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Creative Entrepreneurs: this one’s for you.
But first things first. Who am I and what does this book have 
in it for you?

Recently I spoke at a Creative Entrepreneurs conference. The attendees were 
insanely inspiring…. Mostly women, a few gents, all one-woman-show (or man) 
types of businesses in which most are considered to be experts in their field. 
They’re all in process of launching some sort of business or online course, some 
already have existing businesses bringing in well over $100k/year. Not too shab-
by.

So when I was asked to speak, the request was that I talk about how to build 
“brand me.” What strategies I used to create a brand voice. I was a little hesitant 
- in the instagram world it’s easy to feel defeated…. so many brands, especially 
“brand me’s” out there have upwards of 100k followers, and that's not my reality.

However, what’s always been important to me is to stay true to who I am. Exam-
ple: I love fashion, like collected every issue of Vogue magazine for the duration of 
the late 90s early 00s, and I started my blog as a style blog because of it. However 
I’m not the girl to share shopping posts with links to sales... I barely shop sales 
myself, so that’s not my style of fashion. I like art, exploration, adventure, with a 
little fashion peppered in. And, that’s lead to good little following and now (more 
importantly!) I’m working on book #2 with a killer publisher (which was my big 
goal for 2016)! 

As I began planning for the conference I got over that moment of imposter syn-
drome and started planning. As I was preparing for the conference I thought a lot 
about what’s important to me when creating content and it’s these thing:

Telling a vibrant story of my experiences through photos and words Sharing 
creative self exploration that my readers can identify with

One of the things the conference attendees asked the most about was how to cre-
ate compelling content on their own blogs and social media pages.  Many of them 
told me what I shared was helpful to them (whew!) so I created a little system 
that I began to share. 

From there it flowered. I’ve been speaking at conferences all over and offering 
digital and social media strategies to my client based on the system you’ll find in 
this book. So, creatives - you all are my people and I’m here to share this with you.



The Challenge
In 3 parts we’re taking on the following: 

1. Determining your story. And creating a plan to tell it.
2. Finding your online community to share that story with.
3. Create content (images and written words) to grab attention.
4. Growing your business behind the chair through this digital world.
5. And, doing it all with style.

The End Game
A personalized social media plan, including a formula that’s 
unique to YOU that will attracting new clients and retain 
existing ones.

I’m going to share a lot of information with you. There will be a 
few exercises and at the end of this e-book you’ll have a start to 
your personal social media strategy. Once you have a solid 
understanding of sharing your story, you’ll learn how to build 
your brand voice and grow your social following and keep them 
coming back. (That will happen in books 2 and 3). Some of you 
might be thinking - do I need a social media strategy? Trust me, 
I get you - and you do. Even if you’ve been in business for 10+ 
years and everything is working, you still do.

If you’re an artist, a stylist, a designer, a hairdresser (you get this 
gist) you can apply this information directly to yourself, if you 
lead a band or artist’s collective or maybe own a small business, 
it will work for you too.

Sound good to you? Great. Here we go.
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I know there are some of you out there.
When I ask my creative friends that aren’t participating in this social media 
game what their challenges are, here’s what I typically hear:

I don’t have time.
And even when I do I can’t do it consistently.
There’s also “I’m just too old.” Guys, if my 88 year old grandfather can partici-
pate, you are most definitely not too old.
There’s also the question of how much this all costs. And the inevitable: my job 
is _______ , it’s someone else’s job to handle the marketing. Well, not when you’re 
a solopreneur.

I hear all of that. We’re going to call those concerns lame-o excuses or more 
specifically FEAR.

The Challenge

The goal here is to jump 
start your thinking so 
that you leave with the 
beginning of a person-
alized social media plan 
that’s unique to you that 
will attract new clients 
and retain your existing 
ones.  I’d be remiss in not 
addressing those of you 
feeling a little like this. 
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For this end game to work, we’ve 
got to break through our blocks 
to win our creative battles, and 
fear has no place here. So even if 
you’re feeling a little skeptical, 
can you make a commitment 
today to ask the resistance in 
your mind to please leave? Fear 
and resistance isn’t welcomed 
here. Cool?

Let’s get started. Are you ready to 
get on the path to building brand 
me?

Here we go.

The Challenge

“Are you paralyzed 
with fear? That’s a 
good sign. Like self-
doubt, fear is an 
indicator. Fear tells 
us what we have to 
do. Remember one 
rule of thumb: the 
more scared we are 
of a work or calling, 
the more sure we can 
be that we have to 
do it.” S. Pressfield
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The End Game
A personalized social media plan, including a formula that’s 
unique to YOU that will attracting new clients and retain 
existing ones.

I’m going to share a lot of information with you. There will be a 
few exercises and at the end of this e-book you’ll have a start to 
your personal social media strategy. Once you have a solid 
understanding of sharing your story, you’ll learn how to build 
your brand voice and grow your social following and keep them 
coming back. (That will happen in books 2 and 3). Some of you 
might be thinking - do I need a social media strategy? Trust me, 
I get you - and you do. Even if you’ve been in business for 10+ 
years and everything is working, you still do.

If you’re an artist, a stylist, a designer, a hairdresser (you get this 
gist) you can apply this information directly to yourself, if you 
lead a band or artist’s collective or maybe own a small business, 
it will work for you too.

Sound good to you? Great. Here we go.

Cracking the Code
1. PINTEREST
2. TWITTER
3. FACEBOOK
4. INSTAGRAM
5. SNAPCAT

The Platforms
We have PINTEREST, an image focused social site with primarily 
female users.

FACEBOOK which you’re likely familiar with - there’s 1.3 billion 
mobile users.

My personal favorite INSTAGRAM: a social sharing that’s now 
owned by Facebook all about photos and videos with over 300 
million active users.

We will dissect and dive deeper into Facebook and Instagram a bit later, 
however here’s a little more useful info on some other popular apps

TWITTER
Users share their thoughts, news and information in 140 characters of text or 
less. Twitter makes global communication cheap and measurable. Profiles are 
usually public, and users follow each other to engage in specific conversations

Twitters often been referred to as a “cocktail party” - I say it’s much more 
complex than that. There’s trending topics, and news reports and 10,000 tweets 
happening globally every single second. If you want to be in the twitter game, 
you’ve got to stay connected because it’s literally happening every moment.
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Cracking the Code

If you’re an adult - which all of you are - and you don’t understand snapchat the first 
thing is to stop thinking it’s an app for “chatting.” I know, confusing.

If you’re an adult and don’t understand Snapchat yet, you need to stop thinking 
about it as an app you use to chat, message, text, or send nudes.
For you, Snapchat is an app to watch video, and perhaps even publish some of your 
own.

SNAPCHAT
Daily I hear “Snapchat - I 
just don’t get it.”
When Snapchat launched it 
was an app to send photos 
and videos to friends

However in recent times 
it’s changed, dramatically.
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It’s filled with tons of media broken into 3 
categories.

1 - Discover (from Media Companies like the 
New York Times, Women’s Wear Daily, Vogue 
Magazine and more)

2 - Live (curated by Snapchat from an specific 
place or event)

and

3 - Recent Updates (this is from the people and 
brands you choose to follow)

Here’s an example: this gentleman is live snap-
ping his haircut in the salon.

Cracking the Code

What is all of this? And how can it work for 
you? What’s the code that requires cracking?

I love this quote: “Social media is like 
teen sex. Everyone wants to do it. 
Nobody knows how. When it’s finally 
done, there is surprise it’s not better.”
I have good news. That’s not true. Once you’ve 
cracked the code, of course. And I’ll add: no-
body expects you to be great at this at first. It 
takes time and practice to develop your social 
media skills. Ahem. Teenage sex SO just like 
anything else you’ve got to devote energy and 
a little effort.

To get your personal social media 
strategy underway - to build your 
brand “ME” we’ll start with your story
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The End Game
A personalized social media plan, including a formula that’s 
unique to YOU that will attracting new clients and retain 
existing ones.

I’m going to share a lot of information with you. There will be a 
few exercises and at the end of this e-book you’ll have a start to 
your personal social media strategy. Once you have a solid 
understanding of sharing your story, you’ll learn how to build 
your brand voice and grow your social following and keep them 
coming back. (That will happen in books 2 and 3). Some of you 
might be thinking - do I need a social media strategy? Trust me, 
I get you - and you do. Even if you’ve been in business for 10+ 
years and everything is working, you still do.

If you’re an artist, a stylist, a designer, a hairdresser (you get this 
gist) you can apply this information directly to yourself, if you 
lead a band or artist’s collective or maybe own a small business, 
it will work for you too.

Sound good to you? Great. Here we go.

Your Story
What is your story?

Here’s a few of my creative friends and their stories.

“EVERY DAY I AM MOTIVATED IN DIFFERENT 
WAYS BOTH CREATIVELY AND TECHNICALLY 
AND I’M ALWAYS LEARNING SOMETHING NEW — 
FROM THE PHOTO SHOOTS, THE TRAVEL, FASH-
ION WEEK, AND MOST OF ALL, EACH AND EVERY 
PERSON THAT SITS IN MY CHAIR.”

- Chris Guidry, Master Designer

“I LOVE THE EDUCATIONAL OPPORTUNITIES AT 
MY SALON. WE’RE PASSIONATE ABOUT THE PATH 
WE’VE CHOSEN — WE’RE PEOPLE WHO ARE NOT 
JUST IN IT FOR THE JOB, WE WANT A CAREER WE 
CAN BUILD OUR FUTURES ON.”

- Laura Gill, Design Specialist

“THE BEST THING ABOUT THIS INDUSTRY IS THE 
RELATIONSHIPS THAT I HAVE BUILT. BEING A 
PART OF A TEAM HAS ALLOWED ME TO BUILD 
PERSONAL RELATIONSHIPS THROUGHOUT OUR 
SALON AND IN THE COMMUNITY.  THERE ARE 
GREAT OPPORTUNITIES AVAILABLE AND DIFFER-
ENT CAREER AVENUES TO EXPLORE AND GROW 
INTO. I LOVE THAT PART.”

- Sasha Ahart, Makeup Director
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Your Story

So what is your story? 
By nature, this enigma 
called social media is a 
microblog. It’s a visual 
gateway to people’s lives, 
including yours - to your 
creative mind and to 
your story.

Let’s take a few minutes, reflect on your story.

Spend the next few minutes writing your story.

Why did you join the industry you're in?
What inspires you each day?
What gets you excited and motivated to do your best work?
Why do you love the place you work?

With a vision and a story to tell potential followers will be more inclined to check you out.

 If you approach this with a strategy those potential followers will look at the thought be-
hind what you’re posting, the conversation you’re inviting and jump in.

With a vision and story to tell on your social media pages, potential followers will be more 
inclined to check you out.  

They’ll look at the thought behind your posts, the conversation you’re inviting & be more 
likely to jump in. 11



The End Game
A personalized social media plan, including a formula that’s 
unique to YOU that will attracting new clients and retain 
existing ones.

I’m going to share a lot of information with you. There will be a 
few exercises and at the end of this e-book you’ll have a start to 
your personal social media strategy. Once you have a solid 
understanding of sharing your story, you’ll learn how to build 
your brand voice and grow your social following and keep them 
coming back. (That will happen in books 2 and 3). Some of you 
might be thinking - do I need a social media strategy? Trust me, 
I get you - and you do. Even if you’ve been in business for 10+ 
years and everything is working, you still do.

If you’re an artist, a stylist, a designer, a hairdresser (you get this 
gist) you can apply this information directly to yourself, if you 
lead a band or artist’s collective or maybe own a small business, 
it will work for you too.

Sound good to you? Great. Here we go.

Find Your People
Once you’ve honed in on telling your story, we need to find your 
people.

Conversations are two way - where are the people hanging (those 
potential followers) that you want to be in conversation with? 

We’re going to do a little exercise to get started on this.

Exercise
If you have clients that you love and want more of:
Think about these perfect clients as you answer the following questions.

If you need more clients or want to attract different clients than you already 
have:
Focus on the ideal client you want to attract as you answer these questions.
      

  

Question 1: What is the demographic of your perfect client?
age/gender/location/income

Question 2: Where do they shop? What retailers do they love? What are 
they buying that could make your job easier?

Question 3: Who are the celebrities, musicians, actors, and influential 
people that your perfect client might follow?
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Find Your People

Think about the 
perfect YOU as you 
answer these 
questions.

Part 2   

Question 1: Who in your industry is inspiring you right now? Speakers, bloggers, 
writers, artists? 1a. What are the most popular books (authors) or magazines in your 
niche?

Question 2: What mediums do you look to for daily motivation?  
Magazines? Industry organizations? Blogs?

Question 3: If you could create the perfect professional life, who would you model it 
after?  
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Find Your PeopleFind your People

So once you’ve jotted down the names of these people, 
the brands, those perfect people that you want to be 
in your life….  visualize them. What do they look like? 
Perhaps it’s something like this.  These are your peo-
ple. These are the ones we are going to craft our con-
versations to reach.

Compile a list of your answers, for my hairdresser 
friends, it could look something like this:
Antoinette Beenders
Hairbrained
Ian Michael Black
Michelle Pham
Ulta
Sephora
Hairbrained
*Hold that list, we’re going to come back to it
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Find Your PeopleFind your People

Found them

Go back to that list of questions. Target your people.

Who are your perfect people?

If they’re in the demographic that’s on these sites and 
apps, you need to be on these sites/apps.

If they shop at Free People or Anthropologie or 
Sephora or Ulta, go follow those shops.

If they love Selena Gomez well, there’s a good chance 
you need to know what she’s talking about. 
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Let’s take a minute to dissect this quote:

Now this doesn’t mean that we aren’t still going to focus on being the most well 
rounded human being we can possibly be; it doesn’t mean we stop taking certain 
clients that we don’t love as much as the perfect client. What it does mean is that in 
building brand “ME” we are going to focus our strategy and our energy on attracting 
the perfect client: they are our target audience. The others will still come if we’re 
putting out our best work.

Go back to that visualization in your mind of those perfect clients and the people you 
want to be in conversation with…. can you see them? Make a short list of who they 
might be.

Yep. There they are…. we’ve found them.

So once we’ve got that list going, let’s talk about where your people are hanging out.

Find Your People
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Find Your PeopleFind your People

FACEBOOK
It’s Personal: Everyone is there and your connections already like you. One post 
can reach thousands of people within hours.
It’s User-Friendly: Type your message in the box, post and go.
It’s Community Driven: There’s groups, pages, events and more, with over a 
billion active users engaging each month there’s so many ways to get involved.
1.7 billion users monthly
30% of users are between 25 - 34
50% of users between 18 - 24 go on facebook within minutes of waking up

Average time spent per Facebook visit is 20 minutes.
What this means for you: You could have a short time period to make your im-
pression, so use it wisely with relevant, interesting and unique posts and offers in 
order to get the most return on your efforts.
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Find Your PeopleFind your People

18

Facebook has over 1.5 billion users each month
50% of users between 25 - 34 go on Facebook within the first 5 minutes of waking 
up
the average time spent per FB visit is 20 minutes.

What does this mean for you: you have a short time period to make an impression; 
use your time wisely with relevant, interesting and unique posts and offers to get 
the most in return.

Keep in mind Facebook is community driven. Let the community do the work for 
you. Join groups and pages - a good example: is there a ladies network in your 
area? Join it, when the women are searching for hairdressers be the first to speak 
up.

Here’s an example from hairdresser Aaron Johnson - sharing a film he made. 78 
likes, 16 shares. One post reaching thousands.



INSTAGRAM
It’s Unique: Images are worth 10,000 words. The highly visual nature allows for a 
more engaging type of storytelling.
It’s Intuitive: Snap a photo, write a caption and upload.
It’s Native: In a world inundated by ads, it offers a more subtle opportunity to reach 
audiences—no sidebars or pop-ups.
400 million active users
This has doubled in the last two years
90% of users are under 35

When instagram launched insta videos over 5 million were shared in 24 hours

Engagement with brands on Instagram is 10 times higher than Facebook

Selena Gomez is the most followed person on Instagram with 91.7 million followers. 
That’s more followers than the population of France. And she’s giving a shout out 
to Pantene, in which 3.5 million people liked. Can you imagine what it would be like 
if the most followed people in your town gave you and your brand a shout out? We 
owe it to our clients and our industry to let them now what brands we really love.

Find Your PeopleFind your People
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Find Your PeopleFind your People

400 million active users
That # has doubled in the last two years
90% of users are under 35 (here’s where the milleni-
als are hanging out)
when instagram launched insta videos over 5 million 
videos were shared in 24 hours.

the newest addition: instagram stories - here’s how it 
works - I’m going to introduce you guys to my people.

on the count of 3 we’re going to say “HI INSTAGRAM, 
WE LOVE IT HERE AT CAMP!”

Elevate Hair, visual stories, with micro blog captions
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The End Game
A personalized social media plan, including a formula that’s 
unique to YOU that will attracting new clients and retain 
existing ones.

I’m going to share a lot of information with you. There will be a 
few exercises and at the end of this e-book you’ll have a start to 
your personal social media strategy. Once you have a solid 
understanding of sharing your story, you’ll learn how to build 
your brand voice and grow your social following and keep them 
coming back. (That will happen in books 2 and 3). Some of you 
might be thinking - do I need a social media strategy? Trust me, 
I get you - and you do. Even if you’ve been in business for 10+ 
years and everything is working, you still do.

If you’re an artist, a stylist, a designer, a hairdresser (you get this 
gist) you can apply this information directly to yourself, if you 
lead a band or artist’s collective or maybe own a small business, 
it will work for you too.

Sound good to you? Great. Here we go.

The Hacks
The Apps
First, take photos with a focus on composition and clarity. 
There’s a few apps I recommend. 

VSCO (Visual Supply Company) - gives your photos a beautiful film like look
A Color Story - brand new and bound to be a game changer, this one creates vi-
brant whites and enriched color and has a ton of special effect options too

VSCO (Visual Supply Company) and Color Story are both free and offer ad-
vanced functions like brightening and adjusting contrast to create a beautiful 
image from your phone. There’s presets that you can use edit from your smart-
phone to create images that look like they were take with a high quality camera. 
Choose an aesthetic style that fits your followers and stick with it. You can get 
anything from dark, moody looks to bright and airy images with these two apps. 
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The Hacks

Taking Photos

Composition 
& Clarity

As you’re determining your brand aesthetic, practice taking photos. Pay attention 
to the composition and choose a focal point. That doesn’t mean the photo has to 
be centered, however, choosing a specific point of view is helpful. Often the rule of 
thirds is helpful, split the image up into thirds, both horizontally and vertically, and 
try to place your subject on one of these imaginary lines or intersections.  

Do: Be a minimalist
Do: Choose a central focused subject
Do: Use natural light
Do: Let the image tell the story

You’re not designing an ad so don’t clutter it up with graphics. Images go in the im-
age boxes, graphics in the caption boxes. 

Snap with a steady hand, don’t over zoom and don’t over edit. The iPhone has a burst 
feature, you can hold down the button to take several photos to have some to choose 
from.
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Find Your PeopleThe Hacks

You want your photos to look like you’re in the best 
lighting on a good day, not like filters threw up all 
over it. So limit yourself to just a few changes in lev-
els (brightness, contrast, etc.) and use only one filter.  
Choose one or two VSCO filters as your style and stick 
with those.

Subject Ideas: 

Photos with people in them can often spur a better 
response than inanimate objects; think about who 
your audience would want to see. Who and what is 
inspiring to them?
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Find Your PeopleThe Hacks

Share with your people the work that you do, the places you go, and the 
things inspiring you

A note on selfies: Make sure your selfie stays true to your brand and rep-
resents the best version of you. Think of what sets you apart from others, 
whether it be the background location, a hairstyle, or someone else in the 
picture perhaps.

Now that we’ve got a plan for taking photos on our phones, let’s go back to 
that story from the beginning of our chat to create our brand voice.

We’ll pick up there in book 2.
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