Just Enough Marketing for

Freelancers
Frank Catalano, Intrinsic Strategy
Red Pencil in the Woods
24 September 2011

eProvide an overview of marketing — and what I’'ve found does and
doesn’t work

e|’'m a consultant and writer — not an editor

eBut like many of you, | have clients and am self-employed

eSay upfront: Like many professionals, success is about relationships,
repeat business and referrals

*So no magic bullets or quick hits
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Internet
Marketing

eWho | am

*Give you an idea of my perspective

eIntrinsic Strategy: marketing, branding and product strategy consultancy
¢20+ years consulting, 4 years as a corporate VP at Pearson

eEducation, edtech and consumer/business tech

*Also a long-time freelance writer and columnist: GeekWire, PSBJ,
Eastsideweek/Seattle Weekly, Seattle Times, Amazing Science Fiction,
OMNI, AP Network News, RTNDA Communicator

eCo-author of two Dummies books
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¢So why market?

e Marketing is creating awareness and demand
*Build and maintain awareness that you’re in business ... or still in
business
*Provide a safe way to “get to know you” for clients before you approach
them, or they approach you, one-on-one
eEstablish a professional personality
eHiring a freelancer is as much about whether the client thinks you
can do the job, as to whether you actually can do it — create a tone,

and establish trust
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*Why not to market

*To make yourself feel important or as though you’re doing something
eThis is what | call “confusing any motion with forward motion”
*To avoid actual human contact and engaging a prospect
e Such as publishing your fees or price list for everyone to see, out
of context of a proposal
*To get lots and lots of unqualified leads, through promotions or direct
marketing, that suck up valuable time
e|f you have to say “no” too often, that can hurt business in down

times (referral network)
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eStart with a marketing strategy

eOtherwise, as the sign shows, any direction will do if you don’t care
where you wind up
A strategy is not a list of activities
e|t is an approach
eYou must have a strategy to know which tactics make sense, even
as a sole proprietor
eStrategy also helps you develop your key message
eFocus and communicate your core, not all in vague generalities —
be specific
eYes, it’s hard to do and requires discipline to not claim the ability

to do everything that you can do
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Just Enough Strategy: The Three Cs
by Frank Catalano
Catalano Consulting &

The panic doesn't usually creep Into thesr voices until we're nearly deoe with the coffes.

"I knaw strategy s important,” the calleague will say to me as we wrap up. "But | cant
spend a lot of time or effort on marketing strategy. | need to do stuff that will generate sales
today.”

1l nod sagely. And hope he doasn't waste too much money on misdirected marketing tactics,
condusing any motian with forward motian

Strategy has gotten @ bad rap &s the tech aconomy has soured. In part, thes s the faul of
some dhrect marketing consultants, Wed) desigrnses, PR fiems, and ad agencies wha charged
Ioflate] prices for maaningiess “marketing strategies™ during the boom times a5 a way to add
margin o e basic services

But markating s newdad 1o ceste demand that sales then fullills. And a markating strategy is
nothing more than a dscplined spproach that focuses demand oreation efforts. Indeed, as
1'd have liked to have told many colleagues over coffee, In a doan economy you need focus
more, Not less, 50 every dollar spent s well spemt

S0 how to make marketing strategy fast and fashionable again? Start by denvystifying £ A
@ood way is 1o begi thinking of speliing the ward “sti atogy " with thyoo Cs:

Customers

Who are your Tlrm's Largel customess? Most companses think they know, but its not encugl

"Fortune 1000 fams”™ {or, God forbid, “anyone with @ computer™). What title do

viduals you're targeting at these companies have? In many cases, the "customer” really Is
P s TR G M B TR Skl i b ——

elt can be simpler to develop a marketing strategy than you think

eFocus on the Five Cs

eCustomers, Customers, Core Competency, Course

e A simplified way of thinking about it
eMore traditional for companies: Competitive analysis, target
audience, key features/benefits and derive positioning

*The more specific in all of the Cs, the better the strategy
eFrom the customer’s perspective, not just yours

*Walk you through all the Cs, quickly
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eCustomers

*Do you know who your ideal customers are, title, motivations?
eNeed to be specific, so you can target (important later)

e|n tech, “anyone with a computer”

eBetter: “38-year-old male who lives in parents’ basement”
e|n editing, is it people who self-publish books? Companies who
need outside help for financial reports or marketing? Market
research firms who publish studies?
*These may not be all the people you now work with, but with
whom are you an expert, your core customer base?
e|f there are influencers in your segment, consider a way to reach

them appropriately too
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eCompetition
*\Who are your competitors — other freelance editors, in-house staff,
entire marketing/editorial companies, or just bad writing?
e[Couch example from High-Tech Marketing Companion]
*Quicken: paper and pencil was their competition when they
started
*Need to focus on what customers do NOW, and what THEY view as

your competition — not just other companies that do what you do
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You are listening to King FM

eCore Competency

*What are you really good at — do uniquely well? Is it a particular
set of editing or related skills, industry expertise, or something
else?

eHow do you stand out —in brief?

*[KING-FM Example]
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eCourse
eNow what are you going to do, keeping the customers, competitors and
core competency in mind?
*When all are done right, the tactics are more obvious, as is messaging
(uniquely describing) yourself
eMajor caveat: Must be good at what you do, first
eHarry Wilker, Broderbund: “Nothing will kill a bad product faster
than good marketing.” (word of mouth)
eCorollary: Nothing will kill a good freelancer or consultant faster
than poor work (reputation)
eSecond major caveat: There must be a market for it, and people willing

to pay
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*Tactics

eTactics come next —in 9 areas

*Only some really apply to freelancers
e\We're only wired to remember seven items, long term
*PR/social media, direct marketing, website, distribution, events,
advertising, promotion, collateral, packaging (& pricing)

eSome are bright shiny objects, some tradition-filled money pits, some

absolute musts

eFocus on cheap musts — none of us have cash to spare

eLet’s now pretend you ARE a product or service
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Google

*MUSTS
*Website
eYour front door
*SEQ is critical as Google is your real home page
eMake it look professional, not flashy —and simple is best
eSize of site doesn’t matter
eLanding place for all your marketing, business card, Twitter,
Facebook efforts
eSpend a few minutes describing what | do, much of which may be

applicable to you
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Marketing advice
Technology Insights

*Website element musts
*Own a domain

*Even if you get email to Gmail or use GoDaddy for the domain

and forward webmail
*Use WordPress or a similar easy to create and maintain website tool
*Should not require a designer for content changes
*Home page

*Succinct, specific description of what you do, who you do it for, and how to

reach you

*Any high-profile resources, accomplishments or publications

*Photo strongly urged: They are hiring you

*Links to online presence elsewhere (Twitter, LinkedIn profile — not Facebook)

*Current speaking/writing/conference attendance, if applicable
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eSample clients, type of work (link to it, if public) and testimonials if you

have them
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eBlog if it's something that makes sense and you can update at least 2x
month

eUse my blog for not just original content, but what I’'m doing or have

done elsewhere — clearinghouse approach, makes it easier to keep fresh
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e|f you can’t blog, consider creating or coalescing (through links

elsewhere) resources
e| use conference notes

eConsider editing checklists, etc.
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Intrinsic Strategy

Contact
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eProminent, easy contact info (time zone, too)
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e\Website element must nots

eList of fees — no context — but you can explain how you work with clients

and the process

*Obviously dated references — review your site every three months and

read it carefully

eCute/counters/too personal (humanizing info vs. TMI)
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*MUSTS
eSocial media (aka PR)
*Most bang for the buck, long-term — word of mouth, via press organization or
individual
eEstablish reputation, area(s) of expertise, market knowledge, top-of-mind
awareness
eLong fuse, not a quick fix
¢|n the case of freelancers, not suggesting “traditional” PR with news releases,
awards, reviews
eSocial media for marketing is more like PR than any other discipline
eFacebook fan page (800 mil), LinkedIn profile (120 mil), Twitter for
broadcasting with hashtags, tight website integration for all
e LinkedIn is good for a digital CV, but full view can be limited to
members and/or those close to you
*Think web ecosystem: website center, email direct touches, social media

broadcasting
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*MUSTS
eDirect mail & email marketing
eUnless you're supporting a staff, | don’t recommend doing any mass mail
or email

eProblem of too much unqualified response
eMore useful: A brief, personal follow-up after meeting someone at an
event (and getting his/her business card), pointing to a resource of yours
or an appropriate one of someone else’s (makes you the “expert”)
e|s direct mail dead? Not now.

eHandwritten notes still good.

Copyright 2011 Frank Catalano
http://www.intrinsicstrategy.com

20



*MUSTS

eEvents: Public speaking at chambers, Rotary, trade associations
eLessons learned and successes, as a thought leader (on good
writing as the core for all communications)
eParticipation in online and in-person professional discussions
(LinkedIn, others, industry specific)

eNetworking events, conferences
*Be very selective — aside from dollar cost, there is time and
opportunity cost
eBut try and do them regularly — even if you hate them

*Builds awareness, allows for follow-up, and you may learn

something
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http://www.intrinsicstrategy.com 21



WHEN IN DOUBT-“LOOK IT UP” IN
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The Sum of Human
Knowledge

29 volurmes, 28 150 pages,

opagque India paper, each

i volame but one inch in

CAMBRIDCE UNIVERITY FHESS (Lnghead) thickness.

44,000,000 words of text.
Printed on thin, but strony

[ THE BOOK TO ASK QUESTIONS OF | | FOR READING OR FOR STUDY |

*MAYBE, NEVER OR IT DEPENDS

eAdvertising (display)
eBranding and awareness, again, but very expensive, relative to PR
or direct marketing
|t should be very, very targeted and drive to your website ... if at all
eStrong call to action

eListings in industry directories perhaps better — the key is, you want to be

FOUND
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*MAYBE, NEVER OR IT DEPENDS

ePromotional items (tchotchkes)
eMake sure they reinforce your message

eNever ignore what works if it’s cheap and effective, even if boring
*Pink Pet erasers with URL?

eConsider checklists, notes or other documents you generate as a

“promotional item”
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Microsoft
Introduces
Power
Windows.

*MAYBE, NEVER OR IT DEPENDS

eCollateral materials (printed)
eBusiness card exception
eSteer to website — not even a simple flyer

eAgain, your created resources can be considered “collateral”
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s of the digital classroom

*How might this all come together? One example ... from me

*Recently wrote a long essay (4400 words) on trends driving digital education for a tech

industry newsletter
*As part of the agreement, | was able to rapidly post it on my website blog

*| also created a PDF version for easy downloading and put it on the “Conference Notes”

section
*| tweeted the article was available with a compressed bit.ly link

*| sent individual emails to my current clients, previous clients and prospects indicating they

may find it useful

*| posted a LinkedIn update about the essay’s availability and encouraged it to be shared in

discussions

*| let a couple of industry newsletters know they might find it of interest -- and some shared
that

*Result? Hundreds of views in one day alone, many downloads (not tracked) and sustained

interest over time

*Every view saw my embedded bio and contact info
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1. Marketing = Awareness + Demand Creation

2. Strategic 5 Cs: Customers, Competition, Core
Competency, then Course

3. Tactical Musts: Website, social media (PR),
personal mail/lemail, event speaking/networking

4. Tactical Money Pits: Ads, promo items (except
expert resources), printed collateral (except
business cards)

5. YMMV (Your Marketing May Vary)

eRecap

*Think of marketing as a way to stay top-of-mind

eThink about who your customers are, what your competition is, what
you're best at, then what to say about yourself and how to get that word
out

*Think cheap and effective and visible
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Frank Catalano
frank@intrinsicstrategy.com
www.IntrinsicStrategy.com
@FrankCatalano Twitter
206.659,1228

Q&A

Copyright 2011 Frank Catalano
http://www.intrinsicstrategy.com

27



