
Hello everyone and welcome to Module 2 of Freelance Academy!  

Now that you’ve spent some time honing in on your niche and identifying your ideal clients, we’re 
going to work through several ways to find and attract those clients to book your services.  

Like our last module, make sure you have the Module 2 workbook on hand and be prepared to 
put me on pause to work through the assignments. Let’s dive in! 

The key to booking clients 

“How did you grow Elle & Company so quickly?” 

It’s a question I’m often asked, but the people asking it don’t always like to hear my answer. They 
usually reply with, “Well, how else did you grow your audience and book clients so quickly?” 

Because the secret I’m about to share with you isn’t easy. It takes a lot of hard work and patience; 
you’re not going to get there in 3 simple steps. 

But I guarantee you that it’s effective. And if you make up your mind to trust me and push through 
the action steps I’m going to give you, I promise you that you’ll book the right kind of clients. 

Remember what I told you in Module 1: This course is about the long term. There’s no quick fix for 
success. You have to be willing to put in the work. 

Alright, are you ready? 

Here’s my secret: It all boils down to trust. 

It sounds so simple, doesn’t it?  

And it makes so much sense. In order for someone to buy from you and book your services, they 
have to be able to trust you. They have to trust your ability to follow through on the promises you 
make on your services page. Especially if the services you offer are at a high price point.  

But how do you get people to trust you? 

The key lies in content marketing. 



What is content marketing? 

The Content Marketing Institute defines it as: 

"...a marketing technique of creating and distributing valuable, relevant and consistent content to 
attract and acquire a clearly defined audience - with the objective of driving profitable customer 
action.” 

In other words, content marketing is connecting your audience with useful content in order 
to earn their trust and sell them something. 

People are selfish, myself included. Whenever we search the web, we either want to learn 
something, be entertained, or connect with people. We’re always looking for something, and it’s 
usually something that benefits us. 

Take a moment to consider your favorite sites. Why do you follow along with them? Is it because 
they focus on themselves and their own interests? Or is it because the content they share - 
whether it’s on a blog, podcast, or social media account - entertains, educates, or inspires you? 

If I had to guess, it would probably be the latter. 

Content marketing connects your ideal audience with the valuable content they’re searching for. 
It matches their searches with your site. It makes your business their go-to.  

I once heard someone say that if you want to make a million dollars, start thinking of ways to help 
a million people. The best content marketers understand that providing their audience with 
valuable information, they’ll help them, build trust with them, and keep them coming back.  

I’ve talked to numerous business owners who hear the word “marketing” and immediately, 
images of spam and sales pitches flood their mind. I was one of these people. I cringed at the 
thought of selling my services and implementing marketing techniques.  

But content marketing takes the sleaze out of selling; it’s much more organic. 

Spam is annoying because it’s often unwarranted; it’s a pushy sale that’s forced upon you.  

Content marketing, on the other hand, gives away tons of free, useful content and rarely 
promotes your services. Because you aren’t always driving a sale, people are a lot more 
interested in what you’re offering because they trust you.  

That’s how I grew Elle & Company. And that’s probably why you decided to purchase this course. 



You may have found one of my posts on Pinterest, come across my Instagram account, or started 
following along with my weekly Ellechats. Hopefully you discovered some useful content that you 
were able to implement in your business, had some success with it, and began to follow along 
and trust my insights.  

Hopefully, you purchased this course because you trust me. 

I’m going to teach you exactly how to build trust with your ideal clients in this module. 

Module Overview 

We’ll start by taking a look at how you can provide value to potential clients, demonstrate your 
expertise, and build trust through the content you share on your blog, social media accounts, 
and mailing list.  I’ll show you how to utilize the unique features of each outlet to gain clients and 
we’ll come up with a realistic game plan for marketing your services on each one. 

Then I’ll walk you through the basics of building your portfolio and highlighting projects that will 
appeal to your ideal clients.  

But before we dive in, a quick disclaimer. 

You may have been able to specialize and pare down your offerings over the course of the last 2 
weeks in Module 1, but this module is going to require time and consistency.  

You aren’t going to be able to see results overnight. You may not see results for a few months. 
But if you dedicate yourself to these strategies and put in the hard work, you’ll be able to 
measure your success over time. 

So commit to working through all of the action steps included in this module and set aside time to 
implement them each week over the next few months. It might be tempting to think that you can 
let this step slide, especially when you have client work and a million other things on your to-do 
list, but this module will benefit you the most long-term if you put in the effort now.  

You can’t afford not to make time for coming up with systems and habits for marketing your 
business. 

So with that said, let’s dive in!  



Blogging 

Unlike accounting or client communication, blogging seems to be an optional facet of most small 
businesses. Creative entrepreneurs either treat their blogs like a diary and fill it with all of their 
favorite things, or they’re intimidated by the thought of blogging and they avoid it all together. 

It wasn’t until I began to view my blog as an opportunity to gain clients that I began to switch up 
my former diary approach and take blogging more seriously.  

Instead of sharing about everything that interested me, I began to share posts that would provide 
value to my ideal clients - creative small business owners who needed branding and web design 
services.  

I shared articles that highlighted my expertise in design, showcased new additions to my 
portfolio, and outlined my client process. 

And after months of pouring time and energy into my blog, the Elle & Company audience began 
to grow exponentially. I began booking clients so quickly that I had no choice but to raise my 
prices to keep from booking out my client calendar too soon in the year.  

But why is it that blogging had such a huge impact on gaining clients? 

Here are 5 top reasons. 

Benefits 

1  |  Blogging drives more traffic to your website 

I mentioned this briefly in Module 1, but too many business owners see their websites merely as a 
necessary business tool when instead, they need to be viewing it as their business’s home base.  

Your website is where all of the important action happens. It’s where sales are made, portfolios 
are browsed, information is consumed, products are purchased, social media accounts are linked 
to, and contact forms are submitted. It’s the livelihood of your online business. 

Sure, social media sites are helpful for increasing exposure and promoting your offerings, but 
they’re merely funnels pointing back to your website.  



People can’t buy your product on Twitter; they have to follow a link back to your website to 
purchase. People can see bits and pieces of your portfolio on Instagram, but they have to return 
to your site to view your complete portfolio and learn more about your services.  

Increasing your number of social media followers and email subscribers is a worthy venture (and 
we’ll talk about how to do that in just a few minutes), but those numbers won’t be worth much if 
you aren’t funneling people back to the place where clients can learn more about your offerings 
and book your services: your website. 

Not only that, but your website is the most effective place for generating conversions and 
encouraging people to buy.  

The goal is to make a purchase easy on a prospective customer, and the less links and pages 
they have to click through to get to the main goal, the better. By sending traffic straight to your 
website, you’re putting people in a prime position to work with you or buy your products. 

So instead of writing your website off as one more necessary feature of your business, view it as 
the center of your online presence. 

Blogging is beneficial because it drives traffic to your home base; it’s directly on your website. 

One of the biggest struggles for creative entrepreneurs is to to find an audience that would be 
interested in booking their service or buying their offering. But if you’ve already worked on 
building your site traffic through blogging, you’ve already gotten the hard part out of the way. 

Not to mention that you’ll gain a better understanding of the wants and needs of your audience 
and be able to come up with a product that’s better suited and more appealing to them. 

There’s no denying that site traffic opens up more doors and provides more opportunities for 
your business. The more people who visit, the greater opportunity you have to book out your 
client calendar. 

2  |  Consistent traffic 

Blogging consistently gives visitors a reason to return to your home base regularly.  

If you had a storefront, people probably wouldn’t return to your shop on a regular basis. But by 
utilizing a blog on your website, you’re giving people a reason to return to your online storefront 
on daily/weekly/monthly basis. 



And the more people return, the more familiar they’ll become with your business and the more 
likely they’ll be to book your services down the road. 

3  |  Better SEO 

Search engines seek to match your search with the most relevant content.  

Each time you enter keywords in Google’s search bar and hit Enter, Google crawls and indexes 
pages to see which websites are the most relevant. Search engines base that relevance on 
several factors like keywords, backlinks, and page views. 

So it should come as no surprise that search engines love blog posts, because blog posts 
naturally include tons of key words. 

If you’re writing a post on how you use Trello to organize your work week, you’ll organically 
mention Trello several times throughout the entirety of your post. The more that word appears, 
the more likely your post will pop up in a search engine later. 

Now, is that post going to pop up first when someone types “Trello” in the Google search bar 
next week?  

Of course not. But if you get in the habit of writing longer posts on relevant topics, you’ll increase 
your SEO on those topics over time.  

I’ve seen this firsthand with Elle & Company.  

A few years ago I started writing posts on Squarespace with the intention of raising more 
awareness about the platform and attracting clients who would feel comfortable using it for their 
website. 

I never set out to rank high in Google for Squarespace. But I did set out to share long, in-depth 
posts to provide value to my readers. 

Because keywords like “Squarespace” and “blogging” popped up often in my posts, I began to 
rank higher and higher in Google search results.  

And without even intending to, Elle & Company now appears on the first page when people 
search Google for “Squarespace blog,” right underneath links from the Squarespace site itself. 



I didn’t intentionally build in any keywords. I didn’t fuss with merge tags or try any shortcuts to 
increase my SEO on that topic.  

Instead, by writing long, high-quality posts on relevant topics, my ranking improved over time. 

The same can be true for you. The more you write about relevant topics in your industry, the 
higher you’ll rank in search engines on those topics.  

4  |  More Social Shares 

Blogging also gives your audience content to share, link to, and reference, which drives even 
more traffic.  

When people share your posts with their audience on sites like Pinterest and Twitter, your 
business is exposed to a wider audience of potential clients. 

It’s almost as if other people are doing the hard work of marketing for you.  

I see this on Pinterest all the time. I pin from my site occasionally, but the majority of pins from the 
Elle & Company site were shared by other people who’ve visited the blog and pinned the 
content.  

Pinterest is actually one of my highest referrals, and yet I don’t do any extra work; my audience 
does it for me.  

Thank you, blogging. 

5  |  Total control 

When you put most of your effort into social media, you put yourself at the mercy of Instagram, 
Twitter, Pinterest, and Facebook.  

Do you remember earlier this year when Instagram announced that they were changing their 
algorithms and everyone had a little freak out?  

Yeah, you don’t have to worry about that with blogging. You have total control over your blog, 
which isn’t always the case with your social media accounts.  



Not only do you have more control over your blog, but if you put time and effort into your blog, 
your social media accounts and your list will also grow. Because when people find your site and 
enjoy your content, they’ll naturally want to follow along with you on social media and receive 
your updates in their inbox, too. 

Best practices 

All of these benefits of blogging might have you convinced that blogging (or podcasting, or 
webinars) are worth pursuing and utilizing to build trust and increase your authority with potential 
clients.  

But where do you start? How do you put all of this information into practice? Allow me to walk 
you through it. 

1  |  Create an editorial calendar 

If you want your blog to gain traction and appeal to the right clients, you have to be consistent. If 
you’re sporadic and only post every blue moon, you aren’t setting a good expectation for your 
readers. People won’t know to check back if you don’t set a precedence for how often a new 
article will be published. 

So I want you to set your blogging schedule at the outset. How many times are you going to 
publish a new post each week or each month? What days are you going to post?  

You might choose to post every other Monday morning at 6:00am.  
You might choose to post every Monday morning at 6:00am.  
Or you might choose post every weekday at 6:00am. 

But whatever schedule you choose, be realistic. It’s better to start small and add on to your 
schedule if you have more time, rather than set a frequent schedule that you can’t keep up with. 

I left space on page 1 of your Module 2 workbook for you to plan out your editorial calendar. Mark 
off the days you plan to publish a new post and commit to sticking to it. 

Go ahead, put me on pause, and knock it out now. 

2  |  Brainstorm high quality content 

Now that you’ve set a schedule for how often you’re going to publish new posts, it’s time to 
brainstorm high quality content that will provide value to your audience and highlight your 
expertise.  



There are 4 key things to consider when creating content that will appeal to your ideal clients. 

 1  |  Share content that’s relevant to your audience 
  
 In order to produce content that’s relevant to your audience, you have to consider the  
 audience you have and the audience you want to attract.  

 It seems simple, but this is one of the biggest pitfalls among bloggers and business  
 owners who reach out to me for advice. They expect to draw in a captive audience by  
 sharing any and everything that’s relevant to them, but they don’t consider which content  
 would be most relevant for their readers. 
  
 When I started Elle & Company, I followed the example of others in the industry and  
 shared everything from recipes to recent projects to faith and everything in between.  
 While they were all topics that I enjoyed writing about, they didn’t appeal to my ideal  
 reader - a small business owner in need of graphic design services for their brand and  
 website. It wasn’t until I started producing content on blogging, design, and business that  
 my content became relevant to them, and my readership (as well as my design bookings)  
 began to increase by leaps and bounds.  

 Once you have a better understanding of your audience, you’ll be better prepared to  
 create content that’s relevant and applicable to them. 

 For example… 
 • A photographer who wants to gain expertise in their field and move toward  
  education through e-courses or workshops has an ideal audience of   
  photographers. They should share content about equipment, posing, lighting,  
  composition, client process, etc. 
 • An e-commerce site whose audience is made up of casual consumers should  
  share about how their products can be used and their process for creating them. 
 • A calligrapher who wants to attract brides should share about their process,  
  etiquette for addressing envelopes, different ink and paper options, the art/history 
  of their field, etc. 

 A Case Study - Cole’s Classroom 
 Cole Humphus is one of countless photographers in his industry, but his website and high 
 quality content sets him apart. He shares his secrets and gives his audience the tools they 
 need to become a better photographer in the form of blog posts and videos, and in return 
 he appeals to his ideal audience (photographers) and positions himself as an expert.  
  



 Posts on marketing a photography business, tips on how to take better photos, and  
 reviews on photography equipment are all relevant to his audience. 

 High quality content begins with shifting the focus off of yourself and onto your readers.  
 The best, most successful bloggers out there have a great understanding of their   
 audience, which is why they’re able to continue producing posts that draw readers in time 
 after time. 
  
 2  |  Answer your audience’s questions 

 Are you struggling to come up with relevant post ideas for your readers? Start by   
 answering their questions. FAQs are usually a good indication of what your audience  
 looking for and they can clue you in to the needs of your readers. 

 The majority of Elle & Company blog posts originate from questions in the comments of  
 our posts or from conversations I have with other bloggers and business owners. The  
 more I blog the easier it is to come up with ideas because my readers ask me for my  
 feedback on topics. 

 If you’re stumped at what your ideal audience would be interested in, look no further than 
 the questions you’re asked by clients and customers on a regular basis. The more you  
 share, the more quality and value you’ll provide for them and the more they will ask and  
 return.  

 3  |  Focus on actionable content 
  
 High quality content encourages a reader to take action. 

 When I consider the blogs I love most and read often, they’re the ones that provide me  
 with the most takeaways. Their content either encourages me to think about something  
 differently, gives me tips, helps me improve something, teaches me something, etc. If it  
 didn’t benefit me in some way and spur me into action, I probably wouldn’t return day  
 after day.  

 When your audience is able to read something that helps them get to where they want to  
 be and shows them how to get there, they will continue to visit your site time and time  
 again. 

 4  |  Provide proof 



 Proof builds trust. So if you’re trying to build authority on a subject and prove your point,  
 try to include facts and figures. Always be thinking about how you can back up what  
 you’re saying.  

 This might take the shape of case studies, statistics, or even quotes. But beware of writing 
 posts that only voice your opinion all the time. 

 Yes, this may require a little bit more time and research, but it will pay off by increasing  
 your authority and credibility in the long run. 

It all boils down to value. As you come up with content for your blog posts, podcasts, or webinars, 
consider the takeaways you’re providing for your audience. What are they walking away with? 

To help you brainstorm some high quality content ideas, I’ve included 2 exercises in your 
workbook.  

The first is a timed brainstorm exercise. Put me on pause and set a timer for 30 minutes. In that 
time frame, your goal is to come up with at least 3 responses to each of the 20 questions.  

A sense of urgency not only encourages you to write ideas down quickly, but it also keeps you 
from overthinking and analyzing your answers too much. You may not come up with 60 high-
quality post ideas at first, but you can expand upon ideas afterward or combine a couple ideas 
after the exercise is over; this is purely just to get you thinking and take you out of your current 
brainstorming rut.  

If you're still on a roll when the 30 minutes is over, set the timer again and or keep going until 
you're out of ideas. Once you're done jotting things down, go back through and highlight 
possible ideas by using the checkboxes provided. 

Alright, get to it! I’ll wait here. 

—- 

After working through that exercise, you should now have at least a few ideas for new content to 
share on either your blog, in a podcast, or in a webinar.  

But just in case, I have another content brainstorm exercise for you in the form of a list. Feel free 
to set a timer, if you found the time limit helpful in the last exercise, or you can work through it at 
your own pace. But I want you to come up with at least 1 blog post idea per number. Go ahead 
and give it a title, too.  



Once you’re done, go back through and highlight contenders by using the checkboxes provided. 

Now that you know what to do, put me on pause and give this second exercise a go! 

—- 

Before we continue, it’s important to note that all of these content ideas can be used for podcasts 
and webinars, too. That’s why I keep mentioning them throughout this section; they’re both great 
ways to share content and build trust with potential clients. 

However, I would highly recommend recapping or sharing your podcast episodes or individual 
webinars as blog posts, too, for a couple reasons. 

First, the more you can share and repurpose content, the better. By sharing my weekly Ellechat 
webinars on my blog, I’m able to expose that content to a greater audience and bring more 
awareness to my weekly webinars. 

Second, written blog posts increase your SEO. Search engines aren’t able to crawl your podcast 
audio or webinar replays, but they are able to search your blog posts for keywords. So keep that 
in mind if you’re considering forgoing blogging for either a podcast or a webinar series (or both). 

—- 

Now that you have some viable content ideas, I left space in your workbook for you to list them 
all out. I’m a pen and paper kind of person, so I love seeing the ideas in front of me on paper. 

However, I also find it really helpful to keep track of new content ideas in Trello. Trello is great 
because it’s easy to use, it has an app so I can access it anywhere, and it’s also free.  

For those of you who aren’t familiar with Trello, I’ve added a tech training for you in the resources 
section of this module. It doesn’t take long to figure it out - feel free to put me on pause and go 
take a look at how to use it. 

To keep track of my content ideas, I set up a new Trello board called Content Brainstorm with 
separate lists for each outlet (blog, newsletter, Ellechat, etc.). I create a card for each content idea 
and from there I can set deadlines, create checklists for each individual step in my blogging 
process, and even attach a Google Doc with my outline and rough draft.   

But I’ll get to that in a moment.  



However you go about it, make sure that you keep a running list of content ideas. Not only is it 
helpful to have them on hand when you’re creating your editorial calendar, but if you’re like me, 
high quality content ideas might have a tendency to pop up when you least expect it (like when 
you’re on a Starbucks run or you’re taking a shower).  

So have a system for keeping up with them and start creating a running list.  

3  |  Streamline your process 

Now that you’ve set your posting schedule and brainstormed content ideas, it’s time to work 
through your content creation process from start to finish. 

I’m all about systems. Systems allow you to work quicker, because the more you work through 
the same process, the less you’ll have to think about it and the less time it will take you to get the 
job done. 

We’ll talk about systems more in Modules 4 and 5, but you should have a system for creating 
content, too.  

While everyone’s content creation process looks a little bit different, I thought it might be helpful 
to share my process with you. It may not fit you to a T, but I hope it encourages you to think 
through all the steps involved with creating content and streamline your own process. 

 1  |  I start each post by coming up with a strong title 

 Your headline may not be the first thing you consider when you sit down to write new  
 content post, but creating a catchy blog post title is one of the most important aspects of  
 each blog post. It's the gateway to your content; it convinces people to click or scroll right  
 past your latest post. 

 In fact, studies show that 8 out of 10 people will read your headline but only 2 out of 10  
 will read your entire post. Headlines are crucial for drawing the attention of your ideal  
 clients.   
  
 By writing your headline at the outset, before ever writing the content of your blog post,  
 you're giving yourself a reference point and a goal to work toward. It makes it easier to  
 outline the post and helps maintain your focus as you're writing it. 

 Cohesive, easy-to-read posts accomplish a goal. So set that goal before you ever begin  
 writing by coming up with a catchy headline. 



 And for those of you who might need a little help creating catchy headlines, I’ve included  
 a link to a helpful blog post in the Resources section of this module. 

 >> http://www.elleandcompanydesign.com/blog/2015/1/11/creating-catchy-headlines 

  
 2  |  Once I have a solid blog post title, I create a simple outline for my post and flesh it  
 out 

 Now that you’ve created a catchy headline and have a goal in mind for your post, it’s time  
 to create a framework for reaching that goal. For me, that framework takes the shape of a  
 simple outline. 

 It’s never very complicated; I usually just write out the different points I want to make,  
 which usually take the shape of headers and subheads. I brainstorm an introduction and  
 conclusion, just to make sure there’s a natural flow to the post from start to finish. 

 I also get overwhelmed at the thought of writing an entire post in one sitting, so outlining  
 each post helps break up the steps. It’s almost like I’m tricking myself. Coming up with a  
 blog post title and outline doesn’t seem like much work and doesn’t take me more than  
 20 minutes.  

 Then, when I come back to write the post, the hard work of coming up with everything I  
 want to say has already been taken care of. All that’s left to do is fleshing out each point  
 by forming complete sentences and expanding upon my outline. 

 Also, just a side note: I never write my posts directly in my blog post window on   
 Squarespace; I always type them up in Google Docs first. I have a folder on my Google  
 Drive specifically for blog posts, and I create a new Google Doc within that folder for each 
 Elle & Company blog post. Google Drive automatically saves the changes I make   
 to the document, and I can easily share them with my assistant who edits each post and  
 sets it up in Squarespace for me. I can also access and edit every document in my Google 
 Drive from any device, which is super helpful. 

 And another side note: I always try to keep my paragraphs to one or two sentences. It felt  
 strange at first and it goes against what you were probably taught in your high school  
 English classes, but smaller paragraphs are easier to read and to scan.  

 3  |  Lastly, I edit the post, create graphics, and set it up to go live 



 As I flesh out my outline, I’m more focused on getting all my ideas on paper than I am on  
 my grammar or the wording of my sentences. But once I have a good rough draft, I always 
 go through and read my post out loud to catch errors and make edits. I also have either  
 my husband, Jake, or one of my assistants look it over, because I have a tendency to  
 overlook errors (especially after I’ve been looking at the screen for a couple hours).  

 Once the text is ready to go, I spend some time creating blog post graphics. I always  
 need a main blog post image that includes the title, because that image is what will pop  
 up when I share the post on social media. And that main blog post image is always  
 vertical (usually 500x700 pixels) because vertical images appear larger on Pinterest and  
 have been proven to gain more click throughs.  

 Along with the main blog post image, I also try to create a few more graphics, take some  
 photos, or snap some screenshots to break up all the text and help readers have a better  
 understanding of the concepts I’m explaining.  

 If blog post visuals are a struggle for you, I’ve added some blog post image templates to  
 the Resources section of this module. They’re set up in Adobe Illustrator, so you’ll need  
 access to that software in order to customize them. 

 If you don’t know how to use Adobe Illustrator or don’t have access to it, Canva is a great  
 free option. Canva has a ton of well-designed templates for blog posts, social media  
 posts, and more. I’ve included a link to it in the Resources section, too.  

 Once the text and graphics are good to go, I set up the post in Squarespace, customize  
 the URL to something simple so it isn’t crazy long, add tags and categories, and schedule  
 the post to go live.  

Again, your content creation process might look a little different from mine, and that’s okay. But 
find a system that works well for you and work through it time and time again. It might take you a 
little while to get in a groove, but it will take you less time the more and more you do it.  

I’ve left space for you to outline your content creation process in your workbook. Write out all the 
tasks and sub-tasks involved, and think through how you can make the process easier on 
yourself. Can you delegate any of these tasks? Can you combine them? Can you break them up 
to make them a little less overwhelming?  

Then, once you’ve outlined the steps, estimate how much time each step will take you. If you’re 
very optimistic about how much time each step will take you (like I am), you might choose to 
overestimate your time to provide a little buffer room. 



By figuring out how much time the content creation process will take you, you’ll be able to have 
an idea of how much time you need to set aside each week or each month to stick with your 
content schedule.  

I would also highly recommend blocking off time in your schedule for each of these tasks and 
possibly batching them. 

For example, I find it easier and more time efficient to outline all of my weekly blog posts in one 
sitting. Then, I set aside time throughout the week to flesh out the posts (I usually try to write one 
post per day or every other day). Then I create the graphics all in one sitting.  

Because if you don’t take the time to think through how and when you’re going to create this 
content, you’ll never get it done. You have to create a system beforehand and account for it in 
your schedule. 

So I’ve also left space for you to plan out your editorial calendar over the next few months and 
block out time for each of the tasks. Here’s an example for you to look over.  

If you would rather keep track of it online, feel free to use something like Google Calendar 
instead. 

But don’t put this task off until later. Put me on pause and set up your content calendar now.  

4  |  Set up accountability 

Now that you’ve done the hard part of brainstorming high quality content and creating your 
editorial calendar, I need you to do one more thing to ensure that you’re actually going to stick to 
the content creation plan you just outlined.  

I want you to share it with at least one other person who will hold you accountable to it. This 
might be your spouse, your roommate, or a peer. But whoever it is, it needs to be someone who 
will actually hold you to it and won’t let it slide. Someone who’s in your life on a regular basis. 

For me, I have 3 accountability partners when it comes to keeping up with business tasks, 
specifically my content calendar: my husband, Jake, and my two assistants, Jenny and Marisa. My 
calendar is shared with them and they can see all of my to-do’s and tasks, which provides an 
extra layer of accountability. 

I’ve added a couple lines for you to list your accountability partners in your workbook. 



But I also want you to share your content calendar in our Facebook Group. Not only will it be 
helpful for everyone to see each other’s content plans and action steps, but with the awesome 
engagement that I’ve already seen in this course over the past 2 weeks, I know that others in the 
group will encourage you and hold you accountable to your content goals. 

So go ahead, put me on pause, and set up accountability by reaching out to at least 1 other 
person and sharing your calendar in the Facebook Group. 

Common excuses 

But even with all of that planning and accountability, excuses might start to creep in. 4 in 
particular. 

1  |  “I don’t have enough time.” 

Blogging takes time. And as a business owner, the thought of adding one more thing to your 
overflowing plate can be a little overwhelming. However, don’t rule blogging out just yet! 
Consider these ideas. 

Perform a time exchange - Think through the items that are already on your plate. Is there 
anything that takes up too much time, isn’t profitable, or could be delegated to someone else? If 
so, exchange the time you’re spending on that task for a few hours of blog post writing.  

Start out slow - Many people dread blogging because of the frequency. You aren’t required to 
publish a new blog post each day, so set realistic goals and start out slow. If you only have 2-4 
hours to spare every other week, publish a new blog post every other week. If you have 2-4 
hours to spare every other day, publish a new blog post every other day. It’s more about 
consistency than frequency. So start out slow and increase the amount of posts you publish if you 
can spare a little more time. 

Plan ahead - Make blogging easier on yourself (and your schedule) by planning ahead. Instead of 
waiting until the last minute and wasting time trying to come up with a new blog post idea, set 
aside some time to brainstorm topics and create an ongoing list to pull ideas from. The exercises 
we just worked through should be extremely helpful for planning ahead, so keep coming back to 
them time and again. 

Streamline your process - We just laid out the steps in your content creation process. Continue to 
refine it as you write more and more posts, and you’ll naturally get faster at creating content over 
time. 



2  |  “I’m not a great writer” 

Some of you might have the time, but you don’t have the confidence. It can be a little frightening 
to put yourself out there - especially when you don’t feel capable in the writing arena. Here are 3 
ways to make it easier on yourself.  

Switch up the format of your posts - Blogging can take many different shapes and forms, so 
switch things up with the format of your posts. Share long lists, stories, infographics, how-to’s, or 
tutorials. Or better yet, scratch the written content and opt for other forms of media like videos or 
podcasts and share them on your blog instead. Not only will this make things a little less 
intimidating on your end, but your readers will most likely enjoy the variety of content, too. 

Recruit some help - If you don’t feel confident in your writing abilities and your time could be 
better spent elsewhere, consider bringing some other people on board to help. If you have the 
finances, hire a ghostwriter to write your posts for you. If you don’t need someone to go as far as 
writing your posts but you could still use a little help, hire a virtual assistant to edit your posts for 
you. Or if you just need a break in your blogging schedule every once in awhile, consider 
allowing guest bloggers to contribute to your site. Just make sure the content you share - 
whether it’s yours or someone else’s - is high quality and valuable for your audience. 

Keep at it - When I first started blogging about business and design, I felt uneasy about the 
quality of my writing. And to be honest, my confidence in this area still wavers from time to time. 
But I’ve found that the more I write the stronger my writing becomes, the greater confidence I 
have in my writing abilities, and the more I actually enjoy sitting down and getting my thoughts on 
paper (or on the screen). In fact, my little blogging hiatus this past month made me realize just 
how much I enjoy writing. So I would encourage you to start writing and push through it. 
Strengthen your writing by reading more. Ask for objective feedback from others. The longer you 
stick with it, the more confident you’ll become and you might just find that like me, you enjoy 
writing much more than you originally thought you would. 

3  |  “I don’t know what to write about” 

Is uncertainty over what you should be posting on your blog holding you back from getting 
started? Here are a few ideas to get those creative gears turning. 

Turn FAQs into blog posts - If you’re asked the same questions on a regular basis, there are 
probably numerous people within your audience who could benefit from a post that answers 
them. Not only will your post be well-received, but you can also point back to it on your FAQ 
page or within emails (which will save you some time in the long run).  



Start a blog series on your process - If the purpose of your blog is to attract potential customers 
and clients, use your content to highlight your expertise and give readers an inside look at one of 
your processes. If you’re a photographer, share a step-by-step look at how you shoot a session. If 
you’re an interior designer, walk your readers through your client process from start to finish. Not 
only does this give you some quality blog content, but it builds trust with potential clients and 
highlights your authority in your industry. 

The more you post and get to know your audience, the better you’ll become at coming up with 
content your readers will enjoy and look forward to. 

4  |  “I don’t have anything helpful to say” 

Do you have the time, write well, and have plenty to blog about, but you don’t feel like you have 
enough authority in your industry to get your blog off the ground?  

Don’t compare yourself to others in your industry - When you’re constantly surrounded by the 
blog articles, tweets, and Instagram posts of your peers and competitors, it can be far too easy to 
play the comparison game and doubt how much you know about your industry. But you don’t 
have to be an expert to be a blogger. In fact, there’s a great chance that your ideal audience isn’t 
very familiar with your industry anyway, so you don’t have to worry about them measuring you up 
against others. So share what you know and exercise transparency your audience. You know 
more than you give yourself credit for. 

Pretend you’re talking to someone who has no understanding of what you do - Because you’re 
so familiar with your industry, it can be easy to underestimate how much you truly know about it. 
So start at the beginning and pretend like you’re talking to someone who isn’t familiar with what 
you do. Break it down for your readers and share the basics. Your audience will enjoy learning 
more about your field and because the best way to learn is to teach, it will force you to do your 
research and learn more about each topic, too.  

Before we wrap up this section on blogging, there are a few common questions I 
want to answer. 

Which platform should I use? 

Use whatever platform you feel comfortable using.  

Wordpress is the most common blogging platform and it’s the most customizable, but there’s 
often a learning curve involved. 



Squarespace is very easy to use and it’s my personal preference, but it isn’t quite as 
customizable as Wordpress. 

And Blogger is a free option, but it isn’t as easy to use and it isn’t quite as visually pleasing as 
Wordpress or Squarespace sites. 

Even more important than the platform you choose is that you actually get started. You can 
always change your platform later, but work with what you have and start creating content now. 

How long should my blog posts be? 

I recommend writing posts that are 1200+ words in length. The longer your posts, the better. 

Now, that may seem like a lot of words to some of you. But long posts challenge you to go more 
in-depth with your topic, they generate more engagement, they give your readers the option to 
scan or really dive into your post, and they increase your SEO (because you’ll naturally include 
more keywords if you’re writing longer posts).  

I wrote an article on blog post length a few months ago, so if you’re curious to read my take on it 
(and some data to back it up), I’ve included a link in the Resource section of this module. 

Do I need to load up on content before I launch? 

Absolutely not! 

Many people spend tons of time writing posts before they launch their blog and start off with a 
bunch of steam, but then they fizzle out over time. Or, they drag their feet and use the “I need to 
load up on content beforehand” excuse to keep from getting their blog off the ground. 

Again, consistency is key. Just start and follow the editorial schedule you created for yourself 
already. Don’t procrastinate or put it off until later - get started now. 

Remember, the whole purpose of blogging is to attract and build trust with your ideal clients. 

Social media 

Now we’re going to take a look at how you can attract and build trust with your ideal clients on 
social media. 



Let’s start by setting the stage for how we should view and use social media to gain the right 
clients by looking at some advantages and disadvantages. 

Advantages/disadvantages 

1  |  Funneling traffic to your website 

Social media should always be viewed as a funnel; it’s never the end game.  

Like I mentioned earlier, your website is where all the magic happens. The goal is to drive as 
much traffic to the one place where people can view your work, learn about your offerings, and 
book your services. 

Social media isn’t the end goal, but it’s a great tool for driving traffic back to your website.  

2  |  Free, organic marketing 

Social media has completely changed the face of marketing over the past several years. 10 years 
ago, it was often expensive to purchase ads, sponsor events, and get your business in front of a 
captive audience. 

But thanks to apps like Facebook, Twitter, Pinterest, and Instagram, you’re able to reach your 
ideal clients for free.  

And not only is social media free, but it’s also more organic. By sharing behind-the-scenes posts, 
recent work, and other more personable content, your marketing efforts don’t feel sleazy or 
salesy; they feel much more authentic.  

You have the ability to create engagement and actually interact with your audience one-on-one.  

However, all of these advantages come at the expense of control. While you can use social 
media as a marketing tool to connect with your audience and drive traffic back to your website, 
you can’t fully rely on social media like you can rely on your blog. These apps can easily change, 
as we saw with Instagram several months ago. 

3  |  Can easily become a popularity contest 

Another thing to keep in mind as you use social media to attract and build trust with ideal clients 
is that it can easily become a popularity contest. 



While a larger following may mean exposure to a wider audience, your number of followers 
doesn’t mean anything if none of those followers ever book your services.  

Don’t get so caught up in numbers that you lose sight of the larger goal: gaining clients and 
booking out your project calendar so that you have more freedom to run your freelance business 
on your own terms. 

Keep all of this in mind as we work through some best practices for using social media to find the 
right clients. 

Best practices 

1  |  Choose 2-3 platforms to focus on 

In the Module 1, you interviewed at least 5 people in your ideal client category and asked them a 
series of questions. One of those questions dealt with where they spent their time on social 
media. Which platforms do they use the most? 

My goal was that you might see a trend.  

Because when it comes to social media, there are a lot of platforms out there - Facebook, 
Instagram, Twitter, Pinterest, Snapchat, LinkedIn, Periscope. It seems like there’s a new social 
media app to learn about every few months. 

But here’s the good news: you don’t have to be on all of them.  

In fact, based on the data you collected in Module 1, I want you to choose just 2-3 social media 
platforms to focus on.  

But before you choose, here’s some data about the audiences on each of these most popular 
social media platforms. Keep your ideal client profile in mind as I go through them. 

 Facebook  

 With nearly 1.5 billion monthly active users, Facebook is the market leader for social  
 networking sites.  



 There have been rumors that Facebook is losing some traction among millennials, and  
 while this trend may be true, their younger user base remains strong. In fact, Facebook  
 data shows that the 18-24 age range is still the largest demographic among their users. 

 Facebook also seems to skew more heavily toward women, with 77% of adult females  
 using the site and 66% adult males.  

 For those of you who run location-dependent freelance businesses, you’ll be interested to 
 see these stats. The top 5 countries for Facebook users are the United States, India,  
 Brazil, Indonesia, and Mexico.  

 This infographic from Sprout Social does a great job of highlighting Facebook’s   
 demographics. Feel free to put me on pause to take a closer look. 
 

 Instagram 

 Instagram is one of the rising stars of social media, with a rapidly growing community of  
 over 300 million users. This rapid growth makes it an increasingly popular network for  
 brands. 

 Instagram has also overtaken Facebook and Twitter as the network with the largest  
 population of younger users. 

  53% of 18–29 year olds use Instagram. 
  25% of 30–49 year olds use Instagram. 
  11% of 50–64 year olds use Instagram. 
  6% of people 65+ use Instagram. 

 And of all the age groups, the dominant gender is female. 

  29% of online females use Instagram. 
  22% of online males use Instagram. 

 Twitter 

 Unlike most social media platforms where posts show up hours, days, and even months  
 after they’re first posted, Twitter is very fast-paced. So if you guessed that Twitter has a  
 younger demographic, you would be correct.  



  37% of adults 18–29 use Twitter. 
  25% of adults 30–49 use Twitter. 
  12% of adults 50–64 use Twitter. 
  10% of adults 65+ use Twitter. 

 If your ideal client is part of a younger crowd, Twitter might be a worthwhile place to focus 
 your efforts.  

 Similar to Facebook, Twitter’s largest audience is the college crowd. And according to  
 Sprout Social, 75% of Twitter users make over $30,000 a year. 

 Pinterest 

 Pinterest has become a fantastic resource for businesses over the past few years.  

 The wide majority of Pinterest users are female (43% of online women use Pinterest, as  
 opposed to 13% of online men), and the social media network skews toward a younger  
 demographic. 

 Like most of the platforms we’ve covered already, Pinterest users are more likely to  
 attend or have attended college, and they tend to have more disposable income. So if  
 your service is more of a leisure good, Pinterest is a smart platform to market your   
 offerings. 

 Snapchat 

 Of all the platforms we’ve discussed, Snapchat is one of the newest networks to hit the  
 scene. But you wouldn’t know that if you looked at the stats and saw that over 400 million 
 snaps are shared each day.  

 Unfortunately though, there isn’t as much data out there on Snapchat’s demographics, but 
 it’s hardly surprising to learn that over 71% of Snapchat users are under the age of 25.  

 So if you’re trying to appeal to a younger audience, Snapchat might be worthwhile for  
 your business. 

 LinkedIn 
  



 LinkedIn is the social network of professionals, and it has over 350 million members in  
 over 200 countries and territories. The higher average income of users on this platform  
 make it an ideal social network for businesses. 

 This is the first social network mentioned where the majority of users don’t fall between  
 the 18-29 year old category, and there is a pretty close percentage of male and female  
 users. 

 Perhaps due to the higher education levels of LinkedIn’s userbase, over 75% of LinkedIn  
 users make $50,000 or more each year. 

So based on the data (because remember, smart business owners focus on facts rather than 
feelings), which 2-3 social media platforms are you going to focus on and include in your social 
media strategy? 

Write them down in your workbook and commit to researching strategies for how to utilize each 
one. Because although we’re going to talk about content and scheduling, we don’t have enough 
time to go into the ins and outs of every social media platform in this module.  

I’ve included some helpful articles on social media strategy in the Resource section of this 
module, so be sure to take a look at those. 

2  |  Create a consistent posting schedule 

Editorial calendars aren’t just for blogging, podcasting, and webinars; they’re also for social 
media. 

Posting consistently shows that you’re present and engaged.  

Not only that, but your followers are going to come and go throughout the day so in order to 
have your posts get seen by as many people as possible, you need to post regularly and 
frequently. 

Now, depending on which platforms you chose to focus on, the amount that you post is going to 
vary. 

For example, because Twitter is very fast-paced and the lifespan of a tweet is 18 minutes, I share 
around 10 posts each day. Facebook, on the other hand, shows my posts in people’s feeds for 
hours and even days after I share them, so I only post to Facebook once or twice each day.  



So just like you did with your editorial calendar, I want you to take some time to choose how 
many posts per day you share on each of your 2-3 social media accounts. 

Go ahead and put me on pause. I’ll wait here. 

3  |  Set up posts ahead of time 

Unless you’re superhuman and can be at all places at all times, keeping up with your social 
media schedule is going to be next to impossible. 

And that’s where automation comes in. 

There are several sites out there that allow you to schedule social media posts, but Buffer is my 
favorite. Not only is it one of the cheaper options, but it’s really easy to use.  

For those of you who don’t use a social media scheduler or are interested in using Buffer, I’ve 
added a tech training to the Resources section of this module. Feel free to put me on pause and 
go take a look at how to use it. 

Social media scheduling isn’t only helpful for being in a million places at once, but it’s also great 
for managing your time.  

Before I handed off this task to my assistant, I sat down and planned out all of my social media 
content for the week in 1 sitting. This took less time out of my schedule in the long run, helped me 
get in a routine of sharing helpful content, and increased my productivity. 

And instead of sharing a random post at a random time of day, I was able to become more 
strategic and intentional about the content I shared by planning it out ahead of time. Not to 
mention that there were less distractions throughout my workday because I wasn’t having to 
check in on social media every hour; all of my social media content was set up to post 
automatically. 

So now that you’ve decided which platforms you’re going to focus on and how many times each 
day or each week you’re going to post, take some time to set up your schedule in Buffer or 
another social media scheduling platform. 

For those of you who haven’t watched the Buffer tech training, I share a look at my social media 
schedule in the video. So if you’re curious, visit the Resource section for Module 2 and take a 
look. 



Once you’ve set up the days and times that you’re going to post to each social media account, 
set aside time in your weekly calendar to schedule your social media posts for the week. Just like 
content creation, you won’t be able to keep up your social media schedule if you don’t make time 
for it in your schedule.  

You might choose to schedule posts at the beginning of each day or the beginning of each week. 
Before I handed off this task to my assistant, I always knocked out this task on Friday afternoons 
so it was ready to go when a new workweek started on Monday morning. 

So again, put me on pause and set aside time to schedule your social media posts. 

4  |  Be strategic about the content you share 

Alright. You have your platforms. You have your schedule. Now you just need some content to 
share! 

Remember what I said at the beginning of this module: If you want to gain the right clients, you 
have to build their trust. 

With every social media post, just like every blog post, you should consider how you’re bringing 
value to your audience and your ideal clients. What are they taking away from it? 

This can take many shapes and forms, but here are just a few ideas for sharing helpful content on  
social media (and attracting the right kind of clients): 

- Project reveal 
- Sneak peeks of current projects 
- Questions/ask for feedback (voting on design options) 
- Behind the scenes (drawing in Illustrator) 
- Relevant quotes 
- Helpful articles 
- Tips 
- Updates 
- Action steps 
- New blog posts, podcast episodes, and webinars 
- Story 

I’ve added all of these ideas to your workbook, and I would encourage you to work through them 
every so often when you’re in need of content ideas. 

A couple extra pointers when it comes to the content you share on social media: 



 1  |  Create visual consistency 

 Just like those main blog post images, consider using a few templates for your social  
 media posts to make your visuals consistent and more professional. Use a similar color  
 palette and a consistent photography style. While content trumps visuals, it doesn’t hurt to 
 have both! 

 2  |  Maintain the same tone of voice 

 Consider your ideal client. What words, phrases, and tone of voice would appeal to them? 
 Keep them in mind as you write the captions for each social media post and maintain  
 consistency across all of your platforms.  

5  |  Engagement 

And lastly, be social. It is, after all, called social media. The great thing about like and comments is 
that you can have a 2-way conversation with the people following along with you.  

So try to make time to reply to comments, ask questions, and engage with your audience. Follow 
along with others in your industry and get in front of your ideal clients by liking, sharing, and 
commenting on their posts.  

There are tons of strategies out there for growing your social media followings through following 
other people, using hashtags, and participating in giveaways. 

But I’ve found time and again that the best way to appeal to ideal clients and build trust with them 
is to provide value and highlight my expertise on social media.  

If you take nothing else away from this section, focus on how you’re using all of your social media 
accounts to build trust and benefit your audience.  

Mailing list 

This module is loaded, guys. We’ve covered how to utilize content marketing on your blog and 
social media accounts, and now it’s time to take a look at how to utilize your mailing list. 

I have to admit, I was a little skeptical about starting a mailing list. After all, I was busy enough 
with blogging 5 days a week and keeping up with social media. 



But depending on how you approach your mailing list, it really doesn’t require much extra time 
and effort. And the benefits? Oh my goodness - I had no idea just how helpful a mailing list could 
be to appeal to my ideal audience. Check these out. 

Benefits 

1  |  Direct access to potential customers 

Not everyone who visits your blog is actively interested in your content. 

Some people might land on your site after following a link on Facebook or a pin on Pinterest. 
Some might stumble upon it from a search engine. And others might check back occasionally 
from time to time to refer to a post they’ve found helpful. 

The same is true for your social media accounts. 

Your followers on Twitter might only be interested in the quotes and articles you share. Your 
followers on Instagram might only be following you to see your pretty photos. 

But when people subscribe to your list, they’re showing an active interest in your business.  

They’re inviting you into their inbox because they want to follow along with you and receive your 
content. 

And those who are actively interested in your content are more likely to be interested in your 
services. Every subscriber is a potential client. 

This is one area where email marketing trumps other outlets. 

While blogging for business has innumerable benefits, people have to make a conscious decision 
to visit your website in order to keep up with your content. You have to rely on your audience to 
check back in regularly. 

Even if your readers follow along with you on Bloglovin’ or another feed reader, they have to 
actively check those sites to see your latest posts. 

But every time you send an email, you’re putting your content right into the one feed your 
audience checks regularly: their email inbox. 



A whopping 91% of consumers check their email at least once per day on their smartphone, 
making it the most used functionality (ExactTarget). 

Email marketing gives you direct access to your potential customers through their inbox. 
It also gives you a lot more control of when they see your content. 
Unlike social media - where your posts can easily be missed by a large portion of your followers 
depending on the time of day you post - your audience isn’t likely to miss an email. 

In fact, 70% of people say they always open emails from their favorite companies (ExactTarget). 

When an email lands in someone’s inbox, they have the choice of reading it, ignoring it, or 
deleting it. They can’t not see it. 

So if you’re having trouble reaching your audience and keeping them up to date on new 
launches and offerings, devote more time into growing and nurturing your mailing list. Having 
direct access to an interested audience of potential customers is an enormous benefit. 

2  |  Follow-up with your audience 

As I mentioned a moment ago, many people who visit your website don’t often return. 
According to our Google Analytics account, 64% of everyone who lands on this site is a new 
visitor and 36% are returning visitors. 

If people aren’t returning on a regular basis, I miss out on an opportunity to familiarize visitors 
with my business and keep them interested. 

However, if the people who land on my site end up subscribing to my list, I’m able to follow up 
with them and keep Elle & Company on their radar. 

The same is true for your business. Take a look at your Google Analytics account and take a look 
at your New Visitors vs. Returning Visitors under Audience > Overview. 

If you see that you aren’t getting a lot of returning visitors, consider placing opt-ins in prominent 
areas on your most visited pages (like your blog sidebar). Offer an appealing content upgrade to 
grab their attention and increase their interest in subscribing. 

Then, all the people who were once a simple visitor on your website can turn into loyal 
subscribers and eventually, paying customers or clients. 

3  |  More insight into the interests of each individual follower 



Whenever someone follows you on Instagram or adds your blog to their feed reader, do you ever 
wonder what drew their attention and encouraged them to follow along in the first place? 

It’s often a guessing game trying to figure out why people find your business appealing. 

You can visit http://pinterest.com/source/[yourURL] to see which posts they enjoyed most and 
wanted to share with others. You can track their engagement by taking a look at your most 
popular content in Google Analytics or your most popular posts on Twitter and Instagram. But you 
aren’t able to see and keep up with the exact interests of each individual member of your 
audience. 

That’s, again, where a mailing list trumps blogging and social media. 

Based on the email provider you use, you’re easily able to track how people opted into your list, 
the emails they open, and the links they click. 

When people opt-in to any of the 4 options on the Elle & Company homepage, ConvertKit gives 
them a tag. Later, if I’m offering a webinar that revolves around branding, I might decide to send a 
special email to everyone who opted-in to my Design Your Brand option because I know that 
they’re already interested in that topic. I can simply choose that tag when I set up my email and 
I’m good to go. 

Blogging doesn’t give me the option to segment my audience. Social media doesn’t give me the 
option to segment my audience. 

But by setting up a mailing list and separating it into segments and groups, I’m able to keep up 
with the interests of my audience and send them content based on their interests. 

This gives me a leg up when I go to create new content and offerings because I’m able to see 
exactly why people follow along with Elle & Company. It also gives me an advantage when I go to 
market those offerings because I know exactly who will be interested in it. 

If you’re taking guesses as to why people follow along with you and what you should be offering, 
put some extra time into building and segmenting your list. 

4  |  Potential for greater engagement 

One of the biggest reasons for people’s skepticism of focusing on a mailing lists is the inability to 
see their effectiveness beforehand. Unlike blogging and social media, you can’t see the amount 
of engagement other business owners are getting from their lists. 



On Instagram or Twitter, it’s easy to see how many people are following along with a business 
and how much engagement their getting, simply by looking at their account. “30,000 followers 
and over 1,000 likes on every post? That business must be doing alright.” 

Blogging is a little less transparent; you can’t see the total number of people who are following 
along but you can see some engagement through the comments. 

Mailing lists, however, are opaque. The numbers aren’t public knowledge; you aren’t able to see 
how many people are following along or engaging with another business’s content. You can’t see 
how many people subscribe to the list or reply to an email unless you’re behind the list. 

Which is why statistics like these are often shocking: 
• Email conversion rates are three times higher than social media, with a 17% higher value in the 

conversion (McKinsey & Company) 

• Email is nearly 40 times better than Facebook and Twitter at acquiring customers. (McKinsey & 
Company) 

• Email marketing yields an average 4,300% return on investment for businesses in the United 
States (Direct Marketing Association) 

• For every $1 spent on email marketing, the average return on investment is $44.25 
(EmailExpert) 

• Marketers consistently ranked email as the single most effective tactic for awareness, 
acquisition, conversion, and retention (Gigaom Research) 

Don’t let the fact that you can’t see the success of other people’s lists deter you from believing 
that email marketing isn’t effective. The numbers don’t lie. 

So I encourage you, if you’re on the fence about putting time and energy into developing and 
nurturing your list, give it a shot. 

Let’s run through some best practices, shall we? 

Best practices 

1  |  Choose a platform 

There are several different platforms out there for keeping up with your mailing list.  

Many people start out on MailChimp because it’s free up until a certain number of subscribers. I 
started out on MailChimp and it worked out great. 



But earlier this year I made the switch to ConvertKit, and I would highly recommend it if you can 
afford the monthly charge. 

I’ve included a link to a recent Ellechat webinar on ConvertKit in the Resource section of this 
module. For those of you who are interested, feel free to put me on pause and check it out! 

Whatever mail delivery system you choose - whether it’s MailChimp, ConvertKit, Aweber, 
InfustionSoft, or any other platform out there - spend some time understanding how it functions 
and get it all set up and ready to go.  

2  |  Give people an incentive to subscribe 

Website visitors often need a little more coaxing to sign up for your list; you can’t simply place an 
opt-in on your website and expect a thousand people to subscribe all at once. 

And that’s where content upgrades come in. 

According to Smart Passive Income, a content upgrade “is simply bonus content that people can 
get access to in exchange for their email address.” 

Content upgrades are freebies that are sent to subscribers once they sign up for your list. They’re 
an exchange, of sorts - your freebie for their email address. 

You’ve probably seen them before on landing pages or in blog posts, and often times they take 
the shape of a checklist or a workbook. 

Content upgrades are most effective when they’re (a) meeting a real need among your audience 
and (b) attracting the right kind of people who would want to follow along with your business and 
purchase from you later on.  

If you’re an artist who’s trying to attract potential clients to commission your paintings, providing 
email scripts or a tech training isn’t in your best interest. 

You should always consider the value you’re providing your audience and make sure whatever 
you’re offering attracts the right people. 

So your next action step is to come up with one content upgrade that you can offer on your 
website that would attract and provide value to your ideal clients. What could you give them for 
free in order to receive their email address and continue to reach out to them? 



I recently shared a post with 30 desirable content upgrade ideas on the Elle & Company blog, 
and I linked to it in the Resources section, just in case you need a little help coming up with an 
idea.  

I’ve also included a workbook template in the Resources section for those of you who are 
thinking about going that route. Just like the blog post templates, the file can be edited in 
InDesign and Adobe Illustrator. 

So go ahead, put me on pause, and start brainstorming. Look back through the answers you 
uncovered in your ideal client questionnaires for ideas. Feel free to share your ideas in the 
Facebook group and ask for feedback from others in the course. 

Then, once you come up with a content upgrade that would appeal and provide value to your 
ideal client, create it. It doesn’t have to be over the top and I don’t want you to overthink it - you 
can always make edits or change it up later.  

But go ahead and get it done! 

3  |  Place opt-ins in prominent places 

Now that you’ve chosen a platform and created your content upgrade as an incentive for your 
ideal clients to subscribe to your list, you need to make it easy for people to opt-in. 

So place some opt-in forms in prominent places on your website. Your homepage, your blog 
sidebar, your about page, even your website footer. Make it easy for people to see your content 
upgrade and enter their name and email address to receive it. 

Again, take action on this now if you haven’t already. Feel free to put me on pause. 

4  |  Come up with a direction for your content 

Once you’ve taken all the steps necessary to encourage your ideal clients to subscribe to your 
list, it’s time to consider what type of content you’re going to send your subscribers on a regular 
basis. 

For those of you who are new to content creation and feel a little overwhelmed at the thought of 
creating even more content to share with your email list, keep this task simple.  

Use your list to point people back to the content you’re creating on your blog, podcast, or 
webinar series. Write a few paragraphs on why the post is helpful, share a “read more” button 
that links back to your post, and you’re good to go! 



Don’t overthink it, but just like blogging and social media, stay consistent. You don’t want 
subscribers to sign up for your list and never hear from you again. Stay fresh in their mind by 
sharing consistent, high quality content, even if it’s a link back to one of your recent posts. 

For those of you who have a little more time and energy, you might consider using your list to 
share exclusive content, following all the guidelines I discussed in the blogging section of this 
module. 

Whatever option you choose, consider how you’re providing value and benefiting your ideal 
clients.  

Take some time to consider a direction for your mailing list and set a goal for how often you’re 
going to send out a new email to your list. I’ve included space for you to record it in your 
workbook. 

—- 

In the end, it all boils down to building trust. How are you going to use each of these outlets to 
build trust with your ideal clients? Be strategic, be authentic, have their best interest at heart, and 
I promise you that you’ll gain more clients.  

Portfolio 

Before we round out this module, I want to spend a little bit of time discussing your portfolio. 
Because the way you highlight your work can have a huge impact on whether a client will trust 
you and be drawn to your services. 

So here are a few best practices for building your portfolio to attract the right clients. 

1  |  Include the type of projects you want to work on 

Your portfolio shouldn’t contain any and every project you’ve ever worked on. Instead, you 
should include the types of projects you want to work on in the future. 

For example, I offer one design package that includes a full brand, 5 custom collateral items, and 
a Squarespace website. If I want to attract clients who are interested in that package, I probably 
shouldn’t feature past projects that fell outside of that scope, like a single logo design or a 
custom Wordpress site.  



Instead, I need to feature projects that fit that package to a T and highlight my best work. 

Now, what if you don’t have any projects that fit your package to a T? 

That was the case during my senior year of design school. I needed to build a portfolio that 
would appeal to my ideal employer, but I had a hodgepodge of random projects that didn’t fall 
into the realm of branding and website design. 

So I made up fictitious projects to demonstrate my design skills. I branded a restaurant. I branded 
an Olympic campaign. I branded my own fake design business. And I filled my portfolio with the 
kind of work I knew that my ideal employer would be interested in. 

So consider taking the same approach. Spend some time creating fictitious projects that would 
appeal to your ideal client and fit inside the realm of what you want to offer. 

In the upcoming modules, you’re going to create your service packages and streamline your 
process, so it might be helpful to hold off on these fictitious projects until after you work through 
the material I’ll be sharing with you. But keep this in the back of your mind. Not only will it be 
helpful for attracting the right clients, but fictitious projects will also be helpful for testing out your 
process and client timeline. 

But no matter what approach you take with your portfolio, make sure the projects you feature are 
in line with what you’re hoping to offer. 

2  |  Write a story 

Too often freelancers simply include photos of the finished project, write a quick sentence or two 
to describe it, and call it a day. 

What a wasted opportunity to share the ins and outs of your process and highlight your expertise! 

One of the best ways to showcase your recent work and create hype around a finished project is 
to share about it in story form in a blog post. 

Start with the problem your client faced at the outset and why they contacted you. Share about 
how each of you prepared for the project. Share each step of the process and why you made 
certain decisions. Then share the final result and how it solved your client’s problem. 

Not only is storytelling more compelling to read, but it also allows you to share the ins and outs of 
your process, highlight your expertise, and build trust with your ideal clients. 



Instead of just seeing a finished product in your portfolio, they’ll get to see why you’re qualified 
for the job. Their questions about your process will most likely be answered when they read your 
post because they’ll understand each step involved. And if you start to gain any sort of blog 
following, the thought of extra exposure when you share about the project will also be appealing 
to them. 

This is the approach I took with my portfolio. After working with each design client, I shared a 
story about the process from start to finish on the Elle & Company blog. And wouldn’t you know, I 
received at least 5 new inquiries after each new project was shared! Not to mention that the 
images in those posts were pinned hundreds of times by my readers, which led to new inquiries 
as well. Some of my biggest clients found me through a pin on Pinterest. 

So don’t miss out on an awesome opportunity to share your work once you complete a project. 
Tell the story of the project from start to finish on your blog and link to it from your portfolio on 
your website. 

3  |  Maintain consistency 

And lastly, maintain consistency. If you follow a certain format, photography style, or layout with 
one project in your portfolio, do it the same way on all the others.  

Consistency makes your portfolio appear more intentional and professional.  

So set aside some time to streamline your portfolio and make it consistent. For some of you, that 
might mean updating your portfolio in the coming weeks. And for others, that might mean 
thinking through how you want to layout your portfolio at the outset and continue that system in 
the coming months and years as you work on new projects. 

Once you’re finished or you’ve made headway on your portfolio, link to it in the Facebook group! 
I have a feeling I’m not the only one in there who would love to see it. 

Recap 

Congratulations, guys! You made it to the end of Module 2. By this point, you should have: 

- Brainstormed content for your blog/podcast/webinar series 
- Created an editorial calendar and shared it in the Facebook group for accountability 
- Outlined your content creation process 
- Chosen 2-3 social media platforms to focus on and created a posting schedule for each one 



- Set up a mailing list 
- Created a content upgrade as an incentive for people to subscribe to your list 
- Placed opt-ins in prominent places on your website 
- Decided on a content direction for your list 
- Updated your portfolio to include projects that would appeal to your ideal client 

Remember, all of the material and action steps shared in this module take time. You can’t build 
trust with your ideal clients overnight. 

But if you commit to sharing valuable, high quality content on a regular basis and focus on 
benefiting your potential clients before trying to drive a sale, I promise you that you’ll not only find 
the right kind of clients; you’ll fill your project calendar with them. 

Keep me posted on your progress and I’ll see you again in Module 3!


