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A Few DefinitionsA Few Definitions
•• Branding: Interacting Branding: Interacting with customers and potentialwith customers and potential

customers in a way that lets them know who youcustomers in a way that lets them know who you
are without actively encouraging them to purchaseare without actively encouraging them to purchase
anything.anything.

•• Marketing: Interacting with customers andMarketing: Interacting with customers and
potential customers in a way that tells them aboutpotential customers in a way that tells them about
your products and services without pressuringyour products and services without pressuring
them to buy anything.them to buy anything.

•• Selling: Interacting with customers and potentialSelling: Interacting with customers and potential
customers in a way that actively encourages themcustomers in a way that actively encourages them
to buy somethingto buy something..
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The Hub & Spoke Model
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Hubs vs. Spokes

Your Hub
• Your online office
• An opportunity to have

longer conversations
• About you and your

business—in terms of
your audience

Your Spokes
• Cocktail parties
• Network with others,

engage in small talk
• Lead to your hub
• Give audience

something for nothing
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Hubs: What Are Your Choices?

• Website
• Blog
• Hosted web page
• Robust profile page
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Hubs: Build Options
• Hire a website designer, writer, and

editor. Expensive, less work.
• Use a template from your website

host. Less expensive, some work.
• Use a blog platform (free or fee) to

create a site. Least expensive, most
work.

© Erin Brenner 2013
2013 American Copy Editors

Society Conference



Hubs: Blog
Benefits
• Gives you a big soapbox

to stand on
• Create pages on which to

put your services
information, etc.

• Build a steady, loyal
following

• Create a lot of visibility
and a strong reputation

Drawbacks
• Have to stick to a

schedule
• Have to publish

frequently & consistently
• Have to publish at least

once a week
• Have to promote each

post
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John McIntyre’s You Don’t Say blog.
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Hubs: Pages and Profiles
Benefits
• You’re borrowing

someone else’s
reputation.

• It can be a good
starting point.

• It’s cheap.
• You don’t have design

knowledge.

Drawbacks
• You’re borrowing

someone else’s
reputation.

• You’re using someone
else’s template.
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Spokes
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Spokes: How to Choose
• Be where your audience is most engaged

in the topic you’re talking about.
• This means defining your audience and

your goals first.
• Choose platforms you’re comfortable

using.
• Remember that other blogs can be a

spoke for you.
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Spokes: What to Talk About
• What your desired audience is interested in and

reacts to
• A regular feature to help anchor you: a writing

tip, a grammar lesson, etc.
• Comments that advance the conversation
• Links to interesting articles
• Nuggets of what you know
• An answer to someone’s question
• An offer to help someone through your services
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Spokes: When to Be Active
• Audiences are most active:

– Tuesdays, Wednesdays, Thursdays
– Beginning of the day (9–10 am), at lunchtime

(12–1 pm), just before going home (3–5 pm)
• People retweet most 3–5 pm
• We catch up on our reading on the

weekends
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Spokes: When to Say It
• When your audience is active
• When fewer people are publishing

Tips:
• Post at least 2–3 times a day
• Repeat important posts at different times
• Be wary of overwhelming your audience
• Be consistent
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Measurement

“Half the money I spend on
advertising is wasted; the

trouble is I don’t know which
half.” —John Wannamaker
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What to Measure
Measure in relation to your business goals. Sample
measurements:
•Awareness: How aware of you your potential clients are.
•Engagement: How interested your audience is in you.
•Persuasion: How well you get people to accept your
message.
•Conversion: When people follow through on your call to
action (e.g., click a link, email you, hire you).
•Retention: When people continue to convert (e.g.,
continue to click on links, rehire you for jobs).
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How to Measure Hub Activity
For websites and blogs:
•Google Analytics
•RSS feed tools, such as Feed Burner
•Blog software
•Website host
•Link shortening service, like bit.ly or ow.ly
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How to Measure Spoke Activity
Varies by service:
•Twitter: TweetReach, WeFollow
•Facebook Pages: Facebook Insight
•Keywords: Social Mention
•Influence: Klout
•Links: shortening service, like bit.ly
•Various metrics from social media
dashboards, like HootSuite
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Measurement Dashboard



Hubspot’s Dashboard

http://offers.hubspot.com/monthly-marketing-reporting-template



For More Information
Email me for my Social Media 

Measurement Dashboard: 
erin@righttouchediting.com.

Get social media resources in my 
bookmark collection:
delicious.com/erin_brenner.
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Thank you.
Connect with me online:
  @ebrenner
 www.facebook.com/erin.brenner

www.linkedin.com/in/erinbrenner

https://plus.google.com/116377650567
505220477
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