pretty easy. Just send a basic email or call the person and ask about getting
together. Your note should include reminders of how you met, what you talked
about, why you want to meet, like this:

Erik,

I enjoyed meeting you at the Chamber of Commerce Business After
Hours event on Tuesday and talking about blogging. I was wondering if
you would be free for coffee next week because I wanted to talk about
blogging as a marketing tool. I have been blogging for my own personal
enjoyment, but I wanted to meet with you to discuss some ideas I had
for a possible blog dedicated to reviews of hamburgers at independent
restaurants. How does your schedule look over the next two weeks?
Mornings before 10 are usually good for me.

Dick

The message can even work as a script for a phone call. Although you wouldn’t read
it word for word over the phone, you could use the same ideas and main points
when calling the person you want to meet with.

You can take a similar approach when you’re trying to set up a meeting with some-
one you have never met but were referred to by someone else.

Kyle,

I was referred to you by Erik Deckers, who said you would be interested
in learning about a bottled water service at your office. Erik mentioned
that you moved to a new location a couple of months ago.
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I am free to meet Monday, Wednesday, or Friday next week, any time
between 1:00 and 4:30. I can meet at your office, or we can get coffee at
the coffee house nearby. I’ll call you in a couple days to follow up.

Larry Smith

Again, this email has everything Kyle needs to know about whether to meet with
Larry: how Larry knows about Kyle, what he wants to talk about, and when and
where they could meet.

@kyleplacy: Yeah, I haven’t forgotten about that guy either.

I ended up with an 18-month plan before he left,

and I don’t even like bottled water.

@edeckers: Me?! You’re the one who gave that vacuum salesman

my name last fall. I had to buy one just to get

him to leave.

What to Talk About During Your One-On-One

This is the part of face-to-face networking that social media can help. Think about
what it’s like when you meet people for the first time. You usually talk about where
they live, what they do for a living, what their family is like, where they went to
school, and so on.

What’s great about social media is that you can find out this sort of thing without
wasting valuable one-on-one time. Maybe you discover you went to the same uni-
versity but never met on campus. Maybe you find out they grew up in a place
where your dad worked when he was younger.

Social media lets you make these kinds of discoveries without spending time talk-
ing about them. That way when you get together, you can dig deeper into those top-
ics rather than finding them out for the first time during your one on one, or worse
yet, never finding them out at all. There have been several times that, for each of us,
we have found out interesting connections about someone else through things like
Facebook, Twitter, or a blog. Don’t be afraid to talk about your personal life with
others. We’re blurring the lines between personal and professional lives all the time
in our society. It’s fairly safe to assume that the people you meet with in a business
setting have a personal life as well. No one gets put back into a locker at 5 p.m. and
pulled back out at 8 a.m. the next day.

Remember, your goal in networking is to find connections you can trust and respect.
How can you trust and respect others when you don’t know anything about them?

We’re not saying you have to be involved in every intimate part of their lives, but we
think it’s okay to ask about their family, what they like to do for fun, and what their
hobbies are. Get to know them on a personal level, and you can be a trusted
resource to them (and they can be one to you in return).
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When you and your acquaintances are talking, listen carefully to what they’re say-
ing. Ask them questions about how they’re trying to achieve their goals you’re dis-
cussing, who they want to meet to make those happen, and if there is anything you
can do to help them.

This last question is an important one; not only does it let others know you want to
help them succeed, it allows you to add value to their lives. Remember, adding value
to others’ lives will earn you goodwill—goodwill that will eventually return to you
in terms of new opportunities and new connections.

Finally, depending on how well you connected and the feeling you get from the
meeting, you should try to get a commitment to do it again. All you really need at
this point is a “Would it be all right if we met again?” kind of commitment,
although if you can get more, go ahead. When you get the okay, follow up in a
month or so and set up your next one on one. Use that time to build on what you’ve
already learned from this one, and help your relationship go forward from there.

No One Wants a Sales Pitch

We talked earlier about not turning an entire conversation at a networking meeting
into a sales pitch. The same goes here for the one-on-one meeting. In fact, it’s even
more important. Both of us have sat through our share of one-on-one meetings that
turned into sales pitches for whatever product or service others were selling.

What is especially frustrating about these meetings is that not only do you not get
to know the other person, you missed out on a chance to talk about yourself and
your goals. And wasted an hour of your time to boot.

Although we have said that it’s more important to let others do most of the talking,
you do need to have some time where you get to share a little about yourself. After
all, we all like to feel heard and appreciated. And listening to a 60-minute pitch
about small business insurance or a multi-level marketing plan is not the place
where you’re likely to get that chance.

So, be respectful of others’ needs and goals for one-on-one meetings, and respect
their time. In fact, go beyond what’s “fair” and let them do most of the talking. Ask
them questions and listen to the answers.

The “Pick-Your-Brain” Meeting

Oftentimes, as you are networking and learning more about your industry, you
should ask others if you can pick their brain about their knowledge of a certain
topic. As you grow in your expertise, you will find more people are asking if they
can pick your brain.
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We advise that you ask as often as you can, for a few reasons. When you’re the
“picker”:

• You can get a lot of valuable information from the experts. They have
learned their lessons, learned about the pitfalls, and found the best and
worst ways to do things, usually the hard way. This lets you avoid the
pitfalls and allows you to grow faster because you are learning which
obstacles to avoid.

• Others will feel listened to, valued, and appreciated. This is a good way
to form relationships and bonds.

• Others may have recommendations for people you should meet. In fact,
they may have access to people you would never meet otherwise
because they don’t go to networking events or move in the same circles
you do.

• You may find a mentor to guide you, give you advice, and help you
move up your career ladder.

• You should buy lunch or coffee, because these people are giving you a
lot of valuable information. The least you can do is show your apprecia-
tion by paying.

As you progress in your career, newbies and neophytes will ask if they can pick your
brain. When that happens, say yes for the following reasons:

• Remember how we talked about Giver’s Gain? This is your chance to
continue the cycle of adding value to people’s lives, as homage to the
people who added value to yours. You can especially be helpful if you
can connect someone you’re helping to someone who helped you,
maybe as a client or connection.

• It will help grow your personal brand. The more people you can
demonstrate your expertise to, the more people you’ll have telling their
friends and colleagues about what you know. Both of us have gotten
clients and speaking opportunities from doing this.

• You never know where others you help are going to end up. They may
be unfamiliar with your area of expertise, but that doesn’t mean they
are complete neophytes at everything. They may actually be VPs of
companies you would like to work for or could become VPs shortly.
They may be presidents of trade associations in a field you want to
work in or whose conferences you want to speak at.

Remember Mark, Kyle’s VP of OneAmerica? He only wanted some social media
pointers for a charity race he organized. Now, what if he had approached Kyle in
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that role—“I organize a charity race each year, and I wanted to pick your brain on
how we can use social media to promote it.”—and Kyle had turned him down, not
knowing what the man’s day job was or who else he knew? Kyle would have lost
out, not only on the opportunity to get to know someone who could be a mentor or
valuable resource, but on the referral to the member of the board of directors who
became one of Kyle’s clients.

The one problem with being asked over and over if someone else can pick your
brain is that you could spend day after day sharing information with people, drink-
ing latte after latte, and never get any work done.

And, as much as we don’t like to admit it, plenty of people don’t believe in Giver’s
Gain. Once they’ve gotten your information and paid for your coffee, you don’t hear
from them again. You may also become so wildly successful that you just don’t have
time to meet with people who are just starting out and run through basic how-to’s
and lessons learned for them.

First, try to avoid getting such a big head that you refuse to ever meet with people.
We’ve encountered people like this, and frankly, they come off as arrogant and
cocky. They’ve forgotten what (and who) made them successful and think they’re
too important to help others.

However, we also understand that it’s not always possible to meet with someone
when you’re pursuing your own goals and needs. But that doesn’t mean you’re too
important to meet with others. There are a few things you can do when you reach
this stage in your career:

• Limit the number of people you can meet with to once or twice a week,
early in the morning. A 6:30 a.m. meeting is not out of the question, at
least if you can get yourself out of bed early enough. If you schedule
meetings this early, it will weed out the people who aren’t as serious
about learning what it is you have to offer.

• Figure out what your time is worth per hour, and charge that as a con-
sulting fee. Keep in mind that this is not appropriate in all cases, like if
you work for a corporation or government agency. Also, keep in mind
that people who are approaching you may be asking for personal devel-
opment and improvement, and there’s something unseemly about
charging a consulting fee for that. But sometimes it is entirely appropri-
ate to charge a consulting fee, like if a corporation or business wants
advice. This is something we have both struggled with for some time,
and there is no easy answer. Ultimately it comes down to whatever
you’re comfortable with.
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• Tell others you don’t have time to meet with them for a few months but
you would be happy to refer them to someone else who can help them.
Then refer them to someone who isn’t as far along in his career growth
or personal branding efforts as you are. This referral will end up adding
value to two people: the person who originally wanted to meet with
you, and the person you refer him to.

Under no circumstances should you ask what value others would add to you as a
way to determine whether they should meet with you. Erik once asked a former
professional football player if he would be willing to meet for coffee one day.

The player emailed back saying he wasn’t sure he would be able to meet unless Erik
could tell him what sort of value he thought he could bring to the player. Erik had
already helped arrange for the player to be paid to speak at a networking group, and
he knew several conference organizers who would have been interested in hiring
the player to speak at their event. Erik was put off by the question and never
responded to the player, who missed out on several possible speaking opportunities.

The Follow-Up
The follow-up is where you can make or break your networking efforts. You should
come away from every meeting with some sort of action you need to take, even if
it’s a simple thank-you email or note to send to the person you just met with.

Follow-up is necessary whether it’s someone you met with for a one on one or even
someone you met at a networking event if you talked to that person for any length
of time (unless you still have the nasty habit of being a “card dealer” and whipping
out as many cards as possible. Then, don’t bother).

Forwarding Articles and Links

Forwarding articles and links is one of the easiest, yet least used, ways of building a
relationship with another after your one on one is over. If you’re doing any kind of
reading and professional growth, hopefully you’re reading blogs and online maga-
zines related to your industry and the industries of the people you’re meeting.

Try to find areas of overlap where you may have something in common with the
other person. (This is hopefully why you’re trying to get together in the first place.)
If you find something new or interesting, forward your new acquaintance the link
to the website or blog post, or send the entire article. Most online articles now have
a Share with a Friend link of some sort that you can use. Click the link, type in a
personal message—“This sounds a lot like what we were talking about a couple
weeks ago over coffee.”—and send it.
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If you’re really on the ball, you can even keep track of the discussions and articles
you send in your meeting notes or calendar and use it as part of your discussion
the next time you meet.

If you run across a print article, take the time to clip it and mail it with a handwrit-
ten note. As uncommon as personal letters are these days, your efforts will really
stand out as memorable and thoughtful. It will also show the other person that
you’re truly interested in getting to know him better.

Sharing Opportunities

One of the things we both like to do for friends who are looking for jobs, grants, or
RFPs (request for proposals) is forward the opportunities we find as we go about
our day. Whether it’s a job listing in a newsletter we receive or a note from another
friend who is looking to hire someone for his company, we keep our eyes and ears
open for any opportunities that we can pass on to people in our network.

We’re even proactive about recommending people to the hiring companies before
the candidates even apply. An unsolicited letter of recommendation puts a potential
candidate at the top of a pile of resumes, especially when the person we’re writing
to already knows and trusts us. We’ve both been able to help people find jobs this
way, which also adds to our personal brand of being influencers and networkers,
thus creating new opportunities for us.

Making Connections and Introductions for Others

One of the best ways to help your friends is by introducing them to someone else. If
you’re in any kind of sales position, you know the pain and heartache of cold call-
ing potential customers. That’s why salespeople always appreciate an introduction
(also called a referral) to other people.

A referral is one of two things. Let’s say Kyle wants to meet Tom, and Tom is Erik’s
friend. In a proper referral, Erik can do any of these things:

• Call Tom, tell him about Kyle, and ask him to expect Kyle’s call.

• Arrange a meeting for the three of them so Kyle and Tom can get to
know each other.

• Make sure Kyle and Tom are at the same event, introduce the two of
them, and explain why Tom should be interested in talking to Kyle.

Here is what a referral is not:

• “I know Tom. You might be able to do something for him. You ought to
give him a call. I’ll email you his number.”
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A referral lends credibility to the person who needs it (Kyle) because it’s coming
from someone the other person trusts (Erik). In essence, Erik is counting on Tom’s
trust of him to carry some weight when he suggests that Tom should meet with Kyle.

You can email this introduction to both parties (include both names in the To:
field), or you can call the other person. Either way, here is essentially how an intro-
duction message should go:

“Tom, meet Kyle. He owns a company that provides social media train-
ing to marketing agencies. Kyle, meet Tom Jensen. He owns a marketing
agency that specializes in providing marketing services for art muse-
ums.

“Tom, you told me last week that you were thinking about adding some
social media capabilities to the services you offer to your clients. I also
remember that you couldn’t decide whether to hire someone new, or if
you should train some of your staff and save yourself the headache of
hiring a new staff member. So I thought you should talk to Kyle and see
if he can train your staff members on the techniques they’ll need for
your expansion. Or if you decide to hire someone, I’m sure Kyle can
recommend two or three possible candidates.”

In that email, Erik has reminded Tom about his particular need—adding some
social media capabilities to his services and the need for training his staff—and told
him why he should talk to Kyle—Kyle can do the very thing it is that Tom is look-
ing for.

But it would be a bad referral if Erik just gave Tom’s number to Kyle and said, “You
ought to call him.” That’s still a cold call, and it doesn’t do either of them any good.
It doesn’t help Kyle to say, “Erik said I ought to call you.” Dropping Erik’s name dur-
ing a cold call might give him a better advantage than if he didn’t mention Erik’s
name at all, but not by much.

So if you have a chance to give this kind of referral, do it. If someone offers you a
referral to a contact, ask for an email introduction, or at least call the other person
first and then him let you know when it’s done.

But I Just Don’t Want to Meet the Other Person

Sometimes you just don’t have anything in common with the other person who
wants to connect with you. Or you know he just wants to sell you something and
isn’t really interested in connecting with you. There’s nothing wrong with someone
like this, but at times someone in this category just won’t fit into your plans or
goals, and you aren’t interested in making contact.
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Be Honest
So how do you say no to someone like this without hurt feelings? Honesty is usu-
ally the best approach.

“I’m sorry, I’m not really interested in that at the moment,” is the best thing to say
to someone asking about getting together about his latest product. If he persists,
be firm.

The prevailing sales training always tells people to be persistent, so don’t be sur-
prised if they call you back again and again. If they do, you have a few options for
making them stop:

• Avoid their calls, never return their calls, and hope they go away. (We
don’t actually recommend this one. But it seems to be a common prac-
tice for some people.)

• Tell them you will never be interested and they can save their time and
energy by not calling. (Try to be gentle if you use this tactic.)

• Go ahead and meet with them (make them buy the coffee), listen to
their pitch, and then tell them no again.

• Ask them for a return favor. Tell them you’d like a separate hour to tell
them about your product or service.

• Ask them for a bigger favor. Can they introduce you to the decision
maker in their organization that you can talk to about your product or
service?

Some of these suggestions may seem a little silly or flippant, but sometimes these
are the only options that seem to work.

But What If the Other Person Isn’t Honest?

What if the other person lied about wanting to meet you? Erik was once asked by a
sales associate for a well-known insurance company if he would like to meet so
they could “get to know each other better.” Erik had met with different associates on
several other occasions and usually spent more than three-quarters of the time lis-
tening to a sales pitch.

“All right, I’ll meet with you,” said Erik, “but I’ve been pitched at least four other
times by people from your company, and I’m not interested. But if you would like to
meet just to get to know each other, that’s fine.”

The other person agreed, and the two met for coffee. That’s when the other person
pulled out a questionnaire and began to ask Erik the questions on it so he could
“put together a quote on a life insurance plan for you.”
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Erik was rather annoyed by the presumption of it. If he had been a more direct per-
son, he would have reminded the other guy he had specifically said he wasn’t inter-
ested in the company’s program and left the appointment. But Erik also didn’t want
to make the other person feel bad—the guy was still new in his job and in network-
ing and may not have been aware of the protocol—so Erik did the only thing he felt
justified in doing: He lied about his answers.

@kyleplacy: Are you serious? That’s pretty passive-aggressive

of you.

@edeckers: You really think so? I could give the guy your

number and you could meet to discuss it with him.

@kyleplacy: No, that’s okay.

This won’t happen that often, and we can’t tell you how to respond to something
like this. Should you storm out in a fit of righteous indignation because the guy lied
about his intentions? Should you sit quietly and pretend to be interested while you
secretly fantasize about the other’s demise? Should you just change the subject of
the conversation, saying you were under the impression that you weren’t going to
talk about the business product?

Although we lean more toward this last option, your reaction is up to you. Just
remember: Even reactions in situations like this can have an effect on your personal
brand. If you’re rude to someone, word can get around that you’re the kind of per-
son who yells at people you meet with. Justified or not, this would become part of
your reputation, and something that people may have in the backs of their minds
when they agree to meet with you.

Do’s and Don’ts of Networking
Here are some do’s and don’ts that were shared with us on our Twitter networks.
What’s cool about this list is that with a couple of exceptions, we have met with all
of these people face to face, especially in one-on-one situations (although some of
them just at several networking events). The fact that the list turned out this way
makes us think that our extra contacts with them helped them want to answer the
questions.

Do
• Listen and ask questions. And say the person’s name three times in your

head so you remember them next time. —@courtenayrogers

• If you forget someone’s name, admit it. —@jaybaer

• Design biz cards to include on back: It was a pleasure meeting you!
Event___ Date___ It helps people to remember who they met, and it
helps me to keep track, too! —@CourtneySampson
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• Put your face on your blog/biz card so people remember who you were
later. Had someone in Paris say they knew me from my pic online.
— @DouglasKarr

• Do give a firm, assertive handshake when meeting people. And yes, this
goes for females, too. Pet peeve: Weak handshakes. —@BeckyAPR

• Put down the gadget. —@JasonFalls

• Always phrase your work in terms of a solution for your client. Find
their pain points and brand yourself as a problem solver. —@y0mbo

• When you’re planning a face2face meet, find a nonthreatening locale
(coffee shop, bookstore, etc.) that facilitates open conversation.
—@joeystrawn

• Ask more than you answer. —@JasonFalls

• Breakfast networking beats cocktails networking—you’ll remember
more. —@jaybaer

• Follow up if you say you will. —@NickiLaycoax

• Tactical tip. If meeting goes well, schedule your next meeting before
leaving. Always write a personal thank-you note. —@TrustHomeSense

• Always buy the drinks. —@jaybaer

• Maintain eye contact. Nothing conveys confidence and sincerity like
eye contact. —@TeeMonster

• Small groups are always better than big groups. —@jaybaer

Don’t
• Don’t be a name dropper or look around like the person you are talking

to isn’t important. —@courtenayrogers

• Don’t offer your card before asked or before getting theirs. —@LotusDev

• You don’t have to give a card to everyone you meet. —@NickiLaycoax

• Don’t assume. A person you network with may not be the connection you
need, but they may know the person you want to talk to. —@ChrisAyar
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How Would Our Heroes Network?
• Allen (influencer) was an account manager for a marketing and adver-

tising agency for 14 years but is looking for a new job after his agency
lost its biggest client and laid him off. Allen’s best bet is to start attend-
ing meetings of his local American Marketing Association as well as the
Public Relations Society of America chapter. As he meets other account
managers and higher-level managers at agencies, he should try to con-
nect with them one on one as frequently and as often as possible. When
Allen strikes up a friendly relationship with these people, he should
nurture it as much as he can. Not only will they be able to tell him
about openings at theirs or other agencies, they may be able to influ-
ence the hiring process when it happens. Allen should also use his
downtime to take a leadership role for one of these associations to
make himself more visible to people and to make himself the person
others want to meet with to pick his brain.

• Beth (climber) is a marketing manager for a large insurance company.
She has been with the company for 10 years, but this is her second
insurance company. Assuming there are no policies, either written or
unwritten, Beth should try meeting with other marketing managers and
chief marketing officers in other insurance companies. Although they
may not be able to mentor her directly, if she can provide value to
them—notifying them about job openings, forwarding them notices
about conferences (nothing that might give a “competitive” benefit,
which Beth’s supervisors may frown on)—they will remember her later
on, if she ever looks for a new job at another company. Beth should also
consider getting involved with the Chamber of Commerce at a higher
level. Many chambers have programs aimed at executives of corpora-
tions, and Beth should try to involve herself in those. This will make
her supervisors notice her as being involved in the local business com-
munity, which is what every corporation wants to do but sometimes
lacks the time or resources for.

• Carla (neophyte) is a former pharmaceutical sales rep who was laid off
after eight years with her company. She is interested in working for a
nonprofit, either as a program director or a fund-raising specialist.
Carla would be best served trying to have informational meetings with
executive directors and boards of director members of the kinds of
nonprofits she wants to work for. She should ask questions like, “What
kinds of qualities does a successful program director or fund-raiser
have?” and “Do you know anyone else I should talk to to learn more?”
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And of course, she should always ask, “Do you have any openings com-
ing up in your organization, or do you know of any in other nonprof-
its?” Carla should also add value to the people she meets by forwarding
articles, arranging introductions with influential people, and volunteer-
ing for an organization or two while she is job hunting.

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. Because of the nature of
Darrin’s job, he is unlikely to need to attend the same kinds of network-
ing meetings we have been discussing—Chamber of Commerce, busi-
ness networking groups. However, larger cities often have IT-related
professional groups and even social groups that meet after work hours.
Darrin should try to attend as many of these as he can and then meet
his contacts for lunch or breakfast. Just like our other three heroes,
Darrin will be able to hear about any kinds of opportunities, as well as
pass them along, to the people he meets with.
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Public Speaking:
We Promise You
Won’t Die

Maybe it’s because we both have an obsessive need to be
the center of attention, but we live for speaking in public.

Understandably, this gets a lot of weird looks and com-
ments from our friends, because most people hate public
speaking. Hate, hate, hate it with a fiery hot passion
reserved only for snakes, tobacco executives, and
Commies. (Our apologies to any snakes who may be
reading this book.)

We speak in public for three reasons. First, public speak-
ing is essential to building our brand and establishing our
credibility. If we want companies and colleagues to real-
ize we’re experts in our field, we need to find ways to
share that expertise with others. When we are seen as
experts in our field, bigger clients are more willing to hire
us for larger fees.
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Second, we enjoy sharing knowledge with large groups of
people. A big focus for Kyle’s company is providing social
media training; Erik taught public speaking for three years
at the college level, and he very nearly went into educa-
tion. So we both share a teacher’s heart. (Kyle keeps it in
a jar under his bed.)

Third, we like public speaking because people pay speak-
ers to share their wisdom and knowledge. We were stag-
gered to learn that organizations pay someone anywhere
from a few hundred to several thousand dollars to come
in and tell their people about stuff they do for a living. It
could be a keynote at a conference, a motivational
speaker at a national sales meeting, or leading a day-long
seminar, but professional public speakers are well-paid to
talk about what they do for a living, and to teach those
skills to other people.

Think about what you do right now. Whether you’re a
purchasing agent, a marketing coordinator, a chef, or a
license branch manager, you’ve probably found several
shortcuts that help you do your job better, or you have
some thoughts on the direction of your particular indus-
try. Now imagine if someone handed you a check for, say,
$2,000 to talk for an hour to a group of your colleagues
about these shortcuts or thoughts.

Staggering.

You’ve probably thought about a number of ways you
can do your job better. You likely think that if you had a
chance to share this knowledge, your job, your company,
or your industry would be a good and happy place. The
fact that you bought this book is proof of that: You want
to learn how to share knowledge and thus create or grow
your personal brand.
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But, although it seems like getting $2,000—or whatever
you charge—for an hour’s worth of work is the ideal job,
you’re not really getting $2,000 for a single hour. You’re
getting $2,000 for the hour you speak, the hours you pre-
pare, the weeks and months you’ve spent writing about
your topic, and the years you spent learning your craft. It
only works out to a few pennies an hour, but it’s $2,000
more than your nonspeaking colleagues are going to get
for the same amount of work.

Case Study: Hazel Walker, The Queen of Networking
Hazel is a good friend of ours, and she’s the Queen of Networking. She owns the
Indiana franchise of Business Network International, and she’s a highly sought after
speaker. We won’t say how much she earns speaking each year, but she has a winter
Lexus and a summer Lexus. We both look up to her for inspiration on how to grow
our own speaking careers, so we’re glad to give her a little space here to tell us how
she got started.

I was forced to learn to be a public speaker. I believe that you must learn
more to earn more, and speaking was one of those things I had to learn.

It became clear to me after I bought my BNI franchise that I was going to
do more and more speaking. Even if it was only in front of my BNI chap-
ters, it was important that I present my very best self. So the first thing I
did was join a local Toastmasters group. Toastmasters is all about learn-
ing how to speak well—the technical aspects of speaking, and helping you
overcome bad habits—which is what I needed. Toastmasters is where I
honed my skills.

To learn and practice, I began taking free speaking engagements around
town; then I started landing small paid speaking engagements. Once that
started happening, I decided it was time to join the National Speakers
Association since I knew that I wanted to be in the business of profes-
sional speaking.

ALL of my business comes to me by referral. I turn to my international
network and ask for referrals, I go to my local network and ask for refer-
rals, and I ask my clients for referrals. I have also landed several clients
from my Linkedin account and one or two from my Twitter account.
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Today I do not speak for free. I ask everyone I speak for to at least make a
donation to my favorite charity. This allows me to help my charity of
choice, allows me to help those who want me to speak, and shows respect
for my profession.

The most important thing about being a good speaker is being GOOD at
it. Learn what you need to learn to be speak effectively.

Connect with your audience. I rarely ever use presentation software since
it does not really connect to the people there to hear you. Get connected to
the people who organize and attend; ask for referrals.

If you speak for free, ask the organizers to write you a testimonial and put
it on your LinkedIn account.

Should I Speak in Public?
Depends. Do you like money and being a minor celebrity in your field? Next
question.

No, Seriously.
Yes. Because if you’re looking to move to the next level in your career, gain a
national reputation in your industry, share knowledge and information, and even
earn more money—in general, growing your brand—becoming a public speaker is
one of the most effective ways to do this.

But I Hate Speaking in Public
That’s fine. Public speaking is not for everybody. We don’t expect everyone to
become a public speaker. Not everyone can be an expert; not everyone wants to
speak to large crowds. You can still have an outstanding career and can create a
great personal brand without doing it. But most leaders and rock stars in their
industry are asked to speak in public.

If you don’t want to speak in public because you’re afraid, don’t worry about it. We
promise you won’t die. (Hey, that’s the name of this chapter!)

A lot of people are afraid of public speaking. They’re afraid of being judged. They’re
afraid people won’t like them or will find out they’re frauds. They’re afraid of mak-
ing mistakes and looking foolish.

One year, Erik was a volunteer speechwriter for a woman running for the U.S.
Congress. She had been scheduled to do a recorded debate at a local TV station
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against the incumbent. She was so nervous that before she could even give her
opening statement, she tore off her headphones and walked off.

Someone from the station calmed her down and encouraged her to try it one more
time. She put her headphones on, got through her opening statement, and then lost
it. “I can’t do this, I just can’t do this.” she cried. She then ran out the door, got into
her car, and drove away. That was the news clip that made national news, which
Erik was able to see while he was at a conference eight hours away.

The candidate’s explanation later was that she got stage fright and let it get the best
of her. She had been giving speeches around the district for a few months already
but came unglued when there were TV cameras involved.

There are two important points you need to remember, that Erik’s candidate forgot,
when you give a speech, make a presentation, or even just toast the bride and
groom at a wedding:

1. Everyone wants you to do a good job. Nobody is hoping you screw up
so they can leap to their feet, point their finger, and shout “See? See, I
told you she was a phony!”

2. Everyone in the room is just as nervous as you are when giving a talk,
so no one’s going to be unsympathetic or judgmental about your
efforts. When Erik’s candidate left her debate, even her opponent told
the papers he understood that she was nervous.

Overcoming Your Fear of Public Speaking
If you’re afraid of speaking in public, or you want to but just don’t have the experi-
ence, you’re not alone. There are organizations and opportunities for you to over-
come your fear or gain valuable experience.

Toastmasters
The most popular, most useful organization for public speakers is Toastmasters. It’s
a great place to learn how to speak in front of groups, organize your speeches, give
impromptu speeches, and even learn how to recognize what makes a good speech.

Depending on where you live, there may be one, two, or even dozens of
Toastmasters clubs that meet weekly, every other week, or even once a month for 60
minutes per meeting. Each meeting has a set, regular agenda they follow. Members
give speeches to earn credit toward certifications like the Certified Toastmaster and
Advanced Toastmaster; they give speeches, learn to give feedback on others’
speeches, which they present like a regular speech; and, even have the opportunity
to compete in local and regional contests.
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You can find out more information by visiting the Toastmasters website at www.
toastmasters.org. Click the Find a Location Near You link to find a club in your
area. Keep in mind that some clubs have membership requirements, like working
for the company where the meeting is held. The downside to Toastmasters is that it
can be a big time commitment. The upside is that the clubs are filled with some
awesome people who really want to learn how to speak in public. You’ll be sur-
rounded by friendly people who want to see you succeed. The other upside is that
dues are less than $60 per year, payable every six months. It’s the least expensive of
the other options, but it provides the greatest value.

Toastmasters

www.toastmasters.org

Mailing Address
Toastmasters International
P.O. Box 9052
Mission Viejo, CA 92690-9052
USA

Phone: 949-858-8255
Automated system: 949-835-1300
Fax: 949-858-1207

Classes at Your Local College or University
Taking college classes is another option for improving speaking ability. Although
Toastmasters is an ongoing effort, you can give yourself a deadline by taking a
course. You can take basic public speaking and even move into advanced public
speaking, if you desire. The downside is that a college class can be pricey compared
to Toastmasters. The upside is that you can cram everything you want to learn into
a single class that meets once a week, or even a few times a week, for four months,
and then you’re done.

Seminars and Courses
Several organizations help people learn more effective communication. Whether it’s
leadership training, team management, or even public speaking, you can take 1-, 2-,
or even 3-day courses on these techniques. The upside is that you get everything
you need in less than three days. The downside is that they’re often more expensive
than a college course, and you don’t get the same amount of time for practice and
feedback that you do in either Toastmasters or college classes. These seminars are
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great for refreshers or crash courses, but they’re not enough to build an entire
speaking career. There are thousands of courses and seminars available from
national groups whether they’re from organizations like National Seminars or Dale
Carnegie, or local ones organized by local groups and instructors. A quick Google
search will turn up any courses and seminars in your area.

Speakers Associations
There are several organizations for professional speakers, like the National Speakers
Association, the American Professional Speakers Association, the World Speakers
Association, and even the Advanced Writers and Speakers Association. These are
geared more toward the advanced or professional speaker, and some may have an
income-from-speaking requirement for applicants. Many of these organizations
have meetings in larger cities, where members meet and learn how to become bet-
ter speakers, how to get more speaking engagements, and how to promote their
speaking events.

Private or Executive Coaches
We even know a few people who provide executive coaching when it comes to pub-
lic speaking. These coaches will not only teach you how to speak in public, they’ll
help you reshape your image, dress for success, learn how to deal with new situa-
tions, and give you individually tailored, no-punches-pulled feedback on where you
need to improve. The downside is that these coaches can cost a few thousand dol-
lars. The upside is that you get specific feedback, and you learn how to fix your
issues from a professional.

We don’t recommend this option until you’re ready to take your speaking career to
that professional level. Make sure you try the easy, least expensive option first, and
get some speeches under your belt before you look at a private coach.

To find a private coach, do a quick Google search to find speaking coaches in your
area. Ask notable speakers in your area who they use. Ask the potential coach if you
can speak to any of their past or present clients to get testimonials.

Finding or Creating Your Own Speaking Niche
You need to discover your speaking niche. What are you good at? What is your
industry or field of interest? If you’ve been following along in this book, you’ve
already figured this out. If you turned straight to this chapter, just be aware that this
is something you need to do. We’ll show you how.
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First, this needs to be something you’re not only good at, but have some expertise
at. If you just started your very first job as a copywriter at a marketing agency two
months ago, then chances are you don’t have the expertise to speak to a room full of
other copywriters about “The Top 10 Copywriting Secrets.”

So if you want to become a speaker, you need to identify that area you’re not only
passionate about, but you have done for a few years. Once you figure that out, you
need to find your niche.

Finding your speaking niche is critical in establishing your speaking career. You
can’t just select “everything” as your subject matter, any more than you can select
“everyone” as your potential audience.

Even business motivational speakers know that they only want to reach a certain
group or type of people—businesspeople, salespeople, people who want to make
more money, and so on. Their audience is not the general population, or non-
salespeople. They only want people who work in sales and marketing.

Start with the general picture, and then drill down further. Even a specialized field
may have areas of specialty.

Let’s say you’re a cost reduction consultant. You help companies improve their bot-
tom line by reducing their costs.

In fact, that’s even your elevator speech when you explain what it is you do: “I help
companies improve their bottom line by reducing their costs.” (We’ll ignore the fact
that this is a boring introduction to what you do.) Believe it or not, that’s not your
potential audience when you’re trying to find speaking gigs. Dig deeper.

“I help small businesses—businesses with fewer than 100 employees—reduce their
costs.”

Better, but that’s still a lot of businesses. In fact, according to the U.S. Census
Bureau, in 2004, there were 5.7 million businesses in the United States with fewer
than 20 employees. Get more specific.

“I help small manufacturing companies reduce their costs.”

That’s pretty good. We can live with that. We can actually go deeper into our spe-
cialty (small tool-and-die manufacturers, small tool-and-die manufacturers who
work in the automotive industry), but that might be a niche to pursue for a business
route, not your speaking field.

Keep in mind that you don’t have to live exclusively in your niche. You just have to
focus on that one particular field, finding different conferences, trade shows, and
expos to speak at. Then, once you’re comfortable there, you can branch out to a sec-
ond niche. In fact, by focusing on one niche, like reducing costs for small manufac-
turing companies, you can choose a second one—one- and two-partner law
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firms—without ever causing any problems for yourself, since those two areas will
rarely overlap.

You can also have a small niche that fits within a large field. For example, we’re both
social media consultants with deeper specialties. Kyle focuses on corporate training
and education, and Erik focuses on online marketing. These can cross into other
industries with ease. Whether its social media training or online marketing, compa-
nies from every industry can use these services.

You can create your own specific niche that crosses borders, too. Whether it’s trans-
portation safety, identity theft protection insurance, Generation Y image consulting,
or executive travel coordination, you can choose such a narrow niche that you can
then focus on a wide market of ideal companies, like companies that are a specific
size or are based in a certain region.

Again, it’s important to drill down to that same focus as in the previous section. For
example, don’t just pick “small business consulting” as your niche. Even “marketing
for small businesses” is too big. “International sales and marketing for small busi-
nesses” is a decent speaker’s niche. A good number of businesses do business over-
seas, and you can tap into all kinds of government programs, sales organizations,
and even specific industries to find speaking opportunities.

Once you identify your niche, you’re ready to launch your speaking career.

How to Start Your Speaking Career
Do this: Go to your bathroom mirror, look confidently at yourself, raise your arms
over your head and shout, “I am a public speaker!”

And now you are one.
@kyleplacy: Is that seriously how you got started?
@edeckers: Well, I didn’t have a big mirror, but I... no,

not really.
@kyleplacy: We need to write more than that. We have a page

count we have to meet.

If you want to get started as a speaker, first identify your goal as a speaker. Is it to
make $5,000 in your first year as a speaker? To be a keynote speaker at your indus-
try association’s national conference? To speak to more than 500 people at once?
Some goals can be met right away; others may take a few years, with these goals
serving as milestones along the way.

For the purposes of this chapter, we are assuming you want to get paid as a speaker,
whether you’re giving talks as part of your regular job and you receive an honorar-
ium, or you want to become a professional speaker whose full-time job is to travel
around and give talks. These other steps we just mentioned will be milestones along
the way.
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Here’s the problem: Most of your speaking gigs are going to be for free, especially in
the first year. That’s because you don’t have credibility as a speaker, even if you just
finished your third year in Toastmasters. You’re still an untried, unknown quantity,
and you’re not going to get the same respect as the industry experts who have been
doing it for several years. (And if you’ve spent three years in Toastmasters without
speaking outside, you need to move off center just a little bit.)

Don’t get hung up on the fact that you’re speaking for free; in fact, learn to appreci-
ate the opportunities. Think about all the stage time you’re getting. You’re honing
your skills, developing your stage presence, and learning what works for you and
what doesn’t. This will help you achieve the speaking goals you have set for yourself.

Plus, speaking for free can sometimes produce the same results as speaking for
money—getting more business, getting other speaking gigs, generating traffic for
your blog, finding a new job.

Stand-up comics work like this when they start out, building stage time, trying to
get as much as they can, as often as they can. They work up 5 minutes of material
and perform it over and over—for free—at open mic nights. Then they move up to
showcases, expanding their set into 7 minutes, and then 10 minutes. They hone that
10 minutes until it’s perfect, and they keep performing it as many times as they can,
usually for free.

A lot of these new comics drive for 2 hours just for the chance to do 7 minutes
onstage. In fact, any successful comic you talk to or hear in an interview will talk
about how they just did the same short set over and over, for free or little pay, until
they started making it to bigger and bigger venues.

That’s because one club owner will see that perfect 7 minutes and offer the comic a
chance to do an industry showcase for $50. Then all the other club owners will
assume that if the comic did an industry showcase, he’s good enough to do their
industry showcase for $50. Then the comic is good enough to do another showcase,
after which another owner will ask the comic to open for a headliner in her club,
and bada-bing, bada-boom!, one day, the comic is a headliner. And it’s all because he
was willing to drive 2 hours to do a free 7-minute set a few years earlier.

But the comics who do only two sets and then give up because they don’t get a pay-
ing gig will be unknown, out-of-work comics who slowly grind their way to anony-
mous retirement at their data analyst’s job in their tiny cubicle that’s slowly killing
them. (Oh, but we’re sure it’s different for you. Seriously, that won’t happen to you.)

The lesson is the same for speaking. You need to speak for free for a while. That’s
the way these things work. But you won’t always do that.

Because in the meantime, you’re still blogging about your industry, you’re still
growing your network, and you’re blogging to your network about all the talks
you’re giving, which is helping grow your personal brand.
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As you give more talks, more people will see you. Specifically, more people who
make decisions about getting speakers will see you. There are almost always deci-
sion makers or influencers at conferences. And they’ll assume that if you are good
enough to speak at this conference, you’re good enough to speak at their confer-
ence. (Remember how club owners hire comics for their showcases?)

We can’t count the number of speaking opportunities we’ve had because someone
saw one or both of us speak at an event, only to be invited to their event a few
months later. So while we’re both out of the “speaking for free” part of our careers,
we recognize that it was an important part of how we got this far.

Identify Speaking Opportunities
You’ll start your speaking career by giving basic talks about your niche. They’ll be
to small audiences, they’ll be local, and they’ll most likely be free. That’s because
you’re going to talk to local business groups, local fraternal organizations, and even
small seminars for your local chamber of commerce and give them a basic
overview of what you know.

You need to be greedy about these small, free opportunities. Get as many as you
can. Get your name and your face in front of as many people as you can by calling
business groups, attending their meetings, asking for speaking opportunities.

As you become involved with the business groups and chambers of commerce,
you’re bound to catch someone’s attention in an area, someone who may serve on the
board of a trade group or industry association, nonprofit, or conference organizer.

When you meet this person, pursue your own opportunities, don’t wait for them to
come to you. Ask the organizers and board members if they have speaking oppor-
tunities you could do. You can find a lot of speaking gigs this way.

That’s because many of these people have a need, or will have, to find a speaker for
their upcoming events. They may need to find someone to talk about your particu-
lar topic, or they may just need a speaker to fill a slot in three months. But they
know that they are going to need to fill that spot, and that means asking their
friends and colleagues for recommendations, putting the word out to group mem-
bers, and working the phones and their contact list until they find someone.

And here you come, charging in on your white horse, shouting, “I’ll save the day! I’ll
be your speaker for your next event.”
@kyleplacy: What is it with you and shouting today?
@edeckers: WHY, DOES IT BOTHER YOU?!

By offering to fill the speaking slot, you’re helping the organizer with a big problem.
Not only will you get the speaking slot, the organizer will remember you. And when
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the organizer is asked by her contacts if she knows any good speakers, she’ll recom-
mend the one who bailed her out of a jam several months ago by approaching her
first.

Industry Groups
Industry group events are great places to speak, because you can focus your niche
to such laser-like specificity, you would be surprised. We have been to conferences
in which the presentations and sessions have been so esoteric, so far out, we were
surprised people even came up with the ideas, let alone found a roomful of people
interested enough to sit through it for an hour. But, that’s the great thing about
social media and the Internet: You can find a niche that interests you and then find
other people who share your interests.

While some industry groups are national, many others are local. Figure out your
chosen specialty area, and then see if there is a group in your area that focuses on
it. It could be technical writing, visual artists, corporate travel planners, heating and
cooling contractors, or left-handed actuarial scientists.

Your goal for speaking to these local groups is twofold: 1) to find new clients.
Remember, if you show people how smart you are, they’ll hire you to do a project
for them or come work for them; and, 2) to find new, bigger speaking engagements.
Small speaking gigs lead to larger ones, so speak to industry groups on a local level,
because they can lead to national speaking opportunities down the road.

Once you make your name on the local scene in your specialty, take the leap into the
national scene, and try to get a speaking slot at the national conference. Check out
the conference’s website, find the Call For Speakers section, and submit a proposal.

You don’t have to limit yourself to just speaking to industry groups you’re involved
in. If your topic fits outside a single industry, go for it. Just make sure your chosen
subject will somehow fit within what that group is already doing, even if it’s a cross-
over topic. In fact, a cross-over topic will sometimes be a bigger draw than the tra-
ditional topics you usually find at an industry conference. For example, HR
professionals are probably sick to death of hearing about the latest EEO hiring
requirements but would love to hear a seminar on how to use Facebook for recruit-
ing and hiring.

Table 10.1 has a list of a few cross-over suggestions.

Rather than focusing your specialty on your own industry group, find other “allied”
groups that might benefit from your talk.

If there’s not a particular industry group in your area, or you live in a smaller area,
find one that’s within driving distance and make the trip.

Wow! eBook <WoweBook.Com>



ptg

213Chapter  10 Pub l ic  Speak ing: We Promise You Won’ t  D ie

Remember, stand-up comics are willing to drive 2 hours just for a 5-minute set, so
you should be willing to drive at least 3 hours to deliver a 1-hour talk. And
although it’s good to get paid, don’t expect to make big money when you’re starting
out. (But it doesn’t hurt to ask for travel expenses for those multihour trips.)

Civic Groups
If you think of industry groups as a B2B (business-to-business) audience, think of
civic groups as a B2C (business-to-consumer) audience. You’re not going to get as
in depth with a topic with civic groups as you would with industry groups. For
example, instead of talking about tax law for small businesses, you may end up talk-
ing to a group of Shriners about the personal tax implications of using those little
cars and scooters for parades. Or, instead of talking about financial planning for
young professionals, you may end up talking to a fraternity’s national conference
about how to pay off college debt in five years.

The two best places to find civic groups are the Yellow Pages and the Internet. In
fact, unless you’re attached to your Yellow Pages, you can head straight for the
Internet. Do a Google search for the civic groups you’re interested in talking to, or
just do a generic search for “civic groups” in your area, and then check their website
and see if they have any lunches or special events where you can address the mem-
bers. Send them an introductory email and see what happens.

Conferences, Trade Shows, and Expos
This is something both of us have spent the past several months doing. We’re scour-
ing conference websites in the industries we want to be known in and checking to
see if they are looking for speakers. We’ve also been subscribing to newsletters that
have different speaking opportunity lists.

Table 10.1 Possible Cross-Over Groups and Topics

Your Specialty Cross-Over Industry Group Cross-Over Topic

Tax law Chamber of Commerce Taxes for small businesses
Trade show displays American Marketing Association Pre-trade show promotion
Technical writing Startup companies Proper software documentation
Web designer High school teachers Creating a class website
Marketer Visual artists How to market art
Direct mail Nonprofits Save money on fund-raising
Financial planning High school business teachers Financial planning for teens
Cost reduction analyst Office managers Cutting office expenditures
Health insurance Human resources pros Saving employee benefit costs
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You can find different trade shows and conferences with a little detective work and
your favorite search engine. First, check to see if there are any trade associations or
groups for your chosen industry or profession. Many trade associations will have a
national conference, and you can usually find that information on their website.
Some will even have regional conferences or local chapters, and you might find
some opportunities there too. Submit speaking proposals when they’re being
accepted. Next, look for any allied, related, or even competing trade associations,
and look for their conferences. Finally, be sure to blog about the hot button issues
the association members are dealing with. Then make sure the conference organiz-
ers are in your social networks—Twitter and LinkedIn, especially—and that they
receive notifications about your blog posts.

When you find a trade show or conference that looks interesting, go to the speaker
submission page and see what kinds of speakers they’re looking for. There are four
main types of presentations you could make:

• Poster session—You usually find these at educational conferences. A
poster session is basically a series of 6-foot folding tables with pop-up
displays and pages of your latest research taped to them. You stand
around and hope that people ask you questions, but they don’t. They’re
there for the free hors d’oeuvres being offered to bring attendees into
the poster session. (Not that we’re bitter or anything.) Maybe we’re
biased, but we don’t consider these real speaking sessions. Don’t waste
your time with them. In many cases, poster presenters won’t even get a
discounted admission to the conference, which tells you how highly
they’re regarded. (Hint: they’re not.)

• Round table—Imagine putting 75 people in one room with 7 different
tables, and presenters at each talking about 7 different topics. The atten-
dees split up and sit at different tables. Talks may take 15 minutes or an
hour. Although you don’t get the same benefit as speaking to your own
room, at least it’s not a poster session. Sometimes this may be your foot
in the door for a future speaking slot at the next year’s conference. Once
you’ve been a speaker for a while, avoid doing round tables unless you
also get to do a breakout session. You don’t get enough time to get into
the meat of your topic, and the room is often too loud to be heard
properly.

• Breakout speaking session—These are the standard speaking sessions
that most speakers get. Most breakout sessions are scheduled as one of
several going on during an hour, and the attendees have to choose
which on they want to attend. You will speak at your session for an
hour, and not have to worry about competing tables, posters, or people
showing up for free hors d’oeuvres. Sometimes you may be asked to
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give your session more than once, because there aren’t enough speakers.
Other times, there are so many speaker submissions that the conference
can only accept a fraction of them. There is a varying degree of skill
and energy in these sessions, so this is a great way to stand out from
other speakers. If you can do a great job compared to other speakers
the attendees have seen, you look like a brilliant orator to their 60 min-
utes of sucking out loud. Sometimes these are paid slots, but most often
they are not. Speakers often get free admission to the conference.

• Keynote address—This is the granddaddy of all speaking sessions.
(Actually, organizing your own seminar is, but we didn’t want to discuss
it in here.) Although a breakout session only lets a speaker reach a frac-
tion of the conference attendees, the keynote speaker not only gets to
address all the attendees at once, he or she often kicks off the entire
conference. Some conferences will even have one keynote speaker per
day, which means there’s more than one opportunity for you. Plus, this
is a paid speaking opportunity. At no time should you agree to do a
keynote session for free.

Introducing Yourself
Once you’ve identified the groups you want to speak to, write a cover letter or email
that explains what you want to do, what your area of expertise is, how long you’ve
been doing it, and where you’ve done it in the past. Make sure that your grammar,
spelling, and punctuation are perfect, and be sure to write each letter as an individ-
ual pitch to that group. Explain why you and your session would be a good fit for
them, rather than relying on a form letter. Direct the groups to your blog (you do
have a blog, right? Check out Chapter 3, “Blogging: Telling Your Story,” if you don’t.)

Dear Ms. Havisham:

I am interested in speaking to your Wedding Planning Professionals of
Orlando organization at an upcoming luncheon. I am a direct mail plan-
ner and would like to speak to your members about how using direct mail
postcards can help brides and their families save money on invitation
costs.

I have been in direct mail sales for 10 years and have been speaking to
wedding planning professionals and other party planners for 3 years. I
recently gave a talk at the National Wedding Planning Professionals
Association conference about this same topic, and it was well received,
ranking as one of the top five sessions of the entire conference.
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You can read more about me at my blog, http://BobScrumrunner.blogspot.
com, as well as see some videos of my past talks. My usual speaking fee is
$500, plus travel expenses. I will follow up with you via phone in five
days. Thank you.

Sincrely,

Philip Pirrip

Follow this up with a phone call a few days later as you promised, to see if the
groups received your letter and if they have any opportunities for you to speak.

(And give yourself 10 bonus points if you said, “Hey, that’s Great Expectations!”
when you read the letter.)

Promoting Your Talk
You’ve got your first speaking session arranged. Now you need to make sure people
actually show up. You can always hope the organizer is going to do a lot of the pro-
motion, but you need to do it, too. You have access to other people that your organ-
izers may not: your blog readers and your Twitter and LinkedIn networks. Not only
will you bring people from your network to your own talk, but you may end up
introducing those people to the entire event, which is an added bonus for the
organizer, and makes you look like a star.

What are the best ways to invite people to your talk? In this section, we’re going to
help you...

...Learn five ways to attract an audience to your presentation

...Discover three secrets every professional speaker uses to increase
audience participation.

Do you see what we did there? Your brain probably fired a few neurons, and your
metaphorical ears perked up a little bit. We attracted your attention by promising a
finite number of ways to attract attention, and three secrets that the real pros use.

This is a common technique used by professional copywriters to get people to not
only read their sales material, but to get them to buy their products. If it works in a
sales letter, then you should use the techniques in your promotional efforts as well.

We’ve discussed this elsewhere in the book, but it’s worth mentioning again: There
is something about a numbered list in a headline or copy that makes people take
notice. It’s like brain candy for humans, because our minds see that information and
say, “Hey, that’s something I can easily understand. I want to read that!” Umberto
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Eco even told Der Spiegel (a German news magazine) in 1999 that we like lists
because they establish order out of chaos.1

So take advantage of that little quirk in all humans and use it when you promote
your talks. You can use these techniques whether you’re writing a blog post, an arti-
cle, or even an email.

First, write captivating copy. (Don’t write the headline first. The headline is going to
come from the copy.) Use the numbered list ideas, and generate Three Big Things
the audience is going to learn. But then give each of those items its own list. For
example:

1. Learn five ways to attract an audience to your presentation.

2. Discover three secrets every professional speaker uses to boost attendance.

3. Learn the five free social media tools you can use to promote your next talk.

Once you have written all the text, the headline will follow. Use the same techniques
we just discussed, and create a headline that covers one of the hot button issues
your audience wants to hear about. You can find this out by asking the event organ-
izer what the hot button issues are for their members. Then, design your presenta-
tion and write the headline based on that.

For example, if Facebook is a big issue in the human resources field, create a head-
line like “Five Ways to Use Facebook to Streamline Your Hiring Process.”

With this headline, we have hit three hotspots for HR professionals:

• We have a finite numbered list. It’s more than just how they can use
Facebook, but an actual number of items they can use.

• Facebook is a big deal right now to a lot of HR professionals and hiring
managers. In a recent survey, 75 percent of hiring managers used the
Internet to get a better idea of the job candidates they’re screening.2,3 So
by tailoring a title to a current issue, we are more likely to catch their
attention.

• We’re trying to make their job easier. Everyone has things he doesn’t
like about his jobs or things he wishes were easier. The hiring process is
one of those things for HR professionals, so by “streamlining their hir-
ing process,” we’re telling them they can learn how to make their job
easier.

1 www.spiegel.de/international/zeitgeist/0,1518,659577,00.html
2 http://articles.cnn.com/2010-03-29/tech/facebook.job-seekers_1_facebook-hiring-online-
reputation?_s=PM:TECH

3 http://www.atelier-us.com/e-business-and-it/article/one-in-five-hiring-managers-screen-
applicants-myspace-and-facebook
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Email the description of your talk to the show organizer, who will put it in the con-
ference directory. Then post an article on your blog, and then start promoting that
blog post via Twitter, Facebook, LinkedIn, and any other social networks you
belong to.

Promote your talk frequently, about 2–4 times per week. Don’t just send a notice
out once and hope people show. It’s going to take a number of different messages
on your different networks and your blog to people to get them to start noticing
that you’re going to speak somewhere, and then a few more to get them interested
in coming.

When you’re at a conference, don’t be afraid to invite people to your session. We
know, we know, you don’t want to feel like you’re being needy, but you’re speaking
in public because you crave the attention, so that ship has already sailed. Swallow
the last of your pride, and start inviting people.

Remember, the fuller your rooms are, the more you can spread your personal brand
and earn new opportunities or gain new clients. Visit other sessions during the day,
and invite people to your session afterward, especially if your two topics are related.
You can also invite the other speakers, and as a form of professional courtesy, give
them some love during your talk. (That’s hipster talk for “Mention them.”)

Your goal is to get as many people in your session as you can, which unfortunately
means other speakers may have fewer attendees at their session. Don’t feel bad; it just
means they should have promoted their talk better. Buy them a copy of this book.

How Does This Apply to Our Four Heroes?
Although people generally speak for the same reasons—they’re often desperately
craving attention and want to make some money on the side—the path they take to
get there may be a little different. So how will our four heroes from Chapter 1,
“Welcome to the Party,” use public speaking to advance in their career path or find
a new job?

• Allen (influencer) spent 14 years as an account manager and has a lot
of expertise in account management, marketing campaigns, ad creation,
and the like. He would be a valuable resource to new marketing man-
agers and coordinators, so speaking about a niche within marketing
management would be a good one to pursue. Topics like “Marketing
Analytics” and “ROI Measurement” would be good subjects to present
to his local chapter of the American Marketing Association. Not only
can he share his knowledge, he might be able to make good connec-
tions with potential employers there.
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• Beth’s (climber) goal is to move up the career ladder to a chief market-
ing officer position in the insurance industry, so she should pursue a
speaking plan in one of two directions: She can either speak to the mar-
keting industry, or she can speak to the insurance industry. And she can
even do it with the same topic: “Marketing Tactics in a Heavily-
Regulated Industry.” The talk can be geared toward any regulated
industry, like finance, health care, or pharmacy. Or she can gear it back
toward her regular industry and retitle it “Marketing Tactics in the
Insurance Industry.”

• Carla (neophyte) wants to change careers from pharmaceutical sales to
nonprofits, she is better off focusing on nonprofit issues rather than
pharmaceutical ones. Although it would be easy to focus on a pharma-
ceutical audience, those aren’t the people she wants to work for. Because
a lot of nonprofit professionals don’t think of themselves as business-
people, business topics geared toward nonprofits tend to gather big
audiences. Carla should focus on speaking to nonprofit professional
organizations (that is, the Kentucky Fundraising Professionals
Organization, Planned Giving Professionals of New Hampshire) and
teaching people how to take a sales approach to fund-raising. This will
not only show her business development expertise, it will put her in
contact with people who are either hiring fund-raisers or know about
fund-raising positions.

• Darrin (free agent) is a commodity as an IT professional because he
“fixes computers.” (Sorry, IT folks, that’s the way we non-IT folks see it.)
Darrin wants to start public speaking to enhance his career and job
growth possibilities, so he has two choices. He can try to impress the IT
hiring managers by speaking about a particular growing field, like
“Walking the Fine Line Between Network Security and Social Media.”
Or he can do basic presentations to reach C-level hiring managers, like
“Basic Computer Security for Office Staff.” Either way, Darrin’s talks
should be geared specifically toward the right audience. And because
Darrin usually only transfers laterally based on more money, giving the
right kind of talk to the right kind of audience might also get him a
bump up the career ladder.

Giving Your Talk
When it comes to giving speeches, there are a lot of books, newsletters, and blogs to
read, besides classes to take. In fact, we already mentioned a few of the beginners’
opportunities at the start of the chapter, so we’re not going to go deeply into how to
prepare for your talk. We’re going to assume you know how to do these steps, like
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outlining your presentation beforehand, rehearsing your presentation, dressing
appropriately, and using language effectively.

But we will offer these seven ideas for organizing your talk:

• Avoid putting a lot of text on your slides—Our preference is you don’t
put more than 5 words on a single slide, in 144-point size or bigger. Use
photos and graphics instead. This way, you can speed up or slow down
your talk as needed. You can skip slides, spend only a few seconds on
them, or even tell a 5-minute story about that particular slide. And peo-
ple in the back of the room won’t burst a blood vessel trying to read the
tiny print on the screen.

• Show up early—Scope out the room. If you can go a few days early to
check it out, do it. You want to get a feel for the room, see where the
projector is, how the room is laid out, how much room you have to
walk around, and in general to get more comfortable. But if you’re
speaking at a conference, you may not have that chance. Then you have
to assume the conference organizers know what they’re doing and be
fairly flexible on your requirements and adaptability. Still, it doesn’t hurt
to plan for the worst, in case the organizers aren’t too adept at manag-
ing technology. (See the section titled “Important Technology Tips for
Presenters.”)

• Make sure the lighting is appropriate—Under no circumstances
should you allow the lights to be turned down low so people can see
the screen. They are there to see you, not your images. You can give
your presentation without PowerPoint/Keynote; your slide deck can’t do
squat without you. Lights need to stay up at a normal level. Let the peo-
ple see your smiling face.

• Treat talks like theatre—You’re not relaying information; you’re acting!
You should consider yourself a performer, and it’s okay to act like one.
Actors often use the phrase, “playing to the back row.” This means their
projection and gestures are meant to be bigger so they’re heard and
seen by the back row. Although you don’t have to bellow and make
large sweeping gestures, don’t have conversations with the front row.
Make sure you make eye contact with the people in the back of the
room so they feel included in your talk. Also, new speakers often have a
tendency to speak faster than they think they do. Make sure you speak
at a normal rate of speed.

• Mention other people, especially other speakers, during your talks—
This gives you more credibility, plus you come off as gracious, sharing,
and noncompetitive. Speakers who do this tend to be recognized and
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appreciated for those qualities when it comes to future, more lucrative
opportunities. (At which point, you can totally crush those other speak-
ers and grind their souls into the dirt.)

• It helps to have a soundtrack you sing to yourself as you’re being
introduced and walk on stage—If you have time beforehand, listen to
music that puts you in a good mood and leaves you feeling confident.
One public speaking trainer once suggested humming the opening bars
of Rocky to ourselves as we walked across the stage to begin our talks.

• Record your talks, and study them afterward—You will be your own
harshest critic, so watch and listen to tapes of yourself speaking. Take
notes on what you need to fix, and then fix them. Stand-up comics
record themselves and then listen to the tape to see what parts of their
set need to be fixed.

Important Technology Tips for Presenters
We both love using our computers for our talks, and we’re both particular about
what we use. We’re both rabid Apple fans and use our MacBooks for everything.
Despite what our friend Hazel said about presentation software, we both love
Keynote and the fact that it is stable and not prone to crashing. However, we recog-
nize that PowerPoint is widely used and is easier to transfer a slide deck to someone
else’s computer. (Keynote can also export slide decks to the PowerPoint format.)

Both systems have their pros and cons, but regardless of who is right, there are 
several technology tips every presenter needs to know before you start giving 
your talks in front of people.

• Make sure your computer is ready—Shut down every program, hide
all files on your desktop in another folder, and clear out your browser
history and disk cache. While you don’t surf Internet porn on your
work computer, your friend probably does, and this is something your
friend should know. So loan him this book (better yet, buy him his own
copy), and make sure he reads this section.

We’ve all heard stories about presenters who clicked the wrong button
on their computer and had some rather embarrassing photos pop up on
the screen for everyone to see. While the safest bet is to never look at
those kinds of things to begin with, at least make sure they’re not easily
accessible or accidentally switched on. So clear your history and cache,
hide any personal photos and documents in a safe place, and make sure
all programs except your presentation software are off. You should even
turn off your Wi-Fi unless you need it for your presentation.
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• Use big photos and (almost) no text—PowerPoint and Keynote can be
used effectively if they’re used correctly. When we do slide decks, we get
Creative Commons photos for slide images and put 2–4 words on a
slide. Remember, as the speaker, that you are the focus of the room, not
the slides. The slides are there for visual support, and perhaps a little
comedy. They should not contain the important information; you
should.

Tip
Creative Commons licenses are copyright licenses from the creator of a
work (photo, graphic, text) that allows others the right to reuse the copy-
righted work—without changes, and at no charge—in things like presenta-
tions or in blog posts. If you use photos from a photo-sharing site, such as
Flickr or Picasa, you need to make sure they are Creative Commons photos
and not “All Rights Reserved” photos (which is legalese for “Do not
reuse!”). There are different kinds of Creative Commons licenses, so make
sure you research before you start publishing someone else’s content.

If you do use text, make the point size at least 144 (2 inches) so people
in the back of the room can see it. If they’re straining to see from the
back, your projector isn’t big enough. Hopefully you scoped out the
room ahead of time, saw how huge it is, and noticed that the projector
was about as effective as holding up slides and a flashlight.

But if you don’t get that chance, always assume the worst when it comes
to available technology. If you stick with photos and huge text, you’ll be
fine. If you only use photos to support your points, not make them,
you’re not lost if the projector fails or is too small, or your presentation
software crashes. You can still speak without these props.

• Use your computer for presentations—A lot of well-meaning people
will offer you the chance to use their computers for your presentations,
but that is sometimes more trouble than it’s worth. They may have an
older version of PowerPoint, Keynote won’t run on a PC, or they may
not have a remote or the right monitor cable for their laptop. You will
have tweaked your computer to perform the way you want it to, and it’s
hard to try to learn someone else’s setup or operating system, especially
if you’re setting up your presentation 5 minutes after the last speaker
finished and 5 minutes before you start.

If you use someone else’s system, you’re at their mercy. It’s also more
than a little maddening to know more than the technical support guy
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who’s supposed to “help” you but doesn’t quite know how everything
works. Rather than putting yourself in a situation in which your entire
presentation hinges on the quality of someone else’s system, insist that
you use your own computer. If you can’t, be gracious about it, find a
way to make it work, and hope it goes well. (If it doesn’t, don’t apologize
for not having a slide deck. There’s no point in embarrassing the organ-
izers; that will only get you blackballed from speaking at future events.
Instead, use your computer as cue cards, and speak without a deck.
That’s why the point about using big photos and almost no text is so
important.)

• Get a separate presentation computer, preferably a MacBook—If you
want to make a living giving presentations, you need a computer that’s
not prone to virus attacks, crashes, and glitches that will pop up in the
middle of a presentation. For stability, ease of use, and graphics capabil-
ity, you can’t go wrong with a MacBook. And yes, there’s Windows 7,
which is much easier to use and more stable than all the other versions
that came before it, and yes, Macs aren’t immune to viruses. But a Mac
is less likely to suffer these things and is less likely to crash in the mid-
dle of a presentation. And if you follow the first points steps as well,
you’ll have smooth sailing with a Mac.

And if you’ve got the budget, get a decent LCD projector. Don’t cheap
out and get the smallest, least expensive one you can find. Get a good
one that can brightly fill up a screen from 25 feet away.

• Upload your slide deck to SlideShare.net before you give your pres-
entation—We’ve been in rooms before where everything was hard-
wired and bolted in place, including the computer, and we were forced
to use their system instead of our own. (See the bullet “Use your com-
puter for presentations.”) Although it’s possible to export a Keynote
deck to a PowerPoint version, this really screws up the formatting and
fonts, and it looks bad. There’s nothing worse than seeing weird fonts
and screwed-up slides as you’re giving your talk and having no possible
way to fix it.

Note
SlideShare.net is a presentation slide deck-sharing site. Just like YouTube
lets you share movies and Flickr lets you share photos, SlideShare lets you,
well, share slides.
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Instead, upload your deck to SlideShare the day before your presenta-
tion (see Figure 10.1). Then, before your talk, log on to SlideShare and
pull up the deck in full presentation mode. It may mean you have to
stand next to the keyboard to change the slides instead of using a
remote (which is wicked cool and makes you feel like a big shot).
However, at least you don’t have to mess around with putting your pres-
entation on a thumb drive and hoping your presentation software isn’t
newer than theirs, or exporting your deck to their software and hoping
the formatting isn’t messed up.

Finally, by having the SlideShare uniform resource locator (URL), you
can give people the URL to your deck rather than wasting paper on
printing 50 copies of handouts and giving them out to the 20 people
who showed up. It wastes paper to have to bring home 30 copies of
handouts that can’t be used again because you created a custom deck
and handouts for that particular presentation.

You can also shorten the URL at a shortening service like bit.ly (www.
bit.ly). A bit.ly-shortened URL is 20 characters, so it’s easier for audi-
ence members to write it down. You can also ask people to email you so
you can send them the URL. This helps you add to your list of contacts
as well, so you can communicate with them in the future (like when
you’re speaking again or have a book for sale).
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Figure 10.1 One of Erik’s presentations available on SlideShare.net. Note the clever
use of a numbered list in the presentation title. And you can get a Simpsons version of
yourself at SimpsonsMovie.com.
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• Always carry a monitor cord and extension cord with you—Most
places already have a projector available, but they don’t always have a
monitor cord. Carry a monitor cord (and a Mac-to-RGB adapter if you
took our earlier advice and got a Macbook) to be safe. Also, get a 12-
foot 3-to-1 extension cord. Then you can plug in a laptop and the pro-
jector and reach the plug across the room. Be sure to tape down the
cord so attendees don’t trip on it as they’re filling the room. So you’ll
want to bring duct tape as well.

You may even find it helpful to carry a presenter’s bag. Keep the cords,
colored markers, notepads, index cards, duct tape, and any props you
may use in your talks. Leave it in the trunk of your car when you’re not
using it so you don’t forget it if you drive to your presentations.

• Create screen shots of websites you want to use—It’s nice to be able to
pull up a live website and show it off to a room full of people. But too
often, you don’t have access to the conference’s Wi-Fi, or it’s the public
Wi-Fi and everyone is on it, so it’s slower than a turtle with a limp.
Don’t depend on having Wi-Fi access. Create screen shots of every web-
site you need, and keep them handy. Better yet, incorporate the screen
shots into your slide deck, so you don’t have to jump around between
applications.

If you do have Wi-Fi access, open all the websites you’re going to need
ahead of time. Consider using a browser like Firefox or Google Chrome
for additional stability and speed. And again, don’t forget to clear your
disk cache and history before you start. (See the first bullet, “Make sure
your computer is ready,” if you need a reminder.)

Miscellaneous Tips, 140 Characters or Less
• You’re on the minute you walk into the building. The person you’re

gruff or abrupt with could be the person who gives your introduction.

• “Winging it” disrespects the audience. If you couldn’t bother to take the
time to prepare, why should they bother to pay attention? 
—@LisaBraithwaite

• At a conference, be friendly and helpful to everyone before/after your
session. They’ll remember that as much as they remember your talk.

• Ask people to email you for a copy of the slide deck. It’s a great way to
track the number of people interested in your topic.

• Asking people for their email is also a great way to gather names for
your enewsletter. Just be sure you ask if you can send it first.
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• Practice vocal variety by reading aloud. Children’s books, newspapers,
poetry, and comedy dialogue help you work on pitch, pace, tone, and
volume. —@LisaBraithwaite

• Have a central idea to come back to if you get on a tangent. It should be
something to make it seamless while you find your thoughts.
—@that_girl_lola

• Start fast, especially online (e.g., webinar). Attention spans are shorter
than ever. —@1080group

• Don’t give a speech. Talk to your audience and add at least some ele-
ment of discussion to it. —@GloriaBell

• We all have butterflies before we speak. Train yours to fly in formation,
so the energy expends with purpose. —@IkePigott

• Before you start, drink something that gives you something in your
stomach. —@CoxyMoney

• Use Tweetwall for Twitter comments and Q&A. —@CoxyMoney

• Make a friend (or four) in the audience by using them as repeated points
of eye contact. Smile within the first 30 seconds. —@GrindTheMusical

• Keep your visual aids as free of words as possible. Use blank slides
between photo slides often, so they’re looking at you, not the screen.
—@GrindTheMusical

• All the books, blogs, and trainings in the world don’t mean a thing if
you don’t apply your learning. Make opportunities—get out and speak!
—@LisaBraithwaite

• Q&A your ass off. —@CoxyMoney

• Put your closing AFTER the Q&A. The last thing the audience will
hear is your final message, not a random or irrelevant question from
the crowd. —@LisaBraithwaite
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Getting Published:
I’m an Author!

There’s nothing like getting published with real ink and
paper: seeing a physical manifestation of something you
created with your name on it and knowing that you put
something out into the world, for other people to read,
experience, and react to. The minute the ink hits the paper
and your work is distributed to dozens, hundreds, or even
thousands of people, you’re a published author. And to a
writer, there’s no feeling like it in all the world. It’s a his-
torical record, an artifact, and a validation of your
thoughts and ideas.

@kyleplacy: What about digital publishing and online

publishing? Aren’t you going to talk

about that?

@edeckers: Seriously? You’re going to interrupt my

flow *right now*? I was just getting

warmed up.
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@kyleplacy: I just think you need to mention digital

publishing.

@edeckers: Yes, it’s important! Ebook sales were up

261% in Jan. 2010.1 The New York Times
just said they may stop printing in the

near future.2 So?

@kyleplacy: You don’t need to get cranky.

@edeckers: This is the introduction. This is where

we create imagery and set the mood, not

discuss technicalities & details. That’s

for later.

It’s the same feeling we had when we published our first-ever articles, but it’s con-
tinued for the subsequent ones and even this book. In fact, by the time you read
this, we will have eagerly grabbed the first copies of this book out of their boxes,
gripped them tightly, giggled a little—a little more than normal for two grown
men—and positively beamed at our names on the cover.

Nothing can beat that sense of accomplishment, the feeling that you’ve somehow
made history. All writers who have ever published a book, magazine article, news-
paper column, or letter to the editor know that joy; they’re on top of the world for
days and weeks at a time.

This feeling is nothing like that experienced from blogging. Don’t get us wrong;
blogging is great. It’s how we make our living, and it’s going to be the future of pub-
lishing. But there is a permanence to printed words. Books are sacred, magazines
are interesting, and newspapers carry a sense of tradition and gravitas (even as the
print newspaper slowly dies). Blogs are just, well, blogs. You’ll forget all about your
blog the first time you ever see your words and byline in a print publication.

As much as we both love blogs, we realize that anyone can write them. But being
published in a newspaper, magazine, or book requires established knowledge and
expertise. That’s why there’s a certain respectability that comes from being pub-
lished. Someone thought highly enough of your work that he wanted to take the
effort to spend money to put ink on paper, and he trusted you enough to share your
ideas with his readers.

It’s an awesome feeling.

1 http://idpf.org/doc_library/industrystats.htm (@edeckers: See, and now you made me foot-
note in the intro!)

2 http://www.businessinsider.com/sulzberger-we-will-stop-printing-the-new-york-times-2010-9
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Kyle was once asked to write an article called “Developing a Policy for Your
Company and Social Media” for the Hamilton County Business Magazine, which he
geared toward the non-social media community. For him, it was exciting not only
to be asked—to be recognized as an authority in his chosen field—but to see his
work published in a high-gloss magazine. And although that publication didn’t gar-
ner him immediate recognition, we think future articles on the subject will.

We’re not disparaging bloggers. In fact, we think blogging is vital to today’s business
world. Erik even does it for a living, and Kyle has built a business in teaching peo-
ple how to do it, so we understand the importance of blogging. But right now, we
want to look at writing beyond your blog and getting your work published in other
venues.

Being published will boost your personal brand immensely. It shows that not only
do you have a command of the language and the ability to form cohesive ideas, you
have mastery of your topic (or at least the ability to completely BS an editor into
thinking you know what you’re talking about).

In this chapter, we’re going to discuss print writing. Whether you’re talking about
newspapers, magazines, trade journals, or even newsletters, writing for print is a lot
different than writing for a blog. With a blog, you are your own editor, and you can
pick any topic you want. In a print publication, you have to write to others’ stan-
dards and follow their editorial calendar. In a blog, you can make your own errors
and correct them, form your own ideas, and change your mind. In a print publica-
tion, everything has to be perfect, and your thoughts need to align with the overall
mission and philosophies of the publication. Conversely, in a blog, you won’t get
paid for writing your own articles. In print publishing, you can get paid for what
you do. (It may not be much, but there are some publications that pay their writers.)

But print writing is worth doing because it will add so much more credibility to
your personal brand if you’re published in someone else’s print publication.

Why Should I Become a Writer?
There are very few reasons you should not try to get published. In fact, we can’t
think of any. So, you know, just...do it. Just because.
@kyleplacy: I think they want a better explanation than that.

@edeckers: Fine, whatever.

There are two main reasons to start thinking of yourself as a writer, or at least not
think I hate writing, I hate writing, I hate writing every time you have to write any-
thing longer than a five-word email.

First, look at any job description. One of the things these descriptions always ask
for is people to have “effective oral and written communication skills.” Despite the
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fact that companies never say what “effective oral and written communication
skills” actually are, it’s safe to assume that you’re going to be seen as “an effective
written communicator” if you actually have some publishing credits to your name
and maybe even a few ink stains on your fingers.
@edeckers: I mean metaphorical ink stains, not actual ink

stains.

@kyleplacy: I wish you had said that earlier. This stuff is

hard to wash off.

Second, you’re always going to need to be an effective communicator, whether you
want to build your resume or expand your personal brand. Whether you’re writing
a blog post or communicating an idea to your co-workers and boss, you need to be
able to get your ideas across quickly, easily, effectively, and persuasively. The people
who succeed in the workplace are often the people who can convey their ideas bet-
ter than anyone else. (They’re also good networkers, which we discussed in Chapter
9, “How to Network: Hello, My Name Is...,” but we don’t want to get into that right
now.)

There are a few reasons you should consider becoming a published writer.

• It builds your personal brand—Not only will more people learn who
you are, but you will be seen as an expert on your published topic.

• You can share your knowledge, which helps you be seen as an expert
in your field—Your articles will be read by people in your industry or
in a market you want to be known in.

• You can find new sales or job opportunities—Just as we said blogging
will help you with this (Chapter 5, “Twitter: Sharing in the
Conversation”), writing for print can get your ideas and personal brand
in front of someone who needs your expertise. That can leverage into a
sale of your product, a speaking engagement, or even a job opportunity.

• You can make some extra money—Most print publications will pay
for articles, whereas blogs and online publications typically don’t.

• There are still plenty of people who read print publications, whether
they’re newspapers, magazines, or books—Although it may seem like
the whole world is going digital, print still has a large audience.

Publication Opportunities
While this book is primarily about social media and blogging, a writer can be
(should be) more widely published than just his or her own blog. In fact, there are a
lot of opportunities for people to be published. You could try to appear in thou-
sands upon thousands of print publications. You can get your foot in the publishing
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door in several ways, a few of which we’ll discuss here. Later, we’ll discuss how to
write a query letter, what rights you can and should offer, and how to get paid.

Believe it or not, there is an either/or thing going on with print writing. It’s much
harder to be a print writer because you’re trying to meet others’ standards, trying to
follow others’ editorial calendar, and trying to meet their readers’ wants and needs.

Before we get started, we want to make sure you understand that getting published
is competitive and difficult. A magazine typically publishes 12 times a year and
accepts only a set number of articles from freelancers. A newspaper can publish
anywhere from once a week to every day, and again, it has limited space. So
although our advice may sound like “write a story, submit it, collect $200,” it’s really
not that easy. You’re competing with other writers who also want to see their name
in print.

Our goal with this chapter is to show you the basics of where to publish, how to
submit for publication, and what you can expect, and tie it all back to your personal
brand. There are all kinds of websites, books, and magazines about the writing life
that discuss these topics in further detail. A quick check of the writing section of
your favorite bookstore, or even a quick Google search will turn up any number of
writing resources.

Tip
Get the book called Writer’s Market, published by Writer’s Digest magazine.
This is the writer’s bible when it comes to learning about things like publi-
cation rights, how to write a cover/pitch letter, what rates to charge, and
best of all, contact and submission information for nearly every publishing
house and periodical in the United States and Canada. If you’re looking for
the best place to pitch your article, you need the latest copy of this book.

Local Newspapers
There are any number of pieces you can write in your local newspaper, whether it’s
a guest editorial, an op-ed piece, a weekly column, or even a freelance news article.
If you live in a big city or your paper is owned by a media conglomerate, you may
have a tougher time getting a piece in there. But smaller towns and weekly newspa-
pers are always looking for well-written content. If you have a business-to-
consumer (B2C) business, publish how-to and advice columns in your local 
newspaper.
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Let’s say you run a personal finance business in a city of 30,000 people. You could
spend a lot of money on Yellow Pages ads, newspaper ads, and the like and spend a
lot of time going to networking events. (You should. Read Chapter 9.) But you can
also write a personal finance column in the paper, giving general (not specific)
advice on saving money, investing in stocks and bonds, paying taxes, and so on. The
upside is that the newspaper will get some well-written, informed content, and
you’ll be seen as more of an expert by your potential clients (people in your mar-
ket) because you’re “in the paper.”

Send a query letter to the editor of your local paper (we’ll discuss a basic query letter
later in this chapter), or if your city has a larger newspaper, submit the letter to the
editor who manages your chosen section. Pitch the idea of the column to the editor,
and include a couple of sample columns you have written “on spec.” Make sure you
read the paper for several days or weeks so you get to know their style and tone
first.

If you are writing a single story, you may want to pitch your story idea to the editor
in question, especially if you’re not an established freelancer. Then you’ll know
whether you need to devote the time and energy to writing the article, rather than
hoping your hard work gets accepted. (This is why a lot of writers get into blogging.)

If you aren’t having much luck with one newspaper, there are likely others in your
area, both smaller and larger. What about the next city or town over? How about
weekly newspapers? Or smaller dailies? Once you start building a reputation as a
decent newspaper writer in other cities, your local newspaper is more likely to con-
sider working with you.

Business Newspapers
Some cities and regions have dedicated business newspapers, which is great for
people in business-to-business...uh, businesses (B2B). These newspapers are filled
with news for the different businesspeople and industries in the city they serve.
Articles analyze the economic progress of the city, real estate, business growth, and
development. They discuss who’s joining what company, which companies are
merging or expanding, and the political issues that affect local businesses.

If you work in a B2B business, you want to get your information in front of the
executives who read the paper (according to a 2009 Forbes/Google study most 
C-level executives over the age of 40 don’t read blogs,3 but they’ll still read the busi-
ness newspaper), so getting published here is a great step toward becoming an
established writer.

3 http://www.forbes.com/forbesinsights/digital_csuite/index.html
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Our friend, Bruce Hetrick, owns Hetrick Communications, an Indianapolis PR and
marketing communications firm that specializes in “good work that does good”
companies (health care, higher education, philanthropy, and nonprofit organiza-
tions). In a rare bridging of the PR/journalism chasm, Bruce also doubles as a
columnist for the Indianapolis Business Journal, the local business newspaper. But
rather than talk only about PR/marketing or even client-category subject matter,
Bruce writes about bigger issues, whether it’s the environmental benefits of living
downtown instead of the suburbs, how BP handled (read: mishandled) its crisis
communication, the importance of nonsmoking initiatives in the state, and even
lessons he learned driving his sons to college one fall.

Bruce has earned a city-wide reputation for being a business thought leader just by
publishing his column twice a month. He is often asked to serve on nonprofit
boards, to pilot nonsmoking initiatives, and to participate in city-wide corporate
events.

The biggest benefit? Some of Bruce’s clients are the biggest in the community, all of
whom trust him because he writes thoughtful commentary in the city’s most
respected business news publication.

(Let’s circle back to our opening section for a second to make its point: Did Bruce
do anything special to earn these business leaders’ trust? Did he change his ideas or
behave differently to earn it? No, he kept doing what he was doing, but he had a
printed platform in which to share his ideas.)

Finding a column or article writing opportunity here works just like it does in
newspapers. Read the publication to get a sense of the tone and style, send a query
letter to the editor pitching your idea, and include some spec column samples if
necessary.

Scientific Journals
It doesn’t matter what industry you’re in, most established industries—scientific,
manufacturing, and professional (doctors, lawyers)—have a journal. There are jour-
nals in the engineering and agricultural fields and most academic studies.
Generally, if you work in the research side of any of these industries, you probably
already get your industry’s journal. This is also the place for you to become known.

In fact, most college departments require their professors to publish at least once a
year in a peer-reviewed scientific journal to get tenure. It is rare for a nonacademi-
cian or nonindustry person to be published in these journals. That’s because these
publications have rigorous, demanding standards that you have to meet just to be
considered for publication. They’re certainly no place for people who want to sell a
product or provide professional advice. However, if you can be published in your
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industry’s trade journal, you’re at the top of your industry mountain and are a rec-
ognized authority.

Being published in a journal is different from being published in a newspaper.
Rather than pitching a query to an editor, you write the article and submit it to the
journal. There will occasionally be a call for papers, although some journals do
accept submissions. Be sure to check your journal’s submission guidelines. Also,
read several past issues to get an idea of the tone and writing style of the journal.
Past articles are good indicators of the kinds of articles the publisher will accept.

Specialty Magazines and Newspapers
A step down from the journals in terms of rigor and stuffiness, a lot of industries
have their own trade newspapers and magazines rather than the more scientific
journals.

When Erik worked in the poultry industry, he used to receive stacks of magazines
and specialty newspapers each month about production, processing, equipment,
overseas issues, and regional issues in that industry. There were magazines from
Illinois and Arkansas, England and Holland. Several of these trade magazines used
content from people in the field, including companies that sold poultry production
products, because they were the ones most knowledgeable about the industry. The
only caveat was that the articles couldn’t be commercial—that is, nothing about
their own products or services. Sure, the articles could answer questions about
problems that only their products could solve, but they had to be advisory or edu-
cational in nature, not commercial. So Erik wrote a couple of articles about prob-
lems that his product just happened to be able to solve. From that, he was able to
generate some sales and tradeshow recognition (“Hey, weren’t you in that poultry
magazine?”) from them.

Do a Google search for the name of your industry and “trade journal” to see if there
are any magazines or journals for your field. Subscribe to them, and figure out if
you can contribute articles. Some of these journals or magazines only hire writers,
and some of them take “contributor” articles (that is, other readers).

If you work in an industry that is closely allied with other industries, see if your
content would fit in their publications. Table 11.1 has some allied industry sugges-
tions to get your mind thinking in that direction.

By crossing over into these allied industries, you accomplish two things:

• You find a new niche audience who may need your product or 
service—By establishing yourself as the expert in your field as it relates
to their field (as opposed to trying to be an expert in their field), you
become much more useful and trusted.
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• You stop preaching to the choir—It’s a common desire to want to be
seen as the expert among experts in your own field. We do it, too. Some
of the content we create is designed to outdo other social media
experts—

@edeckers: But I am better than you.

@kyleplacy: Older doesn’t always mean better.

—or to see if we can write about a topic first and get everyone else to
jump on the bandwagon. However, we’re not going to be hired by other
social media consultants. And you’re never going to get work from other
direct mail firms, other business bankers, recycling plants, or insurance
agents. (Well, almost never. See Chapter 9 on networking.) So don’t
worry so much about trying to impress them, except at the national con-
vention.

Hobby Publications
These are a good place to pursue writing about your personal passion or hobby.
They let you practice your writing (in addition to your personal blog, if you’re
already doing that), you can learn more about your particular topic, and if nothing
else, they give you another notch on your writing belt.

Some hobby publications are a little less stringent than other types of publications
we’ve mentioned earlier. That’s not to say they’re lax and willing to accept any
schlock you throw at them, but they’re a little more willing to accept your contribu-
tions, especially if you’re still new at the writing game. They’re a great way to build
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Table 11.1 Article Ideas for Crossing into Allied Industries

Your Industry Allied Industries Article Ideas

Direct mail Nonprofits, magazines,
banking, restaurants

Save money on direct mail costs; increase
profits, increase customer base or
donations through direct mail

Business banking Small businesses How to apply for credit lines, using
business lines of credit to expand your
business, tax implications of business
credit

Recycling Construction, city
governments

City recycling programs, construction
recycling programs

Personal insurance Small business owners,
entrepreneurs, farmers

The importance of insurance for
entrepreneurs, how farmers can save on
insurance

Wow! eBook <WoweBook.Com>



ptg

up your writing portfolio as you go for bigger and better paying writing gigs. Some
of the premier hobby magazines publish articles from the leading practitioners of
the hobby, so you’re going to have a tougher time breaking in to those.

Submitting to hobby publications is just like submitting to other publications we’ve
discussed: Submit a query letter, and pitch an idea to the editor. If you’re blogging
already, be sure to tell the editor about your blog. Although this is a good strategy
for any writing you’re doing (except maybe for the scientific journals), it may be
more helpful for hobby publications because you can demonstrate your expertise
and authority in that field.

Major Mainstream Magazines
This is the pinnacle of magazine publishing. If you can make it in the general inter-
est magazines—Time, Newsweek, Better Home & Gardens, Sports Illustrated,
Entrepreneur, BusinessWeek—that’s really saying something. The articles in these
magazines are the highest caliber, the writers are the best in their field, and the pay
is some of the highest in the industry.

But the competition is intense, and some of these publications don’t even accept
freelance submissions. So be sure to check out the writers’ guidelines before you
submit a query or pitch an idea here. You also want to make sure you have publish-
ing credits in other publications before you submit to the major magazines.

Go Horizontal Instead of Vertical
There are publications geared toward people who work in a particular segment that
can be covered horizontally, rather than vertically, like we’ve just discussed. For
example, there are trade magazines for people in the retail industry, such as lumber
yards, grocery stores, electronics stores, liquor stores. There are trade magazines for
people in all levels of IT, people in different facets of marketing, and people in dif-
ferent positions in the restaurant industry. An article such as “How to Save Money
on Credit Card Processing” would work for any magazine in the retail industry.
“Direct Mail Still Improves ROI” could fit in any marketing trade magazine.

Note
A “vertical” refers to a particular industry or market, like a “publishing

vertical” or “automotive vertical.” If you sold software used only by book
publishers, you would sell to the “publishing vertical.” Going “horizontally”
means you have a product or expertise that spans all verticals, like market-
ing or accounting.
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The nice thing about these types of magazines is that you can easily tailor one arti-
cle to each niche and have it run several times without being read by the same peo-
ple. Your article about lowering credit card fees for restaurants can be recycled as an
article about lowering credit card fees for lumber yards, grocery stores, and liquor
stores.

This is also a favorite trick of freelance writers: Build one story from scratch, retool
it for a different publication and market, and generate some additional revenue out
of it. We discuss ownership rights later on, so be sure you haven’t signed over all
rights to an article. Be sure to read the magazine’s contract for mention of intellec-
tual property rights and republication rights.

Tip
Most magazines hate simultaneous submissions. They don’t want you to
publish identical articles in different magazines. They don’t even want you
to submit the same article to different magazines. Also keep in mind that
some magazines don’t like reprints, although most will accept them. Check
out the “Publication Rights” section later in this chapter to see what kinds
of conditions you can and should sell your articles under.

Build Your Personal Brand with Your Writing
The one problem associated with writing B2B articles is if you’re a completely gen-
erous team player. Your company would get all the credit for your work, your
expertise, and your knowledge while you get the byline. Getting the byline is impor-
tant, but sometimes you may end up giving away the credit that should build your
brand. We’ve talked to people who have written extensively for trade publications,
but they later realized they have not reaped any of the benefit. Sure, they get an
item to put on their resume, an article to include in their personnel file, or some-
thing to get more writing opportunities. But when it came to building their per-
sonal brand, they missed out on an important opportunity.

Doug Karr said that when he worked for a newspaper publisher as a database mar-
keter, he wrote extensively for trade publications about database marketing in the
newspaper industry. The problem was, said Doug, he always wrote about the great
things his employer was doing, even though he was the one doing it all. He wrote
the articles about the company’s efforts, without alluding to any of the work he
had done.
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Doug said that when the time came for a job search and he wanted to tell people
about all the great stuff he had been doing, all of his articles—his “proof”—showed
that it was a company effort. In fact, he found that although other people in his
industry knew about the database marketing his old employer had been doing, no
one realized that he had been the one to do it all. As such, he didn’t get the benefit
to his personal brand by taking more ownership of what he had written, and he
may have missed out on several job opportunities because no one in the industry
knew his accomplishments and reputation like he had hoped.

“I think people need to be a little more selfish when it comes to this,” Doug said. “I
think if I had to do it over, I would talk about my efforts more, so people knew it
was me who did the work. That would have helped me in the job market more.”

Although this may be a tough line to walk—how do you talk about “my” efforts ver-
sus “my team’s” efforts without sounding like a glory hound?—it’s at least important
to take some ownership of your knowledge and experience in your articles, whether
you’re writing the article in first person, using personal anecdotes, or even mention-
ing your efforts in the byline. Remember, this isn’t just about adding a single line to
your resume; it’s about building your personal brand and authority within your
field.

If the magazine publishes a bio section, you will also get a chance to talk about your
accomplishments. You can at least take credit there by saying you led the efforts,
worked on the project, or managed the team that did everything you described in
the article.

So it is important that you continue to promote accomplishments like this to your
network. Twitter messages and Facebook status updates like “So excited to see my
latest article in Marble Collectors Digest yesterday” with a link to the online version
are more than acceptable. Then, assuming your network includes a bunch of marble
collectors, others will see the article and associate you with it.

Promoting your published articles this way, especially if you have online versions to
link to, is no different from promoting your blog posts and other accomplishments.
(See Chapter 5.) Treat them the same way, but point out that they’re also available
in print. As long as the people in your network are seeing them, you’re going to get
more benefit out of them than if you limit your publication accomplishments to
just your resume.

Finally, don’t forget to publish your Twitter handle or your main website in your
byline so people can find you online. Make sure you write a really tight bio on your
website, in your Twitter profile, and in your article.
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Publication Rights
It’s important that we touch on publication rights briefly here, although you’ll want
to do more reading on this via other resources, like Writer’s Digest or any of the
thousands of online writing resources. You can offer several basic types of rights:

• First North American serial rights (FNASR)—These are rights you
offer to a publication in North America that lets them publish it for the
first time. These rights tell the publisher that you’ve never published
this piece anywhere else. The work cannot be reprinted in another for-
mat or outside of North America. Often (but not always), FNASR
excludes electronic rights.

• First rights—These specify that a publication has “first use” of the
piece, but it isn’t limited to print publications. Electronic markets, like
websites, use first rights.

• Second rights or reprint rights—Second rights are the publication
rights you can give to any other publisher after you have sold FNASRs,
but you can publish the piece simultaneously.

• One-time rights—These let a publication use your work once, but not
first, and sometimes simultaneously. These are similar to second rights.

• Electronic rights—Most writers try to avoid electronic rights, because
it means there is no difference in the format where your work is pub-
lished (database, website, blog, article site). Sometimes the article
becomes exclusive to the publisher, which means you can never repub-
lish it anywhere else.

• All rights—This means a publisher buys every instance where your
piece could be published—electronic, print, you name it. Writers should
avoid these rights whenever possible, but if you can’t escape it, figure
out how much you realistically could get for the piece over several
years, and charge that much.

Many publishers have their own contracts they require writers to sign before they
accept your material. Some magazines do not negotiate on the publication rights
they give the writers. So when a publisher accepts a piece for publication, you need
to consider whether you’re willing to live with their terms, especially when being
asked for electronic rights or all rights. (Source: Writing-World.com4)

239Chapter  11 Gett ing  Pub l i shed: I ’m an Author !

4 http://www.writing-world.com/rights/copyright.shtml

Wow! eBook <WoweBook.Com>

http://www.writing-world.com/rights/copyright.shtml


ptg

Create Your Own Articles Niche
In Chapter 3, “Blogging: Telling Your Story,” we talked about how to find your own
writing niche. We also talked about the importance of creating a rather narrow
niche so you could be known for something.

Note
Remember, a general topic might be cooking, a narrow topic might be
Italian cooking, but a niche is something like “Gluten-Free Italian Cooking”
or “Finance —> Personal Finance —> Personal Finance for Generation Y.”

When you’re blogging, you can just write whatever you want, and your readers will
follow you and love you. But the readers of a print publication want all kinds of
things and might abandon a publication if they’re not getting what they want. Also,
bloggers have a personality and tone that readers respond to. Most print publica-
tions have their own personality, rather than the writers’, so that’s a big difference
when considering your readers and writing outlets.

The point we’re trying to make is that it’s not always necessary, or even a good idea,
to focus on a single niche all the time. If you’re that gluten-free Italian cooking
writer, you’re going to find very few opportunities to write about gluten-free Italian
cooking for different publications.

There will be industry health magazines, local parenting newspapers, and even
national cooking magazines. But you can’t publish the same article over and over.
(Editors hate that and will blackball you for it.) However, you can recycle articles
and reprint them in different publications; keep in mind, though, that there are only
so many publications that are looking for your particular niche.

In this case, it may be more important to widen your niche a little bit. Don’t focus
so narrowly on a single type or country of origin of food. Rather, stick with gluten-
free cooking, and you can talk about a variety of topics. For example, you could
publish these articles in different newspapers or general interest magazines to fit
the editorial calendar, or even the same publication:

• Gluten-free cooking for new Celiac sufferers (general)

• Gluten-free cookies for the holidays (holiday season)

• Gluten-free tailgating ideas (football season)

• Gluten-free romantic dinner ideas (Valentine’s Day)

• Gluten-free cookout ideas (summer)
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See, we haven’t even talked about Italian food, but there are five ideas for different
publications without once burying our head into our niche.

And the added benefit of doing this is that you’re establishing a more impressive
reputation as a gluten-free writer, and not just a gluten-free Italian cooking writer.
And if you ever pursue those speaking opportunities, book opportunities, or the
chance to appear on the various news and cooking shows, you’re going to land that
as the “gluten-free writer who likes Italian cooking.”

Getting Started
Being published is just like getting a job. (Skip ahead to Chapter 12, “Personal
Branding: Using What You’ve Learned to Land Your Dream Job,” if you don’t believe
us.) You have to find a possible opening, send in your resume (your query letter),
have an interview (your completion of the writing project), and be paid. (And in
some cases, you may actually be asked to send in a real resume and do a real inter-
view.) Here are the basic steps to follow once you have the confidence to take that
first writing step:

• Do research first—Once you figure out which kinds of publications to
write for, don’t just submit an article to the editor. Maybe they don’t
publish the kind of article you wrote, or they just published a similar
one last month. Get back issues of the publication, and see what kinds
of stories they write and whether anyone has written about your niche
before.

• Get the writers’ guidelines—Each magazine has writers’ guidelines.
The ones that have joined the 21st century have them online. But the
older ones may make you send a self-addressed stamped envelope
(SASE) to get them. Once you get the guidelines, follow them exactly! If
they say to submit a query letter but no article, then submit a query let-
ter without an article. Deviating from the guidelines will mean a certain
literary death.

Editors can be cranky and finicky—
@edeckers: Not ours, of course.

@kyleplacy: Absolutely, not ours.

—and if editors see you deviating from their guidelines, they’ll toss
your submission into the trash can without the slightest twinge of
remorse. Editors are often asked what their biggest pet peeve is. Almost
all of them say getting queries and articles that don’t follow the writers’
guidelines.

@edeckers: It’s death, I tell you! Death!

@kyleplacy: Settle down.
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• Write a solid query letter—This is the “resume” we referred to earlier.
There are certain pieces of information you need to include in a cover
letter or query letter.

Note
A cover letter is included with an article submission. A query letter asks if
you can write or submit an article.

Include a paragraph about the article you want to write and what you
want it to be about. Next, cite your experience as an expert on that
topic. Third, cite your experience as a writer on this topic. (This is
where personal branding comes in handy.)

Several websites, magazine articles, and books discuss the best way to
write a query letter. Refer to them for the particulars of the language
and information to include or exclude. We especially like Writer’s
Digest, which we mentioned earlier in the chapter. You can pick up a
copy of it at your local library or bookstore.

• Do the work you’re supposed to—This is your “interview.” Not only
does the editor want to see if you can write, she wants to see if you can
follow instructions. If you write a good article, you’ll get the byline and
the paycheck. If you don’t follow instructions, your story may not even
get published, and you won’t get paid. Which brings us to our next
point...

• Invoice immediately—You’re a professional now, so act like one. Don’t
wait for a publisher to pay you; send an invoice. In fact, send it with the
work if you can. Although some magazines already have a well-
established system in place, don’t wait for them to show you whether
they do or don’t. Send the invoice and make sure you are paid on time.
If you are not paid right away, send another invoice. If the magazine
fails to pay, don’t accept any more work from that magazine until you
see your money. Treasure the relationships you have with the ones that
pay immediately, and drop the ones that don’t.

• Once you establish your reliability, you may be able to pitch other
ideas to the editor—It’s important to feel the editor out first, though.
Make a couple of basic suggestions for other article ideas via a query
letter or email. See if the editor is receptive to the idea. If she is, and you
can continue to provide solid ideas that are up to date and follow the
editor’s editorial calendar, you become a valuable resource. (Remember
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how we talked about being a valuable resource in other chapters?) The
more valuable you are, the more the editor will rely on you.

• Continue to network with the editor and staff—Don’t be a pest, but
don’t be a stranger either. Keep in touch with these people via LinkedIn
and Twitter, if they use them. And when they leave for another publica-
tion, keep in touch. If they loved you for their old publication, they’ll
love you for this one, too. At the same time, you’ll need to start over
with the new editor at square one. Keep in mind that although your old
editor thought you were a valuable addition to the magazine, the new
editor has his or her own vision, and you may not fit it. Don’t take it
personally if you don’t.

Getting Paid
Writers are paid. They write for money, not for exposure, for contributor copies, for
the promise of more money at a later date. And despite what sites like
ClientsFromHell.net (see Figure 11.1) may make you think, most editors are a good
and fair bunch of people who want to see their writers fairly compensated.
@kyleplacy: Absolutely. So good they’re fattening! And very

fair!

@edeckers: And good looking, too. In fact, the best looking

of any editor there ever was.

@Que_Editor: Guys, forget it. You already signed the

contract.

Note
Contributor copies are free copies of the magazine your article is published
in, presumably so you can give them to all your friends and family.

However, there are two things you need to know about writing professionally. First,
writing for magazines and newspapers is a tough way to make a living. The pay is
not very lucrative, and you’re going to work harder doing this than you would with
a regular 8–5 day job. However, from a personal branding standpoint, writing pro-
fessionally is worth the time and effort.

Second, you’re not going to make very much money in the beginning. You’re going
to have to establish yourself and prove that you’re a great writer and that you can
turn out high-quality material on the deadlines.
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You have to pay your dues for a while. That’s a given. It may suck, and you may
think you’re beneath it, but you’re going to have to put up with it. However, depend-
ing on how good you are—don’t make this assessment yourself; ask one of your
brutally honest friends—your dues-paying period can be shorter or longer.

There are a few reasons why all new writers have to pay dues:

• Every writer and editor before you did it—They didn’t get to exact
revenge on those older writers and editors, so they have to take it out
on the newbies. That’s you.

• No one knows you—They don’t know if you suck or if you’re awesome.
You need to prove your worth by being easy to work with, turning your
work in on time, giving editors exactly what they want, and being a
good writer.

• You’ll be paid what you’re worth—As you prove that you’re better than
the others, you’ll get more money. As you prove that you’re more reli-
able than the others, you’ll get even more money. And as you prove that
you’re better at this and know more about the subject matter than any-
one else, you’ll get even more money than that.
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Figure 11.1 People who offer you a chance to write for “exposure” sometimes have
more grandiose expectations of what you’re going to get.
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This is personal branding in a nutshell. You need to prove that you’re as awesome as
you—and we—think you are. The only way to do that is by doing what it takes to
succeed in this or any other business. Do that, and you’ll start reaping your rewards.

The Myth of “Exposure”
Having said all that, you will reach the point where you should not only ask for
money, but expect it. You will reach the point where you should only be writing for
money. You’ve proven yourself and made a name for yourself, so money should be
the only form of payment you receive.

This means you should turn down those who say they’ll give you “exposure” instead
of money.

“We can’t pay you, but you’ll get great exposure” or “You’ll get a great article for
your portfolio.”

Turn these people down.5 If you’re getting paid decent money for your articles, you
are beyond the need for all the benefits that “exposure” will get you. If you are get-
ting top dollar for your articles, you’ve probably stopped clipping articles for your
portfolio months ago. Erik has had exchanges like this with editors of small publi-
cations before, and they all usually end the same way:

Erik: How much do you pay for publication?

Editor: Well, we give you five free copies of our magazine.

Erik: And...?

Editor: Uh, and you get some great exposure for your

writing.

Erik: Sorry, my supermarket doesn’t let me pay for

groceries with "exposure."

Editor: But more people will hear about you, and you can

secure paying gigs in the future.

Erik: Or I could secure paying gigs right now.

We don’t advocate writing for exposure once you have several published articles
under your belt. Exposure is fine and all, but it doesn’t pay the rent, and you can’t
eat it. We’ve been offered “exposure” by magazines with print runs that are meas-
ured in the hundreds. We have to wonder just how good that exposure could actu-
ally be. (Most of them fold a few months later.)
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5 Okay, there may be a few times you don’t want to turn them down. They’re your friends, or it’s
a startup publication that you want to see do well, or it’s a nonprofit, or something noble and
good. Or The New York Times. At the very least you should get lunch out of it. Just remind
them that you’re beyond exposure so you can feel like a big shot.
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Do’s and Don’ts of Writing for Publication
There are a few do’s and don’ts to writing for publication, just like for anything you
want to pursue. These are rules handed down from writer to writer, article to arti-
cle, book to book, website to website.
@edeckers: There, I worked in digital publishing. Are you

happy?

@kyleplacy: Deliriously.

We have found that while most professionals are sticklers about the rules in their
industry, publishers and editors are adamant about these. Ignore these rules at your
peril.

• Do read the writers’ guidelines—That’s the best indication as to what
the magazine or newspaper will accept from writers. These publications
don’t want new ideas, new topics, or new subjects.

• Do proofread everything—This is especially important when you’re
submitting your first query letter. Remember, you’re submitting a story
idea to a professional wordsmith. Editors take language and spelling
seriously and will not look favorably upon a submission with even a
single misspelling. That’s not to say they’ll pitch the article they agreed
to purchase for a single typo, but even then you want to avoid them.

• Do read your submitted pieces out loud, including your initial query
letter—This will help you spot any errors or double words, like “the the.”

• Do meet all deadlines—Nothing makes an editor go crazy like a writer
who can’t meet his or her deadlines. If you have a problem with time
management and can’t even meet the simplest deadlines at work, you may
want to reconsider whether you should go into writing. At the very least,
find a time management system and get better about meeting deadlines.

• Don’t get creative, wacky, or funny with your submissions, because it
won’t make you stand out in a positive way—Just print your letters
and your articles on plain white paper. There are websites that detail
horror story after horror story of weird submissions to publishers and
editors. And from what we have seen, if you just print your submissions
and articles on plain white paper, you will stand out from a majority of
the submissions they receive. Emailing is another acceptable option. Be
sure to check the writers’ guidelines to see whether your publication
will accept email submissions (most of them do, but double-check).

• Don’t get married to your words—Don’t think of them as your babies.
Don’t refuse to be edited. Even the best writers in the world are edited
to a degree. If anything, an editor makes your writing better.
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• Don’t plagiarize—We shouldn’t have to say this, but you would be sur-
prised at the number of people who lift entire articles from other
sources, thinking they won’t get caught.

@kyleplacy: It was the best of times, it was the worst

of times.

@edeckers: No! That’s been done before.

Erik once caught the assistant editor of a weekly newspaper in Canada
who had copied one of Erik’s newspaper columns. Erik found him by
doing a basic Google search on a unique phrase in that particular col-
umn, and this was before Google and search engines were so exten-
sively used. Erik told the guy’s publisher about it, and then pleaded for
leniency on behalf of the offending writer. The offending editor wasn’t
fired, but he lost his newspaper column and was suspended without pay
for two months.

• Don’t stray from the writers’ guidelines—We know we already said it,
but we can’t say it enough. Nothing will get your query letter or article
thrown in the trash faster than straying from the writers’ guidelines.

How Can Our Heroes Turn to Writing for
Publication?

• Allen (influencer) spent 14 years working for a marketing agency and
is considered a veteran of the industry. He has a good idea of what
works and doesn’t work and could write articles for the different mar-
keting magazines. These magazines are usually read by other mar-
keters, whether or not they’re in agencies. Another possibility is to
publish basic how-to articles for small business magazines and
Chamber of Commerce publications—things that the do-it-yourself
marketer would benefit from. These may also help Allen catch the eye
of agency owners and business owners, which is important, because
Allen is looking for a job.

• Beth (climber) has a plan to become the chief marketing officer of an
insurance company. One way to prove that she knows her stuff is to
publish marketing articles—especially case studies of her company’s
own marketing efforts—for trade publications. Beth will actually get
two things out of this. First, she can bolster her reputation among other
marketers, some of whom may want to recruit her as she climbs her
way to the CMO job. Second, she can be noticed by other C-level exec-
utives who will want to hire CMOs. Her case studies will let her show
off her past work in a public setting. If she uses these articles and her
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social networks, she can get her name in front of those C-level execu-
tives on an ongoing basis.

• Carla (neophyte) is a former pharmaceutical sales rep who is out of
work but is trying to find a fundraising or program director position at
a nonprofit. Publishing in trade journals may not make as much of an
impact, although it’s something she should consider. Blogging may be
her better and more effective outlet for showing how well she under-
stands the nonprofit field. However, she could write career advice pieces
aimed at college students who want to go into sales, especially in the
pharmaceutical industry. She can also write sales advice columns for
business magazines.

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. Darrin has a few industry
options, like publications geared toward chief information officers
(CIOs) and IT networking professionals. These tend to be more newsy
than how-to focused and will often rely on reviews of products. Darrin
can create the “product reviewer” as part of his personal brand and
review different products and services. This will do two things: 1) set
him up as someone who is always forward looking and willing to try
new ideas and products, and 2) plug him into beta releases of software
and hardware. He’ll know what’s coming down the pike months before
the general IT community will. So when he’s not writing these kinds of
articles for print, he can write them for his blog and get a boost to this
part of his brand. The upshot is that for less than double the amount of
effort, he gets twice the benefit.
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12

Personal Branding:
Using What You’ve
Learned to Land
Your Dream Job

Let’s just get this out of the way: If you start networking
for your new job on the day you were let go from your last
job, you’re already behind.

If you’re out of work, looking for work, and trying to create
your personal brand to help you do it, you should have
done this during your previous job. But it’s not too late, not
by a long shot. You’re just going to have to develop your
network much more quickly.

If you’re still working, you need to start putting the lessons
in this book into practice right now, today. You need to
start laying the groundwork for your next job while you
still have an income, not while the pressure of taking care
of you and your family is looming over your head, stress-
ing you out.
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Whether you’re happy in your current job or searching for your next gig, you need
to start planting the seeds now for a professional network that can reach potential
employers and colleagues who will give you solid job referrals. Building this type of
network takes time, and you want it in place before you really need it.

We have both received calls from people who are looking for work, wondering if we
can help them, know of anything, and even introduce them to other people they
should talk to. We’re always willing to help as much as we can, but it can sometimes
be difficult to be helpful when we’re given short notice.

Erik once received a call from an acquaintance a few days after he was let go from
his old position.

“I’m reaching out to the people in my personal network to find a new job,” said
the guy.

“Who does that involve?” asked Erik.

“The people I used to work with,” said the guy. The problem was he came from a
fairly closed system—no outside networking, no outside meetings. In short, the only
people the guy knew were just as professionally isolated as he was.

But if you don’t have a job at this moment, there’s still time to network. (We’re just
trying to scare the hell out of the people who already have a job and are wasting
time watching reality TV night after night.) Building your network to find potential
employers and job referral sources takes a few months, and if you’re wondering
about your next paycheck, this can be a scary time.

Still, you need to start building that network because 1) you might get lucky and
find something right away, and 2) you want to have the network in place so when
you’re looking for another job, you don’t have this long and expensive ramp-up time.

Remember, building your personal brand is really about building relationships. You
need to build and maintain those relationships over weeks, months, and years, both
online and offline. Use your social media presence to build your brand and expand
your network to help with your job search when the time comes.

Our friend Jack1 has benefitted from having a strong social media presence and
landed a couple of jobs that way.

A Fortune 100 corporation hired Jack for a social media position after reading his
blog. He wrote regularly about how social media humanizes a brand and builds
community with its customers. The corporation just happened to be launching a
social media initiative at the same time, and it liked what Jack wrote.

1 Not his real name, but he’s really our friend. No, seriously.
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In the interview, the director of global Internet marketing told Jack that he was
impressed with his blog and thought Jack had the knowledge to help him launch
the company’s global social media initiative.

Jack’s blog basically positioned him as the thought leader for leading the corpora-
tion’s new initiative the company was launching. He said he got the interview
because someone within the company had been reading his blog and passed the
information to the global Internet marketing director.

In fact, the only time Jack said he presented a resume was during the interview,
when he and the director discussed other points of his professional background.
Jack ended up getting the job and worked for the company for several months on
the new initiative.

And while we were writing this chapter, Jack was contacted by a rather large Internet
marketing solutions provider about an internal PR spot. Jack submitted a formal
resume but was told by the marketing communications director that he had looked
at Jack’s social graph (the sum total of social media assets he had on the web).

It turns out the two were already connected on LinkedIn, so the marketing commu-
nications director studied Jack’s profile, his blog, and other social media informa-
tion. He also looked at Jack’s work for a nonprofit association and the work he did
for the Fortune 100 corporation. Although Jack didn’t get the job, he did make it to
the final round of the interview process and thinks he wouldn’t have made it that
far if he hadn’t had the original connection with the marketing communications
director.

This is what the previous 11 chapters have been leading up to. This is where your
personal branding efforts are ultimately going to pay off. Using these tools, you’re
going to have a better opportunity to find and land the job you want in the industry
you enjoy.

This is why you need to treat social media as a networking tool, not just a fun way
to play Pirate Clan or organize hookups, club hopping, and pub crawls. You need to
be your own marketer and create your own buzz.

If you can create enough buzz about yourself, employers will start to imagine how
much more you can do for them.

Using Your Network to Find a Job
We were pretty confident about Jack landing this new job, because he and the
marketing communications director have been connected on a few different social
networks for more than a year. They’re well aware of each other, have followed each
other’s progress, and keep up with each other online. In fact, Jack first connected
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with the marketing communications director before he took the position at the
Internet marketing company.

Even though he didn’t get the job, the fact that he made it that far into the com-
pany’s hiring process says a lot about the online connections he was able to make. It
wasn’t a position he sought; rather, he just happened to be connected to the right
person at the right time.

We’ve mentioned before about social media being “faith-based networking.” The
idea that you will meet the right person with the right opportunity at the right time.
Of course, this doesn’t just magically happen. You have to be present and participate
for a long time before that right person with the right opportunity comes along.
Just like the athlete who spends countless hours practicing her sport, you need to
spend countless hours creating and promoting your personal brand. Those hours
will eventually pay off by connecting with, not the first person, not the tenth per-
son, not even the hundredth person, but with the person who is your thousandth
connection.

And you can’t rush these things. So, no cheating.

Twitter: Make Job Connections in 140 Characters
This is one of the times it’s okay to talk about yourself more than a little. (See
Chapter 5, “Twitter: Sharing in the Conversation.”) If you’re job hunting, feel free to
tell your Twitter friends. Ask them to keep an eye open for any position that
matches your skills and experience. Direct them to your LinkedIn profile, your
blog, and your online portfolio (if appropriate and available). A lot of your industry
experts will know about job openings that may not hit the job boards or may not
even be widely known within the hiring company yet.

Tweet a variation of this message more than once or twice a week, and ask people
to send you a direct message if they have anything. Ask them to retweet your
request.

Warning
Do not tweet, post Facebook updates, make LinkedIn updates, or otherwise
publicly tell your social network you are looking for a new job while you are
still employed. Erik knows someone who did this. Her employer helpfully
gave her an additional 40 hours a week to focus on her job search.
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Use LinkedIn to Make Job Connections
While we were writing this chapter, Erik was asked by a freelance writer to intro-
duce her through LinkedIn to a hiring manager at a publishing house. What was
interesting was that Erik didn’t even know the person he was supposed to introduce
the writer to. But he knew someone who knew the hiring manager (HM).

The request originally came in from LinkedIn, where both Erik and the writer were
connected. She was able to see that Erik was connected to the HM by reviewing his
connections, by two degrees. In other words, there was one person between Erik
and the HM.

So she sent Erik a Get Introduced request, which not only had a message to the
HM, but another message asking Erik to make the connection. He then forwarded
that on to the person he was connected with, who then forwarded it on to the HM.
The connection was made, the writer sent her resume, and we’re waiting to see what
happens next.

One of the great things about LinkedIn is that you can see who knows whom, who
is connected, and what they do for their employer. You can make the decision about
who to connect with.

The Art of the Connection

Making a connection on LinkedIn is an important part of the job search process.
For one thing, you don’t want to go peppering your entire network about whether
they know of any job openings. It’s okay to ask them once or twice a week, but bug-
ging them day after day is bad form and will get you unconnected and ignored as
fast as any spammer.

(A LinkedIn connection is someone in your LinkedIn network. LinkedIn measures
your total network by degrees of separation. Kyle and Erik are directly connected,
so they are “1st degree connections.” If you know Erik but not Kyle, you are a “2nd
degree connection” to Kyle, through Erik. Figure 12.1 shows how you can be con-
nected to someone in your network.)

Asking your networking contacts for a connection is a tricky process. For one thing,
you may ask your best friend to connect you with one of his contacts (someone you
don’t actually know), but addressing him like you would in any other email may not
be appropriate. Figure 12.2 is a good example of what not to say to your friend in
an introduction request.
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The person you’re ultimately connecting to will see this note to your contact. So it
needs to be as professionally written as your cover note to your final connection.
This means spelling, grammar, and punctuation have to be perfect as well. In fact, if
it helps, write your note in a word processor, edit it a couple of times, and then sit
on it for 24 hours. Edit it one more time, and then send it. Do this for both notes.

Your contact may be able to have a few errors in his note, but you can’t afford that
luxury.
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Figure 12.1 LinkedIn will show you how you’re connected to someone else in your net-
work. This way, you can ask for an Introduction request, or in some cases, connect with
someone directly, and send a message that says, “We’re both connected to________.”

Figure 12.2 This is an example of what not to write in an introductory email. It 
doesn’t matter if your connection is your best friend. The person you are introducing is
going to see your note to your friend.
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If you need to, send a separate email to your contact telling him what you’re about to
do. See if he can recommend any strategies for dealing with your final connection.

Should You Connect Directly, or Ask for a Connection?

Isn’t it easier to contact someone directly rather than ask someone to ask someone
to connect you? Sure it is. But it’s not always more effective.

It’s one thing to connect with someone because you’re both in the same LinkedIn
group, belong to the same social network, or even are part of the same trade associ-
ation. You can always send a personal note that tells the other person how you’re
connected.

Tip
Don’t just use the default note that comes with your LinkedIn connection
request. Write a note about how you know the other person or why you want
to connect. Leaving the default note just shows laziness and may cause the
other person to click I Don’t Know This Person, which gets you in trouble
with the LinkedIn administrators. If this happens, your account will be
temporarily suspended until you read and sign an online form that says you
promise not to try to connect with people who don’t know you.

But what if that other person has no idea who you are? It’s not always a great idea
to try to connect with someone you have absolutely no connection with. It may be
seen as annoying, as intrusive, or as some cheap way to connect because you’re try-
ing to look for a job. (Sure that’s what you are doing, but you just don’t want it to
look that blatant.)

This is why asking a connection is going to be a better direction; you’re asking a
trusted acquaintance to vouch for you. By forwarding a connection request, an
acquaintance is, in essence, saying, “I know this person. This is someone I think you
should get to know, because it will be a mutually beneficial connection.”

This is why it’s important to only connect with people who you have actually met
or know, rather than just trying to amass as many LinkedIn connections as you can.
There are some people, known as LIONs, who want to connect with as many people
as they can.
@kyleplacy: What does LION mean anyway?

@edeckers: LinkedIn Obnoxious Networker.

@kyleplacy: Really? Are you sure it doesn’t mean Open

Networker?

@edeckers: To-may-to, to-mah-to.
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Basically, a LION tries to amass tens of thousands of connections. The problem is,
although they have grown this gargantuan network, they don’t actually know any of
the people in it. They’re not good connections for you if you’re trying to connect to
a possible hiring manager. Just as you don’t want to become a LION, you don’t want
to rely on one to make connections for you, like with a potential hiring manager.
LIONs generally don’t know everyone in their gargantuan network, which means
the other person doesn’t know them either, and that can hurt your chances. Avoid
asking a LION for help if it’s possible.

Use LinkedIn to Get Inside Info

The best way to find out about a company is to talk to former employees. You can
do a search for a company name on LinkedIn (select Companies in the drop-down
menu next to the search box, or click the Advanced button). Then you can look at
people’s profiles and pick the ones who used to work at that company. Try to pick
the ones who are closest to you in terms of degrees of connectedness.

Connect directly through the usual process by asking for introductions or by join-
ing an industry group and then connecting that way—we discuss these in Chapter
4, “LinkedIn: Networking on Steroids”—and explain that you’re trying to get some
insight into their former employer. Once you’re connected, ask some basic ques-
tions about life at the company, their areas of focus, the sorts of issues they regu-
larly faced, and a typical day at the company.

This strategy can be a bit risky if you do it the wrong way or ask the wrong ques-
tions. Make it clear that you’re not looking for gossip or secrets, but you want to
know some “day in the life” type of information. Ask the former employees things
like what you can expect if you work there, what the work climate is like, and what
the hot button issues are that you might be able to mention during an interview.

Don’t try to find out insider information or dig up dirt on your potential boss. Your
new contact may have a long-standing friendly relationship with this person, and
your nosiness can get back to the hiring manager in a few seconds.

Of course, if your contact happens to drop a little gossip about the person who
might ultimately be your boss, or why they left, don’t ignore it. Everyone has a bad
boss now and again, and if your information gathering reveals the person you’re
trying to work for is a tyrannical ego-maniac who could reduce Genghis Khan to
tears, it’s better you find out about it now than two weeks into your new job.

Creating a Resume
Your resume is basically a synopsis of your career, your high points, and your suc-
cesses. It’s evidence of your overall awesomeness, and it gives companies a reason to
bring you in for an interview.
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That’s worth repeating: A resume is not supposed to get you a job; it’s supposed to
get you an interview.

We’d love to say that you could have Jack’s luck and connect with people online—
@edeckers: Actually, we are saying that. That’s the point

of the whole book.

@kyleplacy: I know. I just didn’t want the legal department

jumping all over us with their disclaimers.

@LegalBeagle: Whereas many, but not all, of your claims

might possibly be taken as guarantees, we have

concerns that some, but not all ###FAIL

WHALE###

—but that’s not a common occurrence. It happens enough times that this is a strat-
egy worth pursuing, but it needs to be one part of a job search campaign, not the
entire campaign. You need a resume.

Should I Create a Paper Resume?
Short answer: Yes.

Longer answer: Yes, but...

Best answer: If you have to...

Doug Karr (www.MarketingTechBlog.com), our friend and the owner of DK New
Media), says he hasn’t used a paper resume in years. He steers people toward his
LinkedIn resume, and if they don’t know how to use it or still insist on a paper
resume because “that’s the way we’ve always done it,” he knows he doesn’t want to
work there.

Of course, Doug is in the rather enviable position of being “kind of a big deal.” He
co-wrote Corporate Blogging For Dummies, he’s a highly sought-after speaker on
blogging and social media, and he has his own successful social media agency.
(How? By practicing everything we’ve been talking about in here, but that’s not the
point right now.)

Doug’s attitude may be a little unusual, because much of the corporate world is still
locked into using paper resumes and electronic resumes that can be easily
uploaded into a company’s candidate management software. But how long will it be
before LinkedIn becomes the standard operating procedure for more and more
companies?

We’re longing for the day this will happen—that corporate America will join the
21st century and find a new, better, more efficient way of screening candidates.
Until then, right or wrong, like it or not, you should develop a regular resume and
be prepared to give it to anyone who asks. At least until you become a big shot and
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can afford to refuse to work for anyone who doesn’t want to check your LinkedIn
profile.

How Does Social Media Fit in Your Resume?
We’re using social media so much these days that the question has begun to arise
whether you should include it among your skills, at least for the non-social media
positions. Another, more important, question is whether you have skills, knowledge,
and experience in social media that can be demonstrated?

It comes down to this: If you know enough about social media to teach an entire
day-long seminar on the subject, you can list it. If you spent an entire day creating a
Double Rainbow—Over the Rainbow mashup video, keep that to yourself. Table
12.1 shows some other do’s and don’ts for mentioning social media on your resume.
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Table 12.1 When to Include Social Media Skills on Your Resume

Do Include Don’t Include Exception

You spend several hours
a week creating a video
reality series.

You post videos of your dog
dancing to Ray Charles songs.

Your dancing dog videos have 2
million hits a month and you’re in
negotiations for a TV series.

You blog about
Facebook marketing.

You made $1 billion in gold
coins playing Pirate Clan on
Facebook.

You made $1 billion in real coins
creating Pirate Clan for Facebook.

You helped a restaurant
create a Foursquare
marketing campaign.

You’re the mayor of your favorite
coffee shop, and you get a free
muffin every Monday.

Your army of Foursquare followers
have increased revenue for your
favorite restaurants by 200%.

Six Tips for Listing Social Media on Your Resume
Social media is still new enough that there are plenty of questions about how to
include it on your resume, or whether you even should. We think social media is
only going to grow in acceptance, so it’s better to include it whenever necessary or
possible.

• Make sure you can demonstrate your success on past campaigns—
This is where measurement and analytics are important. You need to be
able to show the results of past social media campaigns. Mention your
best ones on the resume, but come to interviews prepared to discuss
numbers. Have printouts of your results and summaries of the cam-
paigns. Use tools like Google Analytics and a spreadsheet to show your
successes.
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• Only list the social networks that you use in a professional manner—
“Started the Cougar Moms Who Love Twilight Facebook Like Page” is
probably not suitable for a professional resume. Keep things like
Facebook and ChatRoulette off your resume, unless you have a 
professional-looking “like” page for a design portfolio or similar sample
page. You want to keep your Facebook profile clean and free of incrimi-
nating photos and content; a professional resume is not the place to list
your personal network. (While you shouldn’t include your Facebook
page on your resume, it’s still important to keep it clean because hiring
managers may check out your page to learn more about you.)

Note
There is a difference between a Facebook profile and a “like” or business
page. Your profile page is your personal Facebook page. It’s where you con-
nect with your friends, and play the different games. The business page, or
“like” page is where you promote your business, band, or cause.

• Make sure your personal networks are clean and devoid of any
inappropriate photos or comments—Don’t worry too much about
what your friends have done or said (you can always block them or
unfriend them if they become too over the top), but make sure your
own house is in order. You can also delete negative comments if you
think it’s necessary.

• Stick with three or four social networks—Don’t list every single net-
work you belong to, but use the ones that you think it’s possible a hiring
manager might be part of. Twitter and LinkedIn are the two big ones,
but if you belong to an industry network, list it. Avoid the esoteric and
niche networks if they’re not job related.

• Shorten URLs using bit.ly or another URL shortener, if you have
long URLs—Use URLs whenever appropriate to point hiring managers
to important information. This can include blogs, articles, galleries and
portfolios, and LinkedIn URLs.

Tip
Bit.ly will track clicks of URLs you have shortened so you can see how
many people click that particular link. You can create individual URLs for
different links and see if and when they get clicked, which can tell you if
the hiring managers are actually using those links. If you want to be really
clever, create a separate URL each time you send a resume. Then you can
see if they ever were clicked.
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• Claim your personalized URL on Facebook and LinkedIn—
Although you won’t necessarily post your Facebook URL on your
resume, you should at least try to own it. Do post your LinkedIn URL
on your resume. Here are a couple of examples of what personalized
URLs look like:

http://www.facebook.com/erikdeckers

http://www.facebook.com/kyleplacy

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

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

Do’s and Don’ts of Resume Building
Writing a resume is both an art and a science, and there are people who devote
their professional lives to resume writing. If you can ever afford to work with one of
these people, it could be well worth it. But you can also read books and blogs on
resume writing. In the meantime, here are a few dos and don’ts for you to consider.

• Don’t lie—You’d think we wouldn’t have to say this, but you’d be sur-
prised at the number of people who act like they’ve never heard this at
least once in their lives. Do not lie on your resume! It’s as simple as that.
If you lie, you will be caught. Maybe not during the job search, maybe
not even during your first year. But you will be caught. And when you
are, things will most certainly hit the fan.

In 2001, football coach George O’Leary left his job at Georgia Tech
University to become the head football coach for the University of
Notre Dame. His tenure there lasted all of 120 hours because he lied
about having a Master’s degree and about lettering three times in col-
lege football when he never played a single game. Five days after he was
hired, O’Leary was asked to resign; he was humiliated and derided
across the country.

O’Leary was lucky because he was hired by the Minnesota Vikings the
next year, and he has been able to stay in football. But you won’t be so
lucky. Your reputation will be ruined, and you’ll be forced to take a job
you hate in a field you detest, all because you lied on your resume.

• Don’t pad your resume—Padding is the same thing as lying. If you got
a certification, don’t say you got a degree. If you were a cashier, don’t
make yourself sound like an accountant. If you unloaded trucks, don’t
say you were in charge of shipping.
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• Don’t worry about fancy paper—Back in the early 1990s, Erik bought
an entire ream (500 sheets) of fancy resume paper, and he printed
dozens of resumes and sent them out. Not only did the fancy paper not
help him find a job, but he only used 100 sheets and ended up recycling
the remaining paper five years later.

@kyleplacy: I was only 6 back then.

@edeckers: Shut up. (Stupid punk kid.)

White paper is more than adequate for your resume. At the same time,
don’t use the cheapest copier paper you can find. Get something with
some heft. Maybe a 24-pound or 28-pound Bright White paper. Check
with your local office supply store and pick up a short pack. You’re not
going to print out dozens of these things. You only need a few copies to
take with you to your in-person interviews.

• Don’t misspell anything—This is probably one of the most important
pieces of resume writing advice, but the fact that your resume will be
tossed because of a single typo also strikes us as one of the dumbest
reasons to reject a candidate. Forget the years of hard work you’ve put
in at other jobs, the Harvard MBA, the Medal of Honor, or the time you
saved the president’s dog from choking on a chicken bone. None of it
matters, because you accidentally missed the third s in antidisestablish-
mentarianism. Hard as it is to believe, some people are petty and small-
minded enough to throw out the application of someone who could be
the best person ever for a job, just because of a single typo. (Not that
we’re bitter or anything.) Don’t give people that chance. Make sure your
resume is absolutely perfect and free of errors. Have a couple friends, or
even a resume writing professional, look over your resume and ensure
there’s nothing that even the most officious bureaucrat could find
wrong with it.

Having said all that, typos and mistakes make you look careless and not
that smart. Even that one typo can make you look like you don’t care
enough to carefully read and proof your resume before you send it.

• Do keep it short—Your resume should be one page. Not two, not three,
not five. One.

Penelope Trunk, author of Brazen Careerist, says that hiring managers
spend an average of 10 seconds looking at your resume. They are most
likely not going to look at a second page, and they certainly won’t look
at a third page. So it doesn’t do you any good to have a five-page
resume that details all your work accomplishments, including the time
you were assistant substitute cashier at the Pick-N-Pay.
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Remember, your resume is supposed to get you an interview. The inter-
view is where you will win the job. Keep your resume short, use bullet
points to highlight accomplishments, and avoid the long narrative of
what your responsibilities were. If you’ve been in your field for 20 years,
listing your internship is not as helpful as the sentence explaining how
you lead a company-wide initiative that saved $5 million.

Of course, if you’re going for a position that requires an eight-page
resume, it means you’re looking for the kind of position where you
won’t be going through HR but will deal directly with an executive head
hunter or search committee. If that’s the case, your resume is going to
be long because of your accomplishments over the past 15–20 years,
which means you still shouldn’t include your internship.

• Do show your accomplishments—A six-item bullet list of your job
responsibilities at each position is not nearly as impressive as an expla-
nation of how you solved a particular problem, managed a crisis, or
helped your company save or make money. The goal of your resume is
to show how outstanding you are, not that you’re able to come to work
each day and perform your job description.

• Do tailor your resume for each position—Remember, the resume
should be about how you can solve the company’s problems, not get
your own needs filled. Figure out what the company wants to accom-
plish by filling the position (that is, what “pain point” are you going to
solve for them?), and then figure out what qualities the perfect candi-
date would have to solve that pain.

Tip
Most large companies now use electronic resumes and candidate software
for their search processes. One of the functions of this software is to look
for specific keywords in a candidate’s resume. If yours has them, you make
the first electronic cut. If it doesn’t, you’re cast out immediately, never to
be seen by human eyes. Check out the job description, figure out what key-
words are going to hit the hiring manager’s hot buttons, and use them.
Make each version of your resume fit the job description.

• Do use action words and active voice—Action words are things like
organized, launched, or managed. Phrases like “was responsible for” are
weak and real yawners. Writing with authority and commitment shows
drive and energy. Similarly, use active voice, rather than passive voice.
Not only is passive voice too wordy, it’s weak.
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Tip
Active voice is where the subject “does” the object: “I launched the cam-
paign.” Passive voice is where the object gets promoted to the subject
position in the sentence: “The campaign was launched by me.” Stick with
active voice.

• Do get creative, when appropriate—If you’re in the creative field, a
creative resume is expected. If you’re in something a little more conser-
vative, like banking or insurance, it’s frowned upon. Feel free to let the
creative juices flow if you think it will go over well. If you think it will
cost you an interview, don’t risk it.

Don’t Rely on the Job Boards
If you’re doing a job search, we don’t want you to put all your faith, time, and
energy into the job boards, like CareerBuilder.com, Monster.com, and Indeed.com.
(You should spend most of your time following the steps we’ve discussed in the
previous 11 chapters.)

Although the numbers seem to vary with who you talk to, job boards can hold any-
where from 5% to 25% of all new jobs. No one seems to have a definitive answer.
The closest we found is a CareerBuilder.com press release that said 21% of laid off
workers in 2009 found a new job through an online job board, whereas 22% found
them through personal referrals.2 However, according to a CareerXroads study, only
13.2% of new hires in 2009 came from job boards. 22.3% came from career sections
from the companies’ websites, and 26.7% came from referrals.3 (In fact, of that
13.2%, in the answer to the question, “How did you handle the [major] Job Boards
this past year (2009)?”, 35% said they reduced their contracts but made the same
percentage of hires, 32.5% reduced both contracts and hires from the job boards,
and 32.5% “made major efforts to switch away from major job boards to other
sources, and that effort is continuing.” In other words, two-thirds of an already
small percentage is moving away from the major job boards.)

We’re not saying you should ignore the job boards completely. Just don’t spend all
your time looking there. If anything, locate the individual companies’ job listings
instead. For one thing, posting jobs on the job boards cost money, which means
some companies won’t even bother putting a listing up there. Posting on their own
company site is free.

2 CareerBuilder.com press release, Feb. 3, 2010, http://bit.ly/8YCHqV
3 http://www.slideshare.net/gerrycrispin/careerxroads-sources-of-hire-2010
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Try the Company Job Boards Instead
For every job posted, an HR department can receive a couple hundred applications
through the job boards. One career coach reminded us that some HR departments
spend 10–20 seconds perusing each resume, so yours isn’t going to get much of a
look. She said this is even more true when a resume comes in from a job board,
which can bring in 200 or 300 resumes for a single opening, and some of them
aren’t even remotely qualified. (This is where the need for screening software came
from.)

Career sections of a website are a good idea for a company because they keep HR
from being flooded with not-quite-qualified candidates. Companies are more likely
to get people who are truly interested in the company through their Career sec-
tions. After all, if you take the time to check out the company’s site, you have more
interest than the average job seeker who clicks “Apply to This Job” buttons like a rat
in a Skinner box.

If you want to keep track of what your target companies are offering, you can try a
couple of tips:

• Create RSS feeds of the different companies’ job boards and keep them
in your RSS reader. Some boards will have an RSS button (see Figure
12.3) on their page that lets you feed those new job listings into your
RSS reader.
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Figure 12.3 If you see one of these on a web page, you can run the feed of that page
through your RSS reader. After you set up your RSS reader, click this button, and your
Internet browser will do the rest.

Tip
If you don’t already have an RSS reader, we like Google Reader because it’s
easy to use. If you already have a Gmail or a Google account, you have a
Reader account.

• Use Indeed.com, a Google-like job board search engine, to save
searches into an RSS feed.

• Install the Morning Coffee plug-in into your Firefox web browser, and
then save the jobs pages of all your target companies into Morning
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Coffee. Then click the Morning Coffee button at least once a day, and it
will open every saved page for you to check out. You can always tell the
plug-in to only open certain pages on certain days, so you can hide the
pages that are only updated once a week.

• Also, follow people in your industry who are connected and will tell
everyone about the openings in their industry or community. Create a
special list for them on Twitter, and keep track of them on your favorite
Twitter client (that is, TweetDeck, Seesmic, Twhirl). Some Twitterers do
nothing but post jobs in their community, so it’s a good idea to follow
them. We discuss that in more detail in Chapter 5.

• Blogs are another great resource for job openings. Evan Finch, an
advertising copywriter in Indianapolis, has a Posterous.com blog4 that
lists creative job openings (advertising and marketing) in the different
agencies, firms, and large companies around town. He also features peo-
ple who are looking for jobs, listing the people’s skills, experiences, and
a brief explanation of why they should be hired. Before he started the
blog, his network was an email list that he originally ran through his
company’s network. He had to move to Posterous because his list was
getting too big for his employer’s email server. When he switched to
Posterous, his network had grown to several hundred subscribers.

• Of course, don’t forget your own industry newsletter. For example, there
are several marketing newsletters and websites—Mashable.com,
TalentZoo.com, MarketingProfs.com—that aggregate marketing jobs
around the country. All you have to do is search and see if you can find
any you like. Again, these are jobs that don’t always appear on the big
job boards, so you can be sure that not everyone is going to be finding
and submitting an application.

Use LinkedIn to Bypass the Job Board Process
Although we don’t recommend relying on the job boards to apply for jobs, they are
a useful tool for finding the jobs that are out there.

One strategy is just to do a basic job search on the boards, see which companies are
hiring, and then make the connections on LinkedIn with the hiring managers. (We
talked about using LinkedIn in Chapter 4.) Just follow the strategy of connecting
with them on LinkedIn and other platforms and showing how you are a valuable
resource.
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Of course, this means you have to hit the ground running and start showing your
value right away. The risk is that you could look like a nuisance or that you only
wanted to connect with that person so you can find a job. (That is the only reason
you’re connecting with this person, but you don’t want it to look like you’re just
using him.)

Another strategy is to find the companies you want to work for in advance and
start connecting with them now, before they’re hiring. Use the job boards to find
out more about those companies, and then use LinkedIn’s search capabilities to
connect with the people who are most likely to work in the department you want to
work for. Start communicating with these people like we’ve discussed in previous
chapters, and make yourself a valuable resource to them. That way, they’ll be more
receptive to receiving your resume and more interested in making sure they include
you in their candidate pool.

Skip HR Altogether, and Work Your Network
Of course, you can skip HR altogether. Going through standard HR channels can be
extremely frustrating. It often seems like HR’s only function is to say no; to find the
best people for the position and then toss their resumes out; or, to completely miss
the point for what the hiring manager is actually looking for. Okay, it’s not actually
that bad, but sometimes the best way to land a new job is by talking directly to the
hiring manager. This is where your network comes in.

One former international sales executive told us that whenever he asked the HR
department for sales candidates, they made sure every candidate met the minimum
HR requirements: could type 45 word per minute and had a college degree. Of
course, none of them could sell.

But the executive, because he was also the VP of the company, was able to insert his
own candidates into the process. Although these candidates couldn’t always type
and may never have gone to college, they spoke two or three languages, they had
sold multimillion dollar projects, and they usually already had their own extensive
network in their territories.

Guess which candidates the executive hired. Every time.

You don’t have to connect with an executive to get that introduction to the com-
pany. It can be anyone within the company. But the more people you know within
an organization, the better your chances.

Another strategy—one that will help you avoid the masses who are still slogging it
out on the job boards and in the HR department—is to follow your chosen compa-
nies in the news. Create a Google News Alert, and keep an eye out for any mentions
of expansion, new programs, new funding, or rounds of venture capital. Also watch
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out for promotions and departures by the people in the departments you want to
work in. (You’re going to know they’re going because you’re connected with them
on LinkedIn. See Chapter 4 on LinkedIn.)

As you hear about these promotions and departures, start asking your contacts at
those companies if they are making plans to add new positions. Make sure you’re
already communicating with them like we’ve talked about in previous chapters, so
this isn’t the first they’re hearing from you. Just make it part of your regular
conversation.

Also, be sure to blog about the news as you hear it. Retweet the articles, and give a
shout out to your contacts who are working for that company so they know you’re
talking about them.

Using Your Network to Land a Freelance Contract
Rocky Walls and Zach Downs own 12 Stars Media, a video production company in
Greenfield, Indiana, that specializes in promotional online video, specifically for use
with social media. They have worked with both of us on various projects at differ-
ent times. In Spring 2010, they started the “Media for Hire” reality series on
YouTube as a way to show off their video capabilities, keep in touch with their net-
work, and expand it.

Rocky’s idea was to give viewers a behind-the-scenes look at the company. Rocky
and Zach thought, “Why not create a whole reality series about the type of people
who would make a reality series?”“Media for Hire” was born.

Through the series, they have driven on the Indy 500 track in a 2010 Chevy
Camaro, interviewed James Best (Sheriff Roscoe P. Coltrane on Dukes of Hazzard),
driven a replica of the General Lee, participated in an Air Force Reserve in-flight
refueling mission aboard a KC-135 Stratotanker, and created a subplot about an
errant desk leg.

The impact that “Media for Hire” and their antics have had on their business has
been pretty significant. More than 75% of the new clients they have gotten since
they launched the series had heard of or seen episodes, which helped them choose
12 Stars Media. Rocky said that although it has generated new leads and helped
them win new customers, its purpose has been better served by showing prospects
and clients who the two really are and what they do. In short, it was their resume
and interview.

Basically, the “Media for Hire” series has been a way they can live—and showcase—
their personal brand and use it to find new clients or jobs.

Freelance copywriters, graphic designers, and web designers can use these social
networks in the same way. Rather than seek long-term employment, freelancers
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look for both short-term and long-term projects. And they have to treat client
acquisition just like a job search: Get in front of the people who can hire you; show
them what you can do through your blog, video, and tweets; and answer LinkedIn
questions and other content sharing networks. Create the same kinds of relation-
ships that a full-time employee would, use them to get an interview, and get hired.
If freelancers adopt the same mindset and techniques as a job seeker, they’ll find
the same success.

How Can Our Heroes Find a Job Through Networking?
• Allen (influencer) spent 14 years working for a marketing agency,

amassed a large network with contacts in the agency world, and is a
member of a professional marketing association. Because his aim is to
stay in the industry, he needs to spend time cultivating and deepening
his online relationships with people he is already connected to and
making new contacts with other industry people. If he’s willing to
move, Allen should also expand his network to the cities he would like
to move to, using Twellow.com. Allen needs to connect with these peo-
ple on LinkedIn and Twitter, write blog posts about his industry, and
share them with his network.

• Beth (climber) has a plan to become the chief marketing officer of an
insurance company, but she prefers the one she is in. Still, this doesn’t
mean she is guaranteed to stay in the company, especially since she’s
willing to switch jobs to move up her career ladder. Beth should focus
on connecting with people who are one and two steps above her, as well
as people outside her company but in the same industry. The people a
step above may eventually move up their own ranks or leave the com-
pany. If she knows early on about her colleagues leaving (they tell her
before the opening ever hits the internal job listings), she is in a good
position to get her resume into the hands of that person’s manager, who
is two steps above her current position. The same is true with connec-
tions in other companies. People often share with their industry friends
when they’re moving on; they can still get a resume into their super-
visor’s hands.

• Carla (neophyte) is a former pharmaceutical sales rep who is out of
work but is trying to find a fund-raising or program director position
at a nonprofit. Not only should she connect with people who work for
nonprofits, she should connect with their board members. These peo-
ple will often know about open positions before they are made public,
and Carla can ask them for a direct referral. Although Carla may be a
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neophyte in terms of industry connections, she has a head start
because many corporate pharmaceutical executives sit on the boards of
nonprofits.

• Darrin (free agent) is an IT professional who leaves his job every two
or three years in pursuit of more money. He should communicate with
IT workers in other companies via email and Twitter direct messages.
These people often know about new positions opening before HR does
and can alert Darrin to the fact, as well as pass his resume to their man-
agers. The logical thing to do is to work LinkedIn and any industry dis-
cussion boards to tell people he’s interested, but this could be a problem
if Darrin’s current manager is connected to him as well.

A Social Media Case Study
Jeff Stanger, from the Salvation Army, Indiana Division told us about the time the
Salvation Army used social media to find a social media intern. Here’s what he says
happened:

We had posted to the usual intern job boards at the area colleges and uni-
versities, but I wasn’t thrilled with the resumes I was receiving. Most were
filled with the boring cliches that so-called job experts tell young people to
include. Knowing I couldn’t stand to read another page of “goal oriented,”
“team focused,”“results driven” drivel, I called in my intern coordinator.

“Elizabeth, I hate all of these resumes. I’m going to write a new job
description. I want you to post it on Craigslist, our Facebook page, and
then on the intern boards.”

Here is what we posted:

Do you have what it takes to be the Social Media Intern for a 140+ year
old nonprofit organization? Do you have the social media savvy to help us
build and lead a tribe? I don’t want your resume. I don’t want a cover letter
filled with cliches. I want you to find me, friend me, tweet me, and com-
ment on my blog. I am the Development Director of the Salvation Army in
Indiana. Go to work!

We posted the copy, and I left for the airport. Arriving in St. Louis, I
checked my email and two people had already taken up the challenge. Now
I was under pressure. I thought it would be a couple of days before some-
one responded, and that would give me time come up with a few exercises
for candidates to complete. I quickly posted a note on Facebook and
directed the people who found me on LinkedIn, Twitter, and even
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MySpace (forgot I still had a profile there!) to read it for instructions. Here
is the note:

(For my regular friends, this won’t make any sense!)

Okay, you’ve found me on Facebook. Did you find me on either of my
blogs? (Disregard Smaller Indiana for now.) Did you find me anywhere
else?

Well, this isn’t about me. But, I did want to test your research skills. So here
is your homework assignment:

1. Find me on two more places on the web.

2. Create a Squidoo lens, or Facebook Cause, or a blog about a cause.
Any cause. You can make it up or it can be real. I want to see how
creative you are.

3. Tell me three reasons why anyone would follow us on Twitter.

4. Go to salvationarmyindiana.org and tell me how to make it better.

I will be back in Indy on Wednesday morning and will start setting up
interviews. Go to work!

I followed that up with this:

First, I want to say thanks for taking part in this unique way of recruiting
our social media intern. I had sorted through a stack of boring resumes
and decided there had to be a better way to find a candidate. It’s working!
So many of you are letting your creativity shine through in this process
and that makes the process better and certainly more fun!

If you haven’t done so already, see my Note with the homework assign-
ment. You won’t be called for an interview unless you complete the tasks in
that note.

And now for a bonus assignment:

Tell me how to build a Tribe, create a Purple Cow, and avoid a Meatball
Sundae. And tell me what they have in common.

When it was all done, Jeff said the company learned several valuable lessons:

• By advertising for a social media intern in this fashion, the company
was able to prequalify all the candidates before choosing the ones it
wanted to interview. The candidates had to show they knew how to do
the work just by following those instructions. If they couldn’t do it, they
weren’t considered.
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• Communication skills are the most important when it comes down to
the final decision. Jeff said, “I can teach a good communicator to be
tech savvy much easier than teaching a techie how to communicate our
case for support.”

• You shouldn’t have candidates friend your personal account. (Jeff said
he picked up a stalker.)

• You can learn many things about a prospective candidate who friends
you that you could never legally ask about in an interview. The
Salvation Army realized this could create all sorts of legal and ethical
issues that companies and organizations would have to deal with in the
future. However, while those questions are being decided, let this be a
reminder to you that you need to keep inappropriate and negative con-
tent off your social networks, especially Facebook.

• Many younger students gave up midway through the process. If you are
presented with an opportunity like this, seeing this all the way through
will help you rise above most of the candidates in the pool.

• The candidate who emerged was a single mom in her 40s who had
returned to school. The Salvation Army was so pleased with her work
that it hired her part time after her internship completed. She is slated to
become a full-time member of their team in fall 2010.“It’s just a
reminder to always look to field the best team possible and throw out any
preconceived notions about where you will find the players,” said Jeff.

Job Searching Tips in 140 Characters
@ChrisBrogan is fond of saying, “You live or die by your database.” That means
keep your DB of contacts up to date. —@edeckers

Start a Gmail account. Keep your work DB synced with your Gmail account. You
know, in case you suddenly no longer have access to it. —@edeckers

Follow companies in the industry in which you would like to work. Then engage!
Comment, reply, and retweet their posts. —@jlisak

Become a valuable follow, with good insight and something you can offer to the
table! I did, and now I’m living my dream job! —@jlisak

Create a Twitter list of businesses and influential people. Start to make intelligent
connections with this group. Be subtle. —@LeilanMcNally
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For recruiters, you are what you tweet. —@MaryBiever

Audit your social media footprint before a job recruiter does. —@MaryBiever

Learn about the company’s culture by following the company and the staff, if possi-
ble, on Twitter. Decide if you fit or not. —@MaryBiever

Let your mail/UPS/FedEx person know you’re job hunting. They may know of
unadvertised or little-known opportunities. —@PamelaReilly1
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Eco, Umberto, 217
editors, pitching to, 242
education section (LinkedIn

profile), 69
electronic rights, 239
elevator pitches, 23, 186-187
email

contacts from, 73-74
Gmail accounts, 74
importing into Twitter, 93
marketing, 142
signatures, 143

employment section (LinkedIn
profile), 68

entrepreneurs, need for 
self-promotion, 16

events (Facebook), 111, 124
Events tab (LinkedIn), 72
ExactTarget, 142
executive coaches in public

speaking, 207
expertise, establishing

via blogging, 39
via Twitter, 90

expos, speaking at, 213-215
exposure, writing for, 245-246

F
face-to-face networking. See

networking
Facebook, 107-108

advertising on, 119-121
causes, 110-111
content to share, 126
events, 111, 124
friends

finding, 114, 126
limits on, 114

groups, joining, 124
inappropriate language 

on, 127
linking from LinkedIn, 71
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measuring effectiveness,
161-163

personal and professional
connections on, 108-109

personal profiles
business pages 

versus, 259
creating, 114
customized URLs 

for, 118
privacy settings, 116-118
uploading profile picture

to, 114-116, 125
pictures, tagging, 124, 128
pokes, 127
professional pages, 110

analytics for, 120-122
community pages versus

official pages, 122
creating, 122-123
inviting friends to, 128
personal branding with,

119-120
personal profiles versus,

112-114
reconnections via, 110
spam, 127
syncing with Twitter, 128
terminology, 111-112
terms of service, 127
tips for using, 123-128
usage statistics, 108-109

Facebook Google Analytics
Tracker (FBGAT), 161-163

Facebook Insights, 161
Falls, Jason, 63, 152
FBGAT (Facebook Google

Analytics Tracker), 161-163
fear of public speaking,

204-207
feed readers, number of, 154
FeedBurner, 49, 154
Finch, Evan, 265
finding

Facebook friends, 114, 126
public speaking niche,

207-209
subject matter for blog

posts, 53

Firefox, 96
first North American serial

rights (FNASR), 239
first rights, 239
Flip camera, 141
FNASR (first North American

serial rights), 239
followers (Twitter)

adding, 92-93
quantity versus quality, 150

following up networking
meetings, 187-188, 193

forwarding articles and
links, 193-194

referrals, 194-195
sharing opportunities, 194

forwarding articles and links,
193-194. See also retweeting

Fox, Greg, 51-52
Free: The Future of a Radical

Price (Anderson), 51
free agents, 18

blogging, 61
Facebook fan pages, 110
job searches through 

networking, 269
launching brands, 144
LinkedIn recommenda-

tions, 81
metrics for, 166-167
networking for, 200
personal brand story for, 27
positioning and transaction

statements, 135
public speaking, 219
Twitter usage, 106
writing for publication, 248

freebies, giving away, 142
freelance blogging, 40
freelance contracts, network-

ing for, 267-268
frequency of writing blog

posts, 56-57
friends (Facebook)

finding, 114, 126
inviting

to events, 124
to fan pages, 128

limits on, 114
tagging in pictures,

124, 128
writing on wall, 124

G
ghost blogging, 40
Giver’s Gain philosophy,

175-178
Gmail accounts, 74
goals, aligning with passion, 10
Google Analytics, 155-156

account setup, 156-157
analyzing information

from, 157-159
for Facebook, 161-163
installing, 157

Google PageRank, 164
Google Reader, 264
group networking events, 183

following up, 187-188
meeting people at, 183-184
networking dance, 184
what to avoid, 186-187
what to say, 184-186

groups
Facebook, joining, 124
LinkedIn, 73, 78

guest blogs, writing, 142

H
hackers, phishing, 116
headlines

keywords in, 59
writing, 217

help, offering, 31
Hetrick, Bruce, 233
hobby publications, writing

for, 235-236
honesty

in networking, 178-179
when refusing meeting

with someone, 196-197
HootSuite, 98-99, 160, 165
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horizontal versus vertical 
segments when writing for
publication, 236-237

hosted blogs, 42
hosting domain names, 49
how-to posts, 54
HR department, skipping in

job searches, 266-267
hyperlinks, keywords in, 59

I
identifying public speaking

opportunities, 211-212
civic groups, 213
conferences and trade

shows, 213-215
contacting organizations,

215-216
industry groups, 212-213

importing email database into
Twitter, 93

inappropriate language on
Facebook, 127

income from blogging, 40
Indeed.com, 264
industry groups, opportunities

for public speaking, 212-213
industry newsletters in job

searches, 265
influence, measuring, 151-153
influencers, 17

blogging, 61
job searches through 

networking, 268
launching brands, 143
LinkedIn recommenda-

tions, 80
metrics for, 166-167
networking for, 199
personal brand story for, 25
positioning and transaction

statements, 133
public speaking, 218
reconnections via

Facebook, 110
Twitter usage, 105

writing for publication, 247
informational content, 140
inside company info from

LinkedIn connections, 256
Insights application, 120-122
inspiration for blogging, 49-50
installing Google

Analytics, 157
invitations (LinkedIn),

archiving, 84
inviting

contacts to LinkedIn, 75
Facebook friends

to events, 124
to fan pages, 128

invoices, sending, 242

J
job boards, 263-266
job searches

via job boards, 263-266
networking in, 250-252

for climbers, 268
for free agents, 269
for freelance contracts,

267-268
for influencers, 268
LinkedIn, 253-256
for neophytes, 268
Salvation Army case

study, 269-271
skipping HR depart-

ment, 266-267
tips for, 271-272
Twitter, 252

resume writing, 256-257
paper resumes, 257-258
social media skills in,

258-260
tips for, 260-263

job seekers, need for 
self-promotion, 16

joining Facebook groups, 124
journals, writing for

hobby publications,
235-236

scientific journals, 233-234
trade journals, 235

K
Karr, Doug, 40, 182, 237, 257
keynote addresses, 215
Keyword Rank Checker, 165
keywords, 59-60, 262
Klout, 159-160
Kutcher, Ashton, 152

L
launching brands. See also

personal brand campaigns;
personal brand story;
self-promotion

for climbers, 143
defined, 136
for free agents, 144
for influencers, 143
for neophytes, 144
tips for, 144-146

left-hand sidebars, 48
length

of blog posts, 57-58
of personal brand story,

23-24
of resumes, 261

Levitt, Chad, 149-151
lies on resumes, 260
like pages (Facebook). See fan

pages (Facebook)
LinkedIn, 65-67

applications, 72
bypassing job boards with,

265-266
contacts, 73

from colleagues and
classmates, 75

from email database,
73-74

second and third degree
contacts, 76

turning into connections,
77-78
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Events tab, 72
features of, 71-73
groups, 73, 78
for job connections,

253-255
asking for contacts,

255-256
getting inside company

info, 256
linking to Facebook, 71
measuring effectiveness,

160-161
personal URL, 72
profile, 67

career summary, 69-70
education section, 69
employment section, 68
linking to social 

profiles, 72
photo/avatar, 69
websites, 70-71

recommendations, 78-81
for climbers, 80
for free agents, 81
for influencers, 80
for neophytes, 80

tips for, 82-85
LinkedIn Open Networkers

(LIONs), 83, 255
linking

to Facebook from
LinkedIn, 71

to social profiles, 72
links, forwarding, 193-194
LIONs (LinkedIn Open

Networkers), 83, 255
list posts, 54
local newspapers, writing for,

231-232
The Long Tail (Anderson), 59
long-tail keywords, 59

M
MacBooks, 223
magazines

contributor copies, 243

horizontal versus vertical
segments, writing for,
236-237

major magazines, writing
for, 236

simultaneous submissions
to, 237

writers’ guidelines,
obtaining, 241

marketing tool, blogging as, 39
measurement. See metrics
“Media for Hire” reality 

series, 267
meeting people at group

events, 183-184
messages

retweeting, 94-96
tweeting, 93-94

metrics, 147-148
against competitors,

152-153
blogging effectiveness,

154-159
for climbers, 166-167
Facebook effectiveness,

161-163
for free agents, 166-167
importance of, 149
influence, 151-153
for influencers, 166-167
LinkedIn effectiveness,

160-161
for neophytes, 166-167
quality versus quantity of

followers, 150
reach, 149-150
tips for, 165-167
tools for, 164-165
Twitter effectiveness,

159-160
visibility, 150-151

Microsoft Word, copying blog
posts from, 63

Misner, Ivan, 175
misspellings in resumes, 261
mobile applications, 97

for Twitter, 100-101
moderating comments, 48

Morning Coffee, 264
musicians, need for 

self-promotion, 16

N
negative posts, avoiding, 30
neophytes, 17

blogging, 61
job searches through 

networking, 268
launching brands, 144
LinkedIn recommenda-

tions, 80
metrics for, 166-167
networking for, 200
networking via Facebook

events, 111
personal brand story for,

26-27
positioning and transaction

statements, 134-135
public speaking, 219
Twitter usage, 105
writing for publication, 248

network growth in 
LinkedIn, 161

network influence,
defined, 159

networking
for climbers, 199
with competitors, 181-182
to develop relationships,

173-174
via Facebook events, 111
following up, 193

forwarding articles and
links, 193-194

referrals, 194-195
sharing opportunities, 194

for free agents, 200

group networking 
events, 183

following up, 187-188
meeting people at,

183-184
networking dance, 184
what to avoid, 186-187
what to say, 184-186

LinkedIn278

Wow! eBook <WoweBook.Com>



ptg

importance of, 171-173
for influencers, 199
in job searches, 250-252

for climbers, 268
for free agents, 269
for freelance contracts,

267-268
for influencers, 268
LinkedIn, 253-256
for neophytes, 268
Salvation Army case

study, 269-271
skipping HR depart-

ment, 266-267
tips for, 271-272
Twitter, 252

LinkedIn. See LinkedIn
for neophytes, 200
one-on-one networking, 188

“pick-your-brain”
meetings, 191-193

sales pitches,
avoiding, 190

setting up, 188-189
what to say, 189-190

refusing meeting with
someone, 196-197

rules of, 175
celebrity treatment,

avoiding, 179-180
Giver’s Gain, 175-178
honesty, 178-179
unhelpful people,

avoiding, 180-181
safety issues, 179
Starla West example,

174-175
tips for, 197-199
types of, 182

networking dance, 184
networks, importance of, 31
new visits, defined, 158

news article response posts, 54
newspapers, writing for

business newspapers,
232-233

local newspapers, 231-232
trade newspapers, 235

niches
for public speaking,

finding, 207-209
in writing for publication,

240-241
numbered lists, writing, 216

O
O’Leary, George, 260
Obama, Barack, 129-130
objectives of personal 

branding, 9
action-taking, 14-15
boldness, 10-12
passion, 9-10
relationships, 13-14
storytelling, 12-13

offering help, 31
official pages (Facebook), 122
one sheets (public 

speaking), 16
one-on-one networking, 188

“pick-your-brain” meetings,
191-193

sales pitches, avoiding, 190
setting up, 188-189
what to say, 189-190

one-sentence biography. See
personal brand story

one-time rights, 239
OneForty.com, 97
online job boards, 263-266
open source software, 43
opportunities, sharing, 194
opportunities for public speak-

ing, identifying, 211-212
civic groups, 213
conferences and trade

shows, 213-215

contacting organizations,
215-216

industry groups, 212-213
overcoming fear of public

speaking, 205-207

P
padding resumes, 260
pages (in blogs)

defined, 42
posts versus, 43

pages/visit, 158
pageviews, 158
paper for resumes,

types of, 261
paper resumes, 257-258
passion, 9-10

aligning goals with, 10
blogging about, 40
sharing via Twitter, 91

pay-per-click advertising
model, 120

pay-per-impression 
advertising model, 120

payment
invoices, sending, 242
for writing for publication,

243-246
personal blogging, 53-54
personal brand campaigns

automating, 140-141
developing, 137-138
explained, 131-132
implementing, 138-140
importance of, 136-137
launch task sheet 

example, 139
Obama presidential 

campaign example,
129-130

planning, 130-131
positioning and transaction

statements, 131-132
for climbers, 133-134
for free agents, 135
for influencers, 133
for neophytes, 134-135

specific launch ideas,
141-143

tips for, 144-146
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personal brand story. See also
self-promotion

building with writing for
publication, 237-238

content of, 24-29
for climbers, 25-26
defined, 7
for free agents, 27
for influencers, 25
length of, 23-24
list of qualities, developing,

7-8
for neophytes, 26-27
objectives of, 9

action-taking, 14-15
boldness, 10-12
passion, 9-10
relationships, 13-14
storytelling, 12-13

prioritizing in writing,
22-23

storyteller’s promise, 19-21
tips for, 29-32
writing autobiography for,

21-22
“Personal Branding” blog, 149
personal connections on

Facebook, 108-109
personal content, avoiding on

LinkedIn, 84
personal networking. See

networking
personal profiles (Facebook)

business pages versus, 259
creating, 114
customized URLs for, 118
privacy settings, 116-118
professional pages versus,

112-114
uploading profile picture

to, 114-116, 125
personalized URLs, 72, 260
phishing, 116
“pick-your-brain” meetings,

191-193
pictures

Facebook
tagging, 124, 128
uploading profile 

picture, 114-116, 125

LinkedIn profile, 69, 82
posting, 30
Twitter profile, 92

pitching to editors, 242
plagiarism, 247
planning personal brand 

campaigns, 130-131
platforms for blogging, 41

Blogspot/Blogger.com,
41-42

comparison of, 47
Posterous, 44-45
Tumblr, 45-46
TypePad, 46
WordPress, 43-44

plug-ins, 42
pokes (Facebook), 127
positioning, defined, 131
positioning and transaction

statements, 131-132
for climbers, 133-134
for free agents, 135
for influencers, 133
for neophytes, 134-135

poster sessions, 214
Posterous, 44-45
posting pictures, 30
PostRank, 165
posts

blogs versus, 39
copying from Microsoft

Word, 63
finding subject matter 

for, 53
number of, 154
pages versus, 43
types of, 53-55
writing

for SEO (search engine
optimization), 59-60

for SEO versus for 
readers, 55-56

frequency of, 56-57
length of, 57-58

preparation for public 
speaking, 219-221

presentations. See public
speaking

presidential campaigns as 
personal brand campaigns,
129-130

print writing. See writing for
publication

prioritizing, writing in 
personal brand story, 22-23

privacy settings for Facebook
personal profiles, 116-118

private coaches in public
speaking, 207

product review posts, 55
professional blogging,

including personal posts in,
53-54

professional connections on
Facebook, 108-109

professional pages
(Facebook), 110

analytics for, 120-122
creating, 122-123
inviting friends to, 128
personal branding with,

119-120
personal profiles versus,

112-114, 259
profile views (LinkedIn), 160
profiles

Facebook. See personal
profiles (Facebook)

LinkedIn, 67
career summary, 69-70
education section, 69
employment section, 68
linking to social 

profiles, 72
neglecting, 83
photo/avatar, 69
spell-checking, 85
websites, 70-71

Twitter, creating, 91-92
promoting

public speaking 
engagements, 216-218

published writings, 238
proofreading

importance of, 246
resumes, 261

persona l  brand story280

Wow! eBook <WoweBook.Com>



ptg

public speakers, need for 
self-promotion, 16

public speaking, 201-203
for climbers, 219
fear of, 204-207
finding niche for, 207-209
for free agents, 219
Hazel Walker case study,

203-204
identifying opportunities,

211-212
civic groups, 213
conferences and trade

shows, 213-215
contacting organizations,

215-216
industry groups, 212-213

for influencers, 218
for neophytes, 219
preparation for, 219-221
promoting speaking

engagements, 216-218
starting career in, 209-211
technology tips for,

221-225
tips for, 226

publication. See writing for
publication

publication rights, 239
purchasing domain names, 49

Q–R
quality

of personal brand,
developing, 7-8

quantity versus, 55-56, 150
query letters, 242

Rainmakers, 175
reach, measuring, 149-150
readers, writing blog posts for,

55-56
reading level of blog posts, 57
reading terms of service, 127
real-world networking. See

networking

recommendations (LinkedIn),
78-81

for climbers, 80
for free agents, 81
for influencers, 80
for neophytes, 80
number to obtain, 84

reconnections via 
Facebook, 110

reducing spam comments, 48
referrals, 194-195
refusing meetings with 

someone, 196-197
regrettable posts, avoiding, 30
relationships, 13-14

creating, 54
developing via networking,

173-174
reprint rights, 239
research

with Twitter, 90
when writing for 

publication, 241
resources for learning public

speaking, 205-207
responses to blog posts/news

articles, 54
resume writing, 256-257

paper resumes, 257-258
social media skills in,

258-260
tips for, 260-263

return on investment (ROI),
147. See also metrics

retweeting, 94-96
right-hand sidebars, 48
rights (publication), 239
ROI (return on investment),

147. See also metrics
round tables, 214
RSS feeds, 49, 264
RT (retweeting), 94-96
rules of networking, 175

celebrity treatment,
avoiding, 179-180

Giver’s Gain, 175-178
honesty, 178-179
unhelpful people, avoiding,

180-181

S
safety when networking, 179
sales pitches, avoiding, 30, 190
sales tool, blogging as, 39
salespeople, need for 

self-promotion, 16
Salvation Army case study,

269-271
Scelzo, Tony, 181
Schwabel, Dan, 150
scientific journals, writing for,

233-234
scores, 148
screen shots, creating, 225
search engine optimization

with alt text, 63
writing blog posts for,

55-56, 59-60
search engine ranking, 151
search results in LinkedIn, 161
second degree contacts

(LinkedIn), 76
second rights, 239
security, privacy settings for

Facebook personal profiles,
116-118

Seesmic, 98
selecting. See choosing
self-promotion. See also

personal brand story
advantages of, 6
bragging versus, 10-12
defined, 5
importance of, 5
what it is not, 6
who needs it, 15-17

seminars in public 
speaking, 206
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SEO (search engine 
optimization)

with alt text, 63
writing blog posts for,

55-56, 59-60
sharing

content on Facebook, 126
opportunities, 194
slides, 223-224

shortening URLs, 259
sidebars, left-hand versus

right-hand, 48
simultaneous submissions to

magazines, 237
slides

sharing, 223-224
text on, 222

SlideShare.net, 223-224
Smaller Indiana, 13
smiling in personal brand

campaign, 143
Social Media Explorer, 152
social media intern search case

study, 269-271
social media skills, listing in

resume, 258-260
social profiles, linking to, 72
Sokol, Heather, 41
Solis, Brian, 151
spam

in comments, reducing, 48
deleting LinkedIn 

connections for, 83
on Facebook, 127

speakers associations, 207
speaking in public. See public

speaking
specialty. See topic for blog
specialty journals, writing 

for, 235
spell-checking LinkedIn 

profile, 85
Stanger, Jeff, 269
starting public speaking career,

209-211

statistics
Facebook usage, 108-109
job openings on job

boards, 263
stories. See personal 

brand story
storyteller’s promise, 19-21
storytelling, 12-13
subgroups in LinkedIn, 73
subject matter for blog posts,

finding, 53
summary. See career summary

(LinkedIn)
syncing with Twitter

Facebook, 128
LinkedIn, 84

T
tagging pictures in Facebook,

124, 128
tailoring resumes, 262
technology tips for public

speaking, 221-225
templates

choosing, 48
left- versus right-hand

sidebars, 48
terminology

of blogging, 39
in Facebook, 111-112

terms of service, reading, 127
text on slides, 222
thank-you notes, 141
third degree contacts

(LinkedIn), 76
time, blocking out, 137-138
time management, 104, 246
Toastmasters, 205-206
tools for metrics, 164-165
topic for blog, choosing, 50-52
tracking competition with

Twitter, 90
trade journals, writing for, 235

trade shows, speaking at,
213-215

transactions, 131
true reach, 159
Trunk, Penelope, 261
trusting LinkedIn 

connections, 78
tumblelog, 45
Tumblr, 45-46
TweetDeck, 97
tweeting, 93-94

content of tweets, 101-103
retweeting, 94-96

12 Stars Media, 267
Twhirl, 98
Twitalyzer, 164
Twitrratr, 165
Twitter, 87-88

applications, 96-97
Android Twitter, 100
choosing, 100
HootSuite, 98-99
Seesmic, 98
TweetDeck, 97
Twhirl, 98
Twitterific, 98
UberTwitter, 100

for climbers, 105
followers, adding, 92-93
for free agents, 106
importing email database

into, 93
for influencers, 105
for job searches, 252
measuring effectiveness,

159-160
for neophytes, 105
profile, creating, 91-92
reasons for using, 88-91
size of, 89
syncing

with Facebook, 128
with LinkedIn, 84

tips for using, 104-105
tweeting, 93-94

content of tweets,
101-103

retweeting, 94-96
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Twitter Grader, 164
Twitterific, 98
TypePad, 46
typos in resumes, 261

U
UberTwitter, 100
unhelpful people, avoiding,

180-181
uploading profile picture to

Facebook, 114-116, 125
URLs (uniform resource 

locators)
choosing, 47
for Facebook personal 

profiles, 118
personal URL on 

LinkedIn, 72
personalized, 260
shortening, 259
for slide shows, 224

V
Vaynerchuk, Gary, 9, 60
vertical versus horizontal 

segments when writing for
publication, 236-237

video in personal brand 
campaigns, 141

viral communication, 119
visibility, measuring, 150-151
visitors, number of, 154
visits, defined, 158

W–Z
Walker, Hazel, 203-204
wall (Facebook), writing 

on, 124
Walls, Rocky, 267
web-based applications,

97-100
Website Grader, 164

websites
creating screen shots 

of, 225
on LinkedIn profile, 70-71

West, Starla, 174-175
Wilkerson, Mark, 178
Word, copying blog posts

from, 63
WordPress.com, 43-44, 48, 157
WordPress.org, 43-44, 48
Writer’s Market, 231
writers’ guidelines

importance of following,
246-247

obtaining, 241
writing

autobiography for personal
brand story, 21-22

blog posts
frequency of, 56-57
length of, 57-58
for SEO (search engine

optimization), 59-60
for SEO versus for 

readers, 55-56
types of, 53-55

on Facebook wall, 124
guest blogs, 142
headlines, 217
inspiration for, 49-50
numbered lists, 216
personal brand story

content of, 24-29
length of, 23-24
prioritizing, 22-23
tips for, 29-32

for publication, 142,
227-229

in allied industries,
234-235

blogging versus, 228-229
building personal brand

with, 237-238
in business newspapers,

232-233
for climbers, 247
competition in, 230-231
dues-paying in, 244-245
exposure, 245-246

for free agents, 248
getting started, 241-243
in hobby publications,

235-236
horizontal versus 

vertical segments,
236-237

for influencers, 247
in local newspapers,

231-232
in major magazines, 236
for neophytes, 248
niches for, 240-241
payment for, 243-246
promoting published

writings, 238
publication rights, 239
reasons for, 229-230
in scientific journals,

233-234
simultaneous 

submissions, 237
tips for, 246-247
in trade journals, 235
Writer’s Market, 231

Zuckerburg, Mark, 107
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