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Authentic Promotion Guidebook
There’s a thousand and one ways you could promote your work online. I don’t need to tell 
you about all the options that are there for you, because you’ve likely encountered plenty 
of them already. The problem is not “Where can I promote my work?” but more of “Where is it 
worthwhile to put in my effort?”

This guide is designed to help you with that.

I’ll offer some suggestions about how you can approach selecting the venues that best suit 
your talents, your content, and your target audience.

Let’s get right to it, then!

CREATING YOUR MEDIA EMPIRE
Before we get into the actionable lessons, I want to explain some of the basics that you may 
or may not be familiar with, depending on how experienced you are with online marketing.

I divide the venues of online promotion into two domains: your own website(s) and other 
people’s websites.

The former is like your home. You set the rules. If you don’t want people walking around in 
shoes and everyone must wear slippers, that’s your call to make. You decide what gets to 
hang on your house walls, and what appropriate standards of behavior of your visitors are 
(no vomiting in the sink, for example).

The other kind is either someone else’s home, or a public space (like a park or a bar).

It’s crucial to make this distinction. Facebook is not your home. Nor is Etsy, Blogger, 
YouTube, iTunes, Medium or DeviantART. They are like parks that invite everyone to join 
and hang out there, but if you happen to show up naked, there will be some awkward stares 
and possibly two guys dressed in blue escorting you to the van.

Now, of course you wouldn’t go to the part naked! (Or would you?)

But, you might post your ultra tasteful nude fine art painting on your Facebook page, and 
some dude who works for Facebook will delete it because it’s supposedly against their 
terms of use. (This happens to a lot of artists I follow all the time.)

Online services have the power to delete your account with a single click, whenever they 
decide to, and you can’t do anything about it. It’s right there in the Terms of Service you 
accepted when you registered (that long pile of legalese nobody ever reads).
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The only space where you can take full control of your content 
and your policies is your own website.
That’s why I urge you that you create your own media space where people will be able to 
access your content even in the event that this or that social media or blogging service 
decides to pull the plug on your account.

You may currently be hosting your blog on Blogger or Weebly or Squarespace. You may 
decide that this is the way you want to keep it, because it’s more convenient for you. This is 
all good.

But the minimum I ask you to do is to buy your own domain. It only costs about $15 per 
year.

Your business card should not feature an etsy.com or blogspot.com link but your own 
domain, even if the only thing that’s currently on your website is a banner to your Etsy store.

If you decide to move from one website service to the next, you take your name with you, 
and people will be able to find you.

So, now you know why I urge you to focus on creating your own platform for publishing 
your content. Yes, it’s less convenient than using social media. But you don’t actually own 
your account profiles on social media. You’re just subletting a small room in a huge building 
owned and operated by the Big Company, and they can kick you out anytime, without 
giving you a chance to pack your suitcases. You don’t even get to take your content with 
you.

Let that sink in.

OK, now that I’ve properly terrified you, I must note that statistically, there’s not a big 
chance that the Terrible Stuff That Happens To People Who Only Publish On Facebook Or 
Etsy will happen to you. But the possibility exists, and you should keep that in mind when 
making decisions that affect your business.

The best use of social media and other platforms is to drive 
traffic to your own website.
Those platforms don’t really like when you’re doing that, and they will make it even harder 
and harder as the time goes by. They want their ad money, after all. But for now, these 
services are still super useful when it comes to driving traffic to your website.

If you don’t have your own website, now is the time to create it, even on a free hosted 
service. If you don’t have your own domain, now is the time to buy it—it’s not expensive!
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And if you don’t know where to even begin creating the content for your little media 
empire, now is the perfect time to continue reading this guide, because that’s exactly what 
we’re going to do.

But before we get to the practical exercises, we have to talk about another important 
thing—the authentic promotion mindset.

HOW TO PROMOTE YOUR WORK WITHOUT FEELING 
LIKE A SLEAZY MARKETER
We all have different notions of what is sleazy and what is acceptable, and oftentimes we 
hold ourselves to a much higher standard than we do other people.

After all, we buy other people’s stuff all the time. We don’t even consciously think (most of 
us, anyway) about how other people let us know they have nice things for sale. We just take 
it for granted—up until the moment they do something we deem outrageous and annoying.

You don’t want to be annoying, that’s understandable. But if you’re constantly holding this 
imperative “don’t annoy! don’t sound salesy! don’t say anything wrong!” over your head, you 
probably won’t even mention your work anywhere, ever.

Which is not good for you, or the people who would be interested in what you have to offer.

There’s no judgment here—I’m just as guilty of it.

We’re going to move past it, knowing this fact: there is a way to promote what you do in a 
way that’s authentic and comfortable.

Here’s our “formula” for successful authentic promotion.

1. Always offer something of value

2. Don’t let the haters bring you down

3. Do what you do best

Pretty straightforward, right? Let’s talk about each of these points in more detail.

Value above all
When you truly believe in the value of what you share and you can stand behind it 100%, 
there’s no danger of being insincere or pushy.

When it comes to determining value, this can be a point of a lot of questioning. I want 
to make this super easy for you so you don’t spend days hanging over a single e-mail 
wondering “is this valuable enough?”
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Here’s how to tell whether it’s valuable. Can you think of a single person (real or 
hypothetical) in a situation where this piece of content can inspire, educate or entertain 
them?

If the answer is yes, you’re good to go.

And yes, there’s a lot of value in offering something to a single person. One reason is that 
every person is worthy of being helped—it’s the “people, not numbers” approach. The other 
reason is, our challenges are not unique. For every person that says your content has helped 
them, there are thousands of people who would be thinking the same thing if they only saw 
your content. (And maybe they do, they just can’t be bothered to leave a comment.)

The thing you promote can be a free piece of content or something you offer for sale, it 
doesn’t really matter. If you believe it has value for at least one other person in the world, 
you have no reason to feel ashamed for promoting it.

Good? Good.

Haters are the vocal minority
For every hater who complains about something you do, there are at least 10 people who 
love your work and never say anything.

No matter how subtly and how rarely you promote your work, some people will think it’s 
too much—there’s no helping it. And that’s definitely no good reason to stop promoting your 
work. Everyone has haters. Focus your energy and attention on the people you care about, 
and ignore the rest.

Next time you get a nastygram, take a moment to celebrate. This means people are paying 
attention to you. And for every piece of hatemail you get, there are at least 10, 20 or 100 
people who love your work, but never write to you because they think you already know 
how much you rock.

Focus on your strengths
When you’re playing on your strengths, your promotional content sounds authentic and 
personable.

When you’re trying hard to fit into someone else’s blueprint, that’s when you start sounding 
fake, salesy and boring.

Don’t be afraid of ignoring successful people’s advice. People always recommend what has 
worked for them, and there’s no guarantee that this will work for you, no matter what they 
say. You are the expert on you.

Now that we’ve covered the mindset issue, let’s focus on using your advantages to create 
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compelling content that your audience will adore.

WHAT TYPE OF CONTENT DO YOU ENJOY CREATING?
You have natural affinities that drive you toward one type of content or another.

If you’re a writer, it’s obvious—your strength is writing, so this is what you should be doing. 
If you draw or paint, your strength is creating visual content. The same goes for graphic 
designers and other visual creators. 
If you’re a photographer, it’s—duh—photos. 
For musicians, it’s music. 
For a videographer, it’s videos.

But what about creatives whose work can not be so simply put into any single category?

A clothing designer could offer photos of their work, sure. But they could also potentially 
write instructional content (with a lot of sketched diagrams). They could also film videos of 
their mini studio runways or of themselves at work. They could gather stories and photos 
from their clients about how a custom tailored piece of clothing made their special day even 
more glamourous. Or they could interview their suppliers of textiles about things like ethical 
treatment of textile workers and environmental impact.

There are so many ways you could spin the story of what you create, how you create it 
and why. Some of these content creating techniques may not be as familiar to you as your 
primary medium, but it’s still worth exploring.

I used to be “just” a visual creator. I was drawing, sketching and designing graphics, and 
occasionally making jewelry. I haven’t thought of myself as a writer at all. But as other 
people kept asking me questions about how I do what I do, I was doing my best to teach 
them about the techniques and concepts I was using in my work, and the easiest way for 
me to do that was writing. Eventually I got to writing more and more, and now I’m spending 
almost the same amount of time writing as I am creating visual content, because I’ve 
realized I enjoy it so much.

For you it may not be writing. It might be snapping photos of your process and sharing a 
minimum amount of commentary. Or it may be just turning on your webcam and chatting 
with your viewers like you were sitting in a coffee shop together.

Just because you’ve never done something before, it doesn’t mean it’s not for you. Give it 
a try, see how it goes, and if it ends up being boring, tedious and too time consuming, scrap 
it and find something else.

The worksheet at the end of this guidebook presents different formats you can use. If 
you’ve found that you enjoy doing some of them, put the checkbox next to them. Feel free 
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to write additional types of content that I didn’t think of.

Now for the second part of this exercise.

WHAT TYPE OF CONTENT DO YOUR RIGHT PEOPLE 
LOVE TO CONSUME?
Your content doesn’t exist in a vacuum—you’re creating it so someone else could read, 
watch or listen to it. “Someone else” is not just about anyone with an internet connection. 
They are your right people.

What I mean by your right people (also known as “ideal clients”) are the people who need 
the work you’re creating, love the particular style of what you’re creating, and are likely to 
give you money for it.

Sometimes even people who don’t need or want to buy what you sell can be your right 
people—they might enjoy your content and your personality so much, that they’ll tell 
everyone they know about you. You get to become internet BFFs. Some marketing pros like 
to call them “brand ambassadors”.

In any case, your right people are the people you should focus on with your content.

Your content type sweet spot happens at the intersection of what you most enjoy creating, 
and what your right people most enjoy consuming:

If you’ve read my book “The Human Centered Brand”, then you have a pretty clear idea of 
who your right people are, what they do, and what kind of content they enjoy consuming.

http://neladunato.com/
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If you aren’t sure about your right people, then you need a little pre-work, so I included an 
extra worksheet with some questions about your ideal clients.

Especially pay attention to your answer about what type of content they like to consume, 
and why.

For example, a self-employed mother of 3 probably doesn’t have time to sit through long 
videos, but might enjoy downloading podcasts on her phone to listen to as she’s running 
errands. A person who spends a lot of time on buses, trains or airplanes might like reading 
long articles to pass the time. A person who is sitting at her day job may only steal a few 
minutes during her break to oooh and aaah over your photos or short stories.

Think about this, and then go mark the checkboxes that are next to the types of content 
your right people are most likely to enjoy.

CONTENT ALIGNMENT 
Hopefully quite a few of content types got both checkboxes, but the number doesn’t really 
matter here, because you’re not going to do all of them at once.

Pick up to 3 content types that you’re going to focus on creating in the next 3-6 months. 
The reason I want you to do that is because

1. You’ll get really good really fast if you practice creating this type of content regularly

2. You’ll get traction faster with one type of content you do repeatedly than if you just 
flailed around trying out a million different things

3. You’ll have plenty of time to gather data to see how well this works for you

3 to 6 months is a reasonable amount of time during which you will be able to evaluate 
whether this strategy is working or not.

You can do a qualitative analysis, ie. how good do you feel about doing this kind of work, 
and what the response from other people is (do you get great comments or thank you 
notes?).

You’ll also be able to do a quantitative analysis, ie. how many people visit your website, how 
many of them sign up to your e-mail list if you have one, and how many people buy your 
work.

If you see that this approach is not giving you any results whatsoever, then it’s time to ditch 
it and try something different. If it’s good in some areas but not in others, you can work on 
improving your strategy, or pick something else to do in addition to what you’re already 
doing.
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AUTHENTIC PROMOTION GUIDEBOOK

8

If you have a hard time choosing between several that all look like they might be a good 
idea, go with your gut. Pick up to 3 now, and put a star next to other ones that you’d like to 
try in the future.

Now let’s move on with deciding where you’re going to promote your content.

WHAT VENUES ARE GREAT FOR PROMOTING YOUR 
CONTENT?
This is the part where we take the things we have in our house, and carry it out into the 
public space to show to other people, in hopes of meeting someone cool we’d like to invite 
over for a cup of tea.

Think social media, other websites and blogs, magazines, podcasts, radio & TV shows, cafes, 
galleries, indie shops and other community spaces in your neighborhood.

If you like to write, you have multiple options: link to your blog on social media, publish 
full-length articles on LinkedIn or Quora, write guest articles for other blogs, or submit your 
work to a magazine.

If you like to create visual content, good venues are any social network that places large 
emphasis on images (Instagram, Pinterest, Facebook), magazines that feature art or 
illustration and places in your community where you could hang your originals or prints.

Think of possible places where you can be interviewed or featured. Look up websites that 
have a history of sharing work somewhat like yours (in medium or style) or people in your 
niche (creative business owners).

WHERE DO YOUR RIGHT PEOPLE HANG OUT?
As you might have guessed, this part is pretty similar to the former exercise. To make the 
best out of your content marketing efforts, you need to put your content in the sight of your 
right people.

The sweet spot is in those venues that are best suited for the type of content you love to 
create, and where your right people hang out (see diagram on the following page).

You’ve already answered the question about where they hang out in the real world and 
online. Look up this answer, and mark all the checkboxes that correspond to those venues.

THE VENUE ALIGNMENT
Note which venues have both boxes next to them checked. These are the places you can 
choose from and focus on in the next 3-6 months.
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Pick up to 3 venues where you want to regularly post your work, or show up in person (if 
it’s a physical space). The same applies as with your content types: trust your gut to pick the 
initial 3, and stick with them for long enough so you can see if they give you any results.

YOUR AUTHENTIC PROMOTION PLAN
The last two worksheets are named “Building my media empire” and “My media outreach”.

This is where you’re taking the possibilities from the previous exercises and making a 
commitment.

We don’t want any wishy-washy possibly-maybe statements here. Now is the time to 
decide what you’ll be doing, and where you’re going to put the most of your effort.

When you’re filling in the statements with your ideas, make sure that what you’re planning 
is reasonable, given all the commitments you currently have. Also realize that as you’re 
focusing on certain activities, some other things you’ve been doing until now that aren’t 
giving you any results will have to go to make room for what really matters.

To make sure this doesn’t just stay at the “good idea” level, we’re going to break down every 
item on your plan into actionable tasks. An actionable task is a single step that contains a 
verb describing the activity. After you’re done listing all the tasks, make sure to copy them 
in your calendar, planner or to-do app.

All right, that’s it for the lesson part! I hope you’ve enjoyed it, and that you’re on your way 
to filling out all the worksheets provided on the following pages of this guidebook.
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My Authentic Promotion Plan
MY RIGHT PERSON PROFILE
Answer the following questions to shape a precise image of the people you want to serve 
with your products, services and content.

What type of people are most likely to need your products or services?

Out of those people, who is able to afford your products or services?

Out of those people, who would you most enjoy working with? Who is most likely to 
share your values and appreciate your personality?

Think of their profession, interests, hobbies, living situation, desires, dreams...

Do you have any clients that you absolutely adore working with? List the names of 3 
people who come to mind.
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Now imagine one person—either a real one you already know, or an imaginary ideal 
client you would like to attract—and focus just on him or her. Try to answer the following 
questions about this one right person.

What words does (s)he use to describe herself/himself? (Eg. in Twitter bios, how they 
perceive themselves in their mind etc.)

Where does (s)he hang out in the real world?

Where does (s)he hang out online?

Where is (s)he at currently in his/her journey as it relates to your products or services? 
What had (s)he already tried or considered? What does (s)he struggle with?

What type of content does (s)he prefer to consume (text, pictures, audio, video)? Why?

http://neladunato.com/
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CONTENT ALIGNMENT

Types of content
What I most 

enjoy creating
What my right people 

enjoy consuming

Long form articles

Short articles

Photos

Videos

Drawings or paintings

Illustrations

Digital graphics

Audios & podcasts

Live webinars

Out of those that have both checkboxes ticked, list top 3 types of content you want to 
focus on in the next 3-6 months:

http://neladunato.com/
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VENUE ALIGNMENT

Venues
Where my work 

fits in well
Where my right 
people hang out

Facebook

Twitter

Google+

Instagram

Pinterest

YouTube

SoundCloud

iTunes

Vine

SOCIAL MEDIA

http://neladunato.com/


AUTHENTIC PROMOTION GUIDEBOOK

14

Out of those that have both checkboxes ticked, list top 3 venues you want to focus on in 
the next 3-6 months:

Venues
Where my work 

fits in well
Where my right 
people hang out

WEBSITES & BLOGS

PHYSICAL PLACES AND EVENTS

http://neladunato.com/
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Today’s Date:

BUILDING MY MEDIA EMPIRE

1 I will create and publish                                                  every                                    .
TYPE OF CONTENT TIMEFRAME

Actions I need to take to make this happen:

Example: I will create and publish a blog article every week.

Actions I need to take to make this happen:

• Brainstorm blog topics
• Write a blog post outline
• Draft the blog post
• Edit the blog post
• Design a blog graphic
• Publish the post
• Share the post on social media

http://neladunato.com/


AUTHENTIC PROMOTION GUIDEBOOK

16

2

3

I will create and publish                                                  every                                    .
TYPE OF CONTENT TIMEFRAME

Actions I need to take to make this happen:

I will create and publish                                                  every                                    .
TYPE OF CONTENT TIMEFRAME

Actions I need to take to make this happen:
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MY MEDIA OUTREACH

1 I will publish/submit/organize                                                                       on/to/at                     

                                                                                          every                                     .
TYPE OF CONTENT

TIMEFRAME

Actions I need to take to make this happen:

Example: I will submit a guest post to blogs for handmade crafters every month.

Actions I need to take to make this happen:

• Find blogs for handmade crafters that accept submissions
• Brainstorm blog topics
• Write a blog post outline
• Draft the blog post
• Edit the blog post
• Design a blog graphic
• Send the blog post to website editor for approval
• Share the post on social media
• Reply to reader comments on the blog

VENUE
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2

3

I will publish/submit/organize                                                                       on/to/at                     

                                                                                          every                                     .
TYPE OF CONTENT

TIMEFRAME

Actions I need to take to make this happen:

VENUE

I will publish/submit/organize                                                                       on/to/at                     

                                                                                          every                                     .
TYPE OF CONTENT

TIMEFRAME

Actions I need to take to make this happen:

VENUE
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EVALUATION SHEET
I suggest reviewing your marketing plan every quarter or so, so you know which activities 
made the biggest positive impact on your business, and which ones are a waste of time. 
Below are some questions that can help you decide. There’s no right or wrong here, use 
whatever criteria you feel is most important to you t make your decisions.

Activity #1 Activity #2

It’s enjoyable for me

It attracts the attention of my right 
people

It brings quality traffic from search 
engines

It brings quality traffic from social 
media

It attracts responses (comments, 
emails)

It leads visitors to sign up to my 
email list

It turns visitors into customers

People are sharing this content on 
social media

It takes a reasonable amount of 
time

Any other insights you’ve noticed about these activities? Which ones will you continue 
doing?

Today’s Date:

Review of my media empire building activities

Activity #3
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Activity #1 Activity #2

It’s enjoyable for me

It attracts the attention of my right 
people

It brings quality website traffic

It attracts media attention

It attracts responses (comments, 
emails)

It leads visitors to sign up to my 
email list

It turns visitors into customers

It enables me to start a sales 
conversation and collect leads

It takes a reasonable amount of 
time

Any other insights you’ve noticed about these activities? Which ones will you continue 
doing?

Review of my media outreach activities

Activity #3

If you’ve noticed that some of the activities aren’t bringing you enough value for your time, 
you can ditch them and choose new ones to try out. Use your content alignment and venue 
alignment checklists and pick the most promising ones. Then print pages 15-18 again and 
create a new plan!

If you’ve noticed that your right person profile has changed, or that new venues have 
become available, feel free to go through the entire process again, and adjust your plan.
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CONGRATULATIONS!
Now you have your own custom authentic promotion plan!

Copy these tasks and activities into your favorite calendar, planner or to-do app so you 
make sure to do them regularly.

Do this exercise every 3-6 months, to see if there are any additional content types or 
venues you can expand into, or if you need to let some content types and venues go 
because they’re not giving you any measurable results.

Ready to play big?
If you want beautiful marketing materials & website to impress your audience 
and future clients, check out how I can help your business look professional, 

trustworthy, and authentic.

neladunato.com
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About Nela Dunato

I’m a multi-passionate mixed media 
artist, brand designer, teacher and 
writer. I’ve been a professional designer 
since 2005, and my focus is on helping 
service professionals craft expressive 
brand identities and exceptional client 
experiences.

I also teach graphic design as an Adobe® course 
instructor, lead in-person workshops, and publish 
branding, marketing and business advice every week 
on my blog.

My artwork and illustrations have been published, 
exhibited and awarded internationally, though 
nowadays I prefer to just paint and draw for my own 
pleasure.

I’m a huge sci-fi and fantasy nerd, lover of Victorian 
and Art Nouveau aesthetics, cat person and a 
dedicated shadow worker.
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http://neladunato.com/illustration/
http://neladunato.com/?utm_source=Workbook&utm_medium=pdf&utm_campaign=Promotion
http://twitter.com/nelchee
http://facebook.com/NelaDunato
http://instagram.com/nelchee
https://www.linkedin.com/in/neladunato
http://www.pinterest.com/nelchee
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