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OBJECTIVE:

After 14 years of being a writer/Web designer, writer/information architect, writer/SEO engineer, I want to leave the slash positions behind and take the next logical career step. It's time to combine my skill set, my experience and my people skills and move into a creative director, management-style role. As a subordinate, it's been my job to make my boss look good. As a director, it's your job to make your team look good. My mentoring instinct is calling.

OVERVIEW:

Instead of some artiste coming in saying you should do this, I come in saying show me what you've done before, show me the data on it, show me what you're thinking about next, and we'll all start building a plan. The writer in me knows that “should” is a guilt-inducing word, and the manager in me knows the customer is our best source of information. It's not me, it's the data that's going to tell us what 's best. My job is to consistently fine-tune the creative output to meet customer expectations and boost results. Create, test and measure. Exploit the beauty of online marketing, it's measurability.

THE KEYS:

• It all starts with the words. Ideas and messages change, but words are always included. Maybe my top talent from being the senior copywriter at so many stops is that I know how to write to fit, so if a designer or a developer has an idea, I can make it happen for them. Let me give you an example. The only time Charlie Brown ever got to be a hero, it came from Charles Schulz doodling a picture of him being deliriously happy -- and he then had to come up with a story line to fit. That's what I do. I fill in the picture. People are more willing to offer ideas if they believe they'll have a chance, and helping people execute their ideas generates buy-in for the team.

• Artists need actionable feedback. “Tell me your thinking about this” promotes an answer.  “Not what I was looking for” generates defensiveness. In graphic arts, there are more opinions than facts; testing and measuring keeps the focus objective.

• Developers need direction. Just because you can do something doesn't mean you should do something. A lot of Flash and AJAX work is really cool and a testament to the creator, but if it actually hurts usability, it has to be reined in. This is not an easy task. Developers need to push the boundaries. The trick is finding them appropriate outlets. When it doubt, make everything shorter and more simple.

• The greatest site on the Web is worthless if no one can find it. Search engine optimization is a complicated balance between writers, designers and developers. My record in this field is outstanding because I understand the ridiculous level of detail needed. Many people think it's just a matter of filling in some meta tags; in hyper-competitive keyword areas (mortgages, car loans)  that's like playing checkers when you need to be playing chess. Search engine robots don't buy products, people do, so the pages must not only rank well, they also have to convert. At my last job, our top three sites were all in the Google Top 10, and converted at 14, 16 and 22 percent..


WORK EXPERIENCE:

A full chronology follows this page. To highlight some writing stops, and corporate experience, from along the way:

• Here's an example of my “/” career. As a contractor for the first modern Capital One web site, I was a designer and a developer, but I also wrote the entire thing. Pre-launch, at more than 400 printed pages, I told the proofreader I'd pay her $5 a typo. Cost me $10.

• Produced online learning modules for GE Financial, training materials for Philip Morris, quick start guides for Circuit City, an information architecture blueprint on a second stint at Capital One and an educational mini-site for Reynolds Metals.

• Imagine writing essentially the same site more than 50 times. That's how I spent 3 ½ years at InterActive Financial in Richmond, building out a network of auto finance lead generation sites. When I got there, eight sites had produced an application; when I left, that number was 53. It's an illustration of the value of long-tail keywords in a search engine marketing strategy, and it's a high mark for discipline and creativity. Search engines hate duplicate content; every site had to be different.

SUCCESS STORY:

InterActive was testing a customer followup email program, and after 17 underwhelming performers, I got to test a radically different tack. Instead of hiding 18 percent rates on bad credit loans, I reframed and normalized it. A high rate may sound awful, but on a cost-per-day basis, fixing your credit is cheaper than your daily Starbucks. It was a resounding success – five times the performance of any earlier drop – and it wound up generating thousands of leads for us. Did a lot of email and landing page testing while there, but this was tops.

EDUCATION:

Ohio University. Journalism major, double minor in history and philosophy.

REFERENCES:

Available upon request.

CHRONOLOGICAL WORK HISTORY:

• InterActive Financial Marketing Group, Richmond, VA.

SEO Developer

Wrote and developed more than 50 car loan lead generation Web sites. Boosted Web leads roughly 60 percent. Three top-traffic sites all ranked in the Google Top 10 and converted at rates of 14, 16 and 22 percent. Developed a customer email followup campaign that made a significant positive impact on the company bottom line.

(June 2006 -- Jan 2010)

• Targetem, Norfolk, VA.

SEO Manager

Handled graphic design, search engine optimization and content creation for customers of this start-up Internet marketing firm. Key accomplishment was every single customer getting at least one page in Google's Top 10.

(July 2004 -- May 2005)

• Skycasters, Virginia Beach, VA.

Online Marketing Manager 

Satellite Internet provider with sales in excess of $7 million annually was solely fueled by a network of three Web sites. One took a technical, resource-aggregation approach to generating sales calls and catered to an industrial audience (such as offshore oil rigs or automated process control systems). One site took a discount-price approach marketed directly to consumers, and one catered to the high-end consumer market. SEO success at this company led the owner to start Targetem, listed above.

(Oct 2003 -- July 2004)

• Core Management Consultants, Richmond, VA.

Information Architect 

Commonwealth of Virginia Web portal project combined scattered sites into one cohesive unit.

(June 03 -- July 03)

• Object Systems Group, Richmond, VA.

Information Architect

First information architect on a project later listed as one of the Top 10 intranets in the world.

(March 03 -- April 03)

• Venturi Technology Partners / Trilogy, Richmond, VA.

IT Consultant

My work at large companies tends to be highly specialized; my experience at IT consulting firms tends to feature my versatility. Assignments ranged from web site development to technical writing, from user interface design to business analyst.

(March 01 -- Nov. 02)

• iXL, Richmond, VA.

IT Consultant

Information architect, Web developer and trainer for a national Web development company. Top project was developing the Owens & Minor intranet.

(Aug. 00 -- March 01)

• Independent IT Consultant, Richmond, VA.

Highlighted client would be Reynolds Metals. Sites included an educational resource for school children, and technically focused sites for their Reynobond composite building products and their bulk bauxite and alumina operations.(Dec. 98 -- Aug. 00)

• Xperts / MacXperts, Richmond, VA

IT Consultant

Among other assignments, tasked with writing the Web site for this IT staffing company. Goal was to find qualified candidates for placement and company doubled in size during my tenure. IT placement assignments included a paperless intranet inside a paper mill.

Jan. 96 -- Nov. 98

• Earlier News Career

Reporter/Editor

Eleven years at United Press International in Richmond, including a year running statewide operations as bureau chief. Also of note -- stints at The Cincinnati Enquirer, Cleveland Plain Dealer and Associated Press in Tel Aviv.

