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Everyone’s comfort level for putting themselves out in the world to get noticed 
is different (although I tend to think that younger people, raised in the age  
of sel�es and social media, are less self-conscious about self-promotion than  
other generations). Personally, I’ve never liked vying for attention, and to this 
day, I �nd the tasks related to self-promotion—cold calling, meet-and-greeting,  
and sharing my work and myself with strangers and people I’ve only just met— 
downright frightening. When I had my design business, I paid a full-time 
salesperson to initiate contact with potential clients. It’s not that I lack 
self-con�dence, but quite frankly, the idea of being rejected hurts my feelings.

4. PROMOTE YOUR BRAND
Creating an integrated brand campaign.

When I was single and looking 
for someone to share my life 
with, my good friend Janice 
told me, “Love will not walk 
up and knock on your door.” 
Conceding she might have a 
point, I started networking. I 
asked my friends and colleagues 
to set me up with people they 
knew, and after some awkward 

phone calls, bad dinners, and 
one minor stalking incident,  
a close friend introduced me  
to my soon-to-be spouse. Janice 
was right. I never would have 
found who I was looking  
for if I hadn’t taken control  
of my search. 

Pursuing a job should be like 
seeking out a love relationship. 

You have to know what your 
goal is, have a strategy to reach 
that goal, and then execute your 
plan. It’s great to be wonderful, 
but if no one else knows your 
greatness, how will you ever get 
a design job?

My former student, Connor 
Paglia (who you met in Chap-
ter 3) grew up playing baseball. 
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He played all through college, 
until his senior year when he 
left the team to concentrate on 
�nishing his degree in graphic 
design. As a student, Conner was 
disciplined, hardworking, and a 
team player (skills he learned, or 
at least re�ned, playing base-
ball). He was also generous, 
frequently sharing his design  
and production skills with any-
one in class who needed help. 
His dream job was to work for 
Major League Baseball. 

Just before he graduated, 
Connor read that the MLB 
was building a product team 
to work on third-party clients 
(consumer brands, not just 
baseball projects). Connor was 
well quali�ed for the position, 
but his goal was just to get an 
interview, to get in front of 
someone so he could demon-
strate his devotion for the game 
and commitment to doing the 
work. He was con�dent that 
he would be a good �t because 
of the skills he had learned 
on the �eld, his branding and 

mobile design knowledge, and 
the professional experience he 
had earned through freelancing 
and design internships. Connor 
hadn’t even graduated yet, but 
he knew he had to take the 
chance and apply, because if  
he didn’t, his odds of landing 
the interview (and the job)  
were zero.

It’s not uncommon to want to 
shy away from exposing your 
creative efforts and yourself to 
potential criticism, especially 
from employers as huge as the 
MLB. But I can assure you that 
when you call upon the kind of 
courage that has brought you 
this far (getting through design 
school is no easy feat) and push 
past your fear of rejection (to 
reach your true love or job 
of your dreams), you will put 
yourself in a position to speak 
with con�dence about your 
work and its value. 

Connor got his interview, and 
as you know, he got the job 
with Major League Baseball. 

He did it by communicating his 
ideas, experience, and skills, as 
well as work ethic and dedica-
tion. His website and his other 
touchpoints communi cated 
the type of thinking, aesthetics, 
and skills that he could offer. 
He had a brand strategy, and he 
promoted himself.

Remember: you only need to 
connect with one nice person 
(and there are plenty in our 
industry) who can give you 
a break in the form of a job, 
advice, or your next lead. This 
is no time to hold back or 
succumb to feeling intimidated. 
Devise a plan, develop your 
message, design the touch-
points, identify the audience 
you want to reach, and then 
promote yourself through the 
channels they use for commu-
nication. Reach, don’t wait, for 
your opportunity, whether it’s 
a great design job, networking 
with other professionals, or 
making a name for yourself  
in the public eye. 
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Just as you wouldn’t search for true love without a plan (going  
to a bar to meet someone is basic, but it’s still a plan), you have 
to think through and commit to a search process that you can 
execute. This e�ort has two objectives: to gain attention for your 
capabilities and to create an emotional connection to your target 
audience. You do this by showing up where your audience is most 
likely to hang out, with a consistent message about yourself and 
your brand. The more they see your brand, the more they will grow 
to trust you and buy into your brand story, and the less likely they 
are to be dismissive when you approach them for a job interview.

THE BRAND STRATEGY

WORKSHEET:

standoutportfolio.com/
brand-strategy/personal.pdf
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WRITE YOUR BRAND STRATEGY
Per entrepreneur.com’s Small 
Business Encyclopedia on 
Branding, a brand strategy is 
“how, what, where, when, and 
to whom you plan on commu-
nicating and delivering on your 
brand messages.” Everything 
you show, say, or do (or don’t 
do) communicates something 
about your personal brand. 
For example, consider the Dos 
Equis man (born from a beer 
promotion of the same name). 
Many admire him for his air of 
mystery, women adore him, and 
he travels the world in style. 
His tagline (which would be his 
brand promise if he conducted 
his own personal assessment 
and analysis) says he is the 
“most interesting man in the 
world.” His brand message is 
broadcasted consistently and 
cohesively across multiple 
touchpoints in traditional 
advertising (TV, radio, and 
print), social media (Facebook, 
Twitter, and Instagram), and 
online (website and YouTube); 
I’ve included some of “his” 
links on my Pinterest page: 
pinterest.com/ProfessorDMA/
personal-brand-promo/. Dos 
Equis leverages many of these 
brand channels by develop-
ing personalized content to 

communicate his story. Take 
some time to think about how 
you will promote yourself by 
developing, maintaining, and 
leveraging what you’ve already 
learned and expressed about 
your brand. Use the download-
able worksheet found at the 
link on the previous page, or 
write your answers on a piece 
of paper. You’re putting together 
a plan to communicate and 
deliver your brand message.

Who
Identify your target market.

You’ve already done some 
preliminary research, and your 
creative brief identi�es where 
you want to be employed. Now 
you have to drill down into the 
details. If your brief shows that 
you want to work at a digital 
design agency of 150-plus people, 
then you’ll have to identify 
those companies that �t the  
criteria; and start thinking about  
where they’re most likely to be 
located. The more details you 
have about your target audience, 
the better you can customize 
your promotion. Remember:  
establishing connections that 
will lead to work is not about  
how many people you reach; it’s 
about the quality and appro-
priateness of the audience you 
engage. For example, Margaret 
Grzymkowski (the feisty henna 
artist from Chapter 3) made, 
decorated, and personally deliv-
ered donuts, her business card, 

and a handwritten note to the 
owner of a company where she 
wanted to work. He responded 
promptly with an email saying 
he’d be in touch when a posi-
tion opens up.

What
Formulate your brand message.

Your creative brief contains the 
information that will inform 
and inspire your brand message. 
Just as skiing, �ghting bears, 
cooking burgers, and attempting 
to run for the U.S. presidency 
makes Mr. Dos Equis the “most 
interesting man in the world,”  
a uni�ed message will commu-
nicate your unique value prop-
osition clearly and consistently 
throughout all of your promo-
tions. What is the one thing 
you want your target market 
to think about when they hear 
your name or see your visual 
identity? Set the mood. Develop 
a point of view. Stay true to 
your brand promise. Own who 
you are, and don’t be afraid to 
put it out there.

49

4
. P

R
O

M
O

T
E

 Y
O

U
R

 B
R

A
N

D

Sam
ple

 pa
ge

s



Where
Select your promotional  
touchpoints.

You can choose to do very 
little or as much as possible 
to get yourself noticed, but at 
minimum you’re going to need 
a website and a social media 
campaign to communicate and 
deliver your brand story. (You’ll 
learn more about both later in 
the chapter.) The world uses 
these online touchpoints to do 
business, and you should be us-
ing them, too. Conceptualizing 
and integrating a memorable 
campaign with today’s print and 
social media channels will help 
you stake out your territory, 
differentiate yourself from the 
competition, and demonstrate 
an air of con�dence.

How
Promote your brand message.

There are many, many ways 
to communicate your brand 
message, but you have to use 
the applications, channels,  
and platforms that your target 
audience is most likely to use. 
For example, if you are a mobile 
app designer, use web and 
mobile prototyping software to 
create your app, and then insert 
a link into an email blast or post 
it on your social media channels. 
If you’re a pattern designer, let 
your audience experience your 
shapes, textures, and colors 
�rst-hand by printing designs 
on cards or fabric swatches 
and sending a packaged kit via 
direct mail. They are two very 
different approaches, but each 
is appropriate for reaching and 
resonating with its particular 
audience. Not every form of 
communication works for  
everyone, so choose wisely.

When
Time your promotions.

Think back to my analogy of 
�nding true love. Do you share 
everything about yourself in 
that initial phone call, or do you 
hold a few things back to reveal 
when you’re on the �rst date? 
Likewise, your promotional 
plan might start with a trickling 
of key messages—some teasers 
or pings to gauge whether and 
how your audience will respond. 
Identify the date when all of 
your promotional touchpoints 
will be ready or in the pipeline 
to be completed. No matter 
what your promotion, sched-
ule, or vehicle for delivery is, 
time your strategy and move 
the viewer from one channel 
to the next so they’ll have a 
comprehensive idea of what you 
have to offer. If you misstep and 
don’t deliver when you said you 
would, you can lose any trust 
you’ve built with your audience, 
and it could damage your brand.
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DEVELOP A PERSONAL WEBSITE
Outside of your logo, the most 
far-reaching and important 
brand identity touchpoint is 
your website, which is better 
known in our industry as your 
“online portfolio.” Your website 
is the one touchpoint that  
can be used as a promotional  
vehicle to connect you profes-
sionally to potential employers 
and clients throughout your 
design career. It can be updated 
easily and inexpensively with a 

new brand identity or portfolio  
projects. It advertises your 
design capabilities, software 
skills aptitude, and experience. 
More importantly, art directors 
and hiring agents use websites 
to prescreen candidates. In one 
afternoon, you can reach more 
people by sharing a link to your 
website than you could inter-
viewing for a week. 

This section is not about web-
site design, but it should call 

your attention to the impor-
tance of having a website and 
how it relates to promoting 
your brand. You’ve almost 
certainly taken courses on basic 
web design. If you’re more 
advanced, you can use the 
information and my recommen-
dations to align your strategy 
with ways to best promote your 
brand. The points I highlight are 
relevant to your brand strategy 
and the success of your website.
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Select a domain name and professional email address
Your name is vital to your 
brand story, and an appropriate, 
corresponding domain name is 
just as important. Your website 
URL will be your professional 
handle throughout your career, 
so I recommend using your 
personal name as your domain 
so you can be found through 
an Internet search, and so no 
one else can snag it. Personal 
branding guru William Arruda 
says, “Buy your domain name. 
It’s like buying property. You 
want to own the property even 
if you’re not ready to build the 
house… If you have kids, buy 
their domain names. If you 
are going to have kids, don’t 
name them until you see if you 
can have their domain names.” 
Whatever domain you choose 
should be easy to remember  
and self-explanatory.

Use your domain name con-
sistently across all of your 
touchpoints. URLs are generally 
inexpensive, and if you’re uncer-
tain about what name you want, 
purchase several, and redirect 
each to your primary personal 
website. Register the name for 
as long as you can. Even if it’s 
only a year, make sure it’s set to 
auto-renew. This will ensure that 
no one can take it from you.

When I started this book, I  
did not own the domain name  
“DeniseAnderson.com” because 
it hadn’t been on the market 

for years. I wanted the “.com”  
because it is the most commonly-  
used commercial extension,  
and the one most people try 
�rst. As alternatives, I purchased 
variations of my name: 

• DeniseAnderson.net,

• DeniseAnderson.me, 

• DeniseAnderson.design, and 

• DeniseMAnderson.com. 

I want to own any domain  
name that’s closely associated 
with mine. I also bought  
Professor DMA.com (my social 
media handle). DeniseAnderson.
com continued to elude me. 

Writing this chapter, I did an-
other quick Internet search and 
was delighted to discover that 
DeniseAnderson.com was avail-
able through a site that owns 
personal names. A �ve-minute 
email chat revealed that it was 
available, and I negotiated to 
buy it at less than 50 percent of 
the asking price. At the start 
of the negotiation, the vendor, 
unwilling to budge on price, 
claimed that more than 200 
people had researched the name 
recently. I responded that the 
market for my name is small 
and that I conducted most of 
those searches. He lowered the 
price immediately. It never hurts 
to push back a little. If you are 
faced with a similar challenge, 
it can’t hurt to try to negotiate 
and acquire your name.

Options to consider when  
the domain name you want is 
not available: 

• If the .com extension is not 
available, try .me, .design, .net, 
or another option that makes 
sense to your brand. For 
example, “JessicaHische.is” 
creatively uses the extension 
(for Iceland) to communicate 
attributes about her brand 
(“jessicahische.is/aseriousover 
sharer” and “jessicahische.is/
thinkingthoughts”).

• Acquire your last name  
(Anderson.com) and use your 
�rst name as the email address 
(Denise@Anderson.com).

• Use a middle initial  
(MaxBFriedman.com).

• Be conceptual  
(ILoveBobBuel.com).

• Add punctuation  
(Jiali-Ma.com).

• Insert the word “design” 
(AlexaDesign.co).

• Use a nickname  
(TheSamGarcia.com).

• If your name is dif�cult  
to spell, abbreviate it  
(Margaret Grzymkowski  
uses marggrz.com).
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Organize your site
Things to consider when  
organizing your site: 

• Page format (vertical or 
landscape) and layout grid 
(columns and margins)

• Navigation (names and style)

• Logo and name (size and 
placement)

• Typeface and color selection 
(use the selections and styles 
created for your brand  
identity in Chapter 3)

• Images (professional quality 
photos of your work and/or 
headshot; size and placement)

• Call to action (critical infor-
mation about how to get in 
touch with you)

• Personal work (projects you 
are passionate about and 
create on your own time)

• Social media links (sites you 
use frequently or recommend 
and those that integrate your 
brand message)

• Copy (text for each section; 
your bio and work experience) 

• Content (blog, videos, and 
other design elements) 

• A platform that is easy to 
update and maintain

Organizing information (such 
as the website framework and 
content) into a well-built layout 
should always come before site 
design. Without structure, your 
website won’t �ow correctly, 
and your visitors will have no 
clear path to the information 
they want. Organizing your site 
may seem like a tedious task, 
but you have to know at the 
outset what information you 
want to include. Preparation 
will help you put forward a 
strong brand, and the exercise 
will enhance what you can offer 
as a professional.

54

Sam
ple

 pa
ge

s



Identify the type of site you want
When you have identi�ed and 
organized your information, 
think about the type of site that 
will re�ect your brand and skill 
set, and select one that you can 
build. As a designer, you should 
have some base knowledge in 
website design (using Adobe 
Muse or Adobe Dreamweaver, 
for example) and programming 
(HTML, CSS, JavaScript, and 
HTML5, to name a few). You 
may already have a portfolio 
website on Behance or Square-
space or one that you’ve built 
yourself to display your work. 
There’s a difference between 
those and a professional site (or 
the site you are building now) 
that is part of a bigger brand 
strategy. For your purposes 
here, you’re creating something 
that will represent you pro-
fessionally and serve as your 
online go-to location for the 
duration of your career. 

As part of your website,  
consider blogging to promote 
your brand. A blog gives readers 
insights about who you are and 
what you value, and it gives 
people a reason to check back 
in from time to time. It can 
highlight a project or accom-
plishment that you are proud 
of or showcase your expertise. 
It is important to understand  
up front if blogging is part of 
your promotional strategy  
because you may need a site 
that includes a blogging feature, 
and it should be easy to use. 

If you do decide that you want 
to blog, keep up with it. When 
you slack off or stop, people may 
perceive your brand unfavorably. 

Whatever type of site you 
choose, it will re�ect what you 
know about website design 
and programming and how to 
promote yourself to stand out 
from the crowd. Every semester, 
my colleague Ed Johnston, who 
teaches website design, creates a 
“cheat sheet”(standoutportfolio 
.com/website-cheatsheet) on 
how to identify and set up a 
simple website. Technology 
changes so quickly, he told me, 
it’s become essential to update  
it every semester. Webhosting,  
Creative Cloud, domain names— 
it can be confusing, but Ed’s 
chart walks you through some 
options of the type of sites that 
were available at the writing of 
this book.

Things to consider when  
identifying the type of site: 

• Responsive (comparable web 
experience on all platforms)

• Template (i.e., Squarespace); 
hybrid (template, with some 
programming capabilities);  
or fully customized (i.e., 
unique design created in  
Adobe Muse) 

• Number of pages (loads faster)

• Cost

• Features (blogging, email 
marketing, e-commerce)
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Design your website
the site. Use original images.  
Be honest, thought-provoking, 
and relevant. Your copy should 
support and enhance your brand 
but shouldn’t overwhelm or tire 
your audience. Your site should 
grab and hold their attention, 
but too many images can be 
distracting. A savvy art director 
will recognize attempts to hide 
poor ideas or badly rendered 
designs behind a lot of frippery.

Other things to consider when 
designing your site: 

• Validate that your website 
communicates the essence and 
message of your brand.

• Design the layout and organize 
content to make the website 
easy to navigate. 

• Focus on the content and then 
the presentation.

• Con�rm a clear hierarchy  
of information. 

• Integrate typefaces, colors, 
and image styles from your 
mood board.

• Include personal projects, even 
those not design related, that 
reveal your other interests.

• Select and use quality images.

• Add a copyright signature to 
the bottom of each page; for 
example, “Copyright 2015 
YourFirst LastName. All 
rights reserved.”

As websites and online design 
portfolios have become simpler 
to create, the volume of design 
portfolio sites on the Internet 
has escalated. With literally 
countless online portfolios to 
wade through, employers are 
challenged to �nd a designer 
who can effectively meet their 
needs. You have to think about 
what you can do to design a 
website that stands out in  
a crowded marketplace.

When I was building brand 
identities for a living, I applied 
a formula I called “Simplify, 
Humanize, and Energize.” 
I applied it to everything I 
designed. With this formula in 
mind, I was able to ensure that 
what I designed was meaningful, 
relevant, differentiating, �exible, 
cohesive and memorable, and 
that it would resonate and con-
nect emotionally to the targeted 
audience and communicate 
the brand message. Refer to the 
creative brief and use the brand 
identity elements you created in 
Chapters 2 and 3 to align and 
connect your brand identity to 
your website design. 

Simplify. It may be fun to  
design and program lots of 
fancy bells and whistles using 
motion graphics, videos, and 
music, but your audience will 
generally prefer you to get to 
the point. They’ll appreciate  
a clean, engaging design and 

navigation that makes sense. 
Your goal is to help visitors  
focus on the value of your 
brand and the content of your 
message, not on navigating 
through page after page of busy, 
blinking images and lengthy, 
self-indulgent blocks of text.

Humanize. You can’t see who’s 
viewing your website, but I can 
assure you, it’s a human being 
who wants to be treated with 
respect. So don’t look down 
on your viewers or insult their 
intelligence. Be personable and 
welcoming, just as you would 
if you were inviting them into 
your studio or home to take a 
look around, see your work, 
and stay for a while. Your site 
should encourage them to 
participate, have fun, and feel a 
bond with you. Employers and 
clients on the receiving side of 
the screen are really rooting for 
you, because they’re hoping that 
you’re the one who can help 
them achieve their goals and 
objectives (i.e., �nding the right 
employee or freelancer to hire). 

Energize. Evoke an emotional 
response from your audience. 
Use your brand colors in a new 
and exciting way or crop and 
arrange your images to create 
movement and �uidity through 
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Test and launch the site
Many website browsers and 
electronic devices on the market 
can help you con�rm that your 
site is functioning properly and 
that your design is proving to  
be the experience you want it  
to be. Interactivity is as critical 
as content. After you have 
examined all of the site’s func-
tions, ask others to test-drive it. 
Better yet, have them visit the 
site in front of you so you can 
watch them navigate and see 
how they access information 
and how quickly. The time to 
modify and �x problems is 
before you launch.

What to consider when you’re 
testing your site: 

• Check site functionality on 
Google Chrome, Mozilla  
Firefox, and Safari browsers.

• Review your website’s respon-
siveness on Macs and PCs, 
iPhones and Androids, tablets, 
and any of the most popular 
devices.

• Triple-check the accuracy of 
the content on your site, such 
as spelling, grammar, punctu-
ation, text formatting, image 
correctness and sizes, and 
contact information. If text  

is not your strong suit, ask an 
acquaintance to proofread it 
for you.

• Assess how quickly your pages, 
images, and fonts load.

• Con�rm that links for your 
email, resume, and social media 
are working properly.
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