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Hi! And a warm welcome to... 
“Bio Builder Secrets.”

A short time ago I interviewed one of my original 
Authentic Copy students, Julie Anne Eason, for a blog post on 
therenegadeboomer.com website. The blog was titled…

“The Six-Figure Copywriter Mindset”

Julie told me how, by using the skills she’d learned on my course Authentic Copy, she’d 
been able to make incredible sums of money. Julie’s first big eureka moment came when 
she had a mindset change and charged $10,000 dollars for a single sales letter, a sales 
letter that only took her three days to write.

Today, Julie charges $50,000 dollars plus to write non-fiction books and runs her own 
successful publishing company.

But even more interestingly, in that same interview, Julie mentioned that because 
people find it so hard to write their own LinkedIn bios, it ’s possible to charge more 
than $500 dollars to write one for them. She said at this price you’ll get takers lining up 
around the block!

I thought about this and decided this information was too valuable not to share.

Here’s why…

LinkedIn has more than 590 MILLION users, with new members joining at the rate of 
TWO per second. Their goal is to reach 3 BILLION users, and they’re well on their way.

• 41% of all millionaires use LinkedIn.
• More than 90% of recruiters use LinkedIn regularly.
• 91% of marketing execs say LinkedIn is the top place to find quality content.
• In excess of 61 million senior level influencers are LinkedIn users, 40 million of which are

in positions to make decisions.
• 50% of ALL social traffic that goes to B2B blogs and websites is from LinkedIn.
• The #1 channel used for the distribution of content by B2B marketers is LinkedIn at 94%.

And here’s even more reasons why…

• Only 6% of the 10,000 most shared articles on LinkedIn written over the past 5 years were
written by influencers, making it a great place for anyone at any level to get noticed.

• LinkedIn is the top place to find top quality content according to 91% of marketing
executives.

• B2B leads are the highest on LinkedIn at 80% while Twitter has 13% and Facebook 7%.
• Conversation generation is 3x higher on LinkedIn than it is on either Twitter or Facebook.
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WHY SHOULD YOU CARE?

Because that means literally millions of eyeballs are on LinkedIn user bios.

And that means…

LinkedIn Can Become Your Personal GOLDMINE!

The bio section of a LinkedIn profile has just a 2000-character limit, and in reality, 
most bios are far, far shorter. How amazing would it be to have the skills to write 
incredible audience grabbing bios for people? Bios that your future clients would be 
over the moon with?

Having a strong bio profile summary can make the difference between a person being 
flooded with offers or being completely invisible, not just on LinkedIn, but in all kinds of 
places. Business people are aware of this, and because it ’s not easy to write effectively 
about yourself, they ’re desperate to make someone else do it for them.

Enter YOU!

Even if you’ve never written copy for anything else yet, you can quickly learn how to do 
this ONE specialized service…and make as much as $500 an hour.

Of course, as always, I make no promises on exactly what YOU will make. You must be 
willing to put in the effort and promote yourself.

When you do that, and as you gain skills specializing in LinkedIn bios, you can add on 
extra services, or even start writing About Me pages for client websites and blogs, by 
maximizing these same basic strategies.

And as you grow your bio-writing repertoire, you also grow your profitability.

Sound Good? Let ’s Get Started!

©Copyright Tina Lorenz 2020
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If, like me, you’re a member of various social media groups where you’re required to 
write some form of bio, then you’ll probably know just how difficult it can be writing 
about yourself.

It can be hard to decide what to put in, and sometimes, more importantly, what to leave out!

Your bio doesn’t only need to reach your target audience; it also needs to make them sit 
up, take notice, and then take action!

Do you realize it isn’t only you who finds writing profile summaries difficult? Other 
people do, too!

AND THAT, RIGHT THERE, SHOULD BE YOUR...
Lightbulb-Dollar-In-Your-Pocket Moment!

LinkedIn offers freelance entrepreneurs and home-based businesses a tremendous 
platform to connect and network with prospective clients.

Many people use other social media sites such as Facebook or Twitter, but what ’s so 
great about LinkedIn is that it ’s specifically for business people.

From the CEOs of international corporations, right through to
work-at-home entrepreneurs just like you, LinkedIn is where you can connect to people 
at every level.

LINKEDIN IS YOUR
Fast Track GOLDMINE

On LinkedIn, a bio is called your profile summary. For clarity, during this course it could 
be referred to as either a bio or a profile summary.

Before you can start writing bios for other people, first you’ll need one of your own. To 
do this, I will guide you through setting up your own profile page on LinkedIn.

Even if you already have a LinkedIn account, it may still be worth checking through the 
steps shown here to ensure you have everything optimized.

Just follow the steps below.

Setting Up a LinkedIn Account

©Copyright Tina Lorenz 2020
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STEP 1: Getting Your LinkedIn Account
Start by visiting LinkedIn’s welcome page at www.linkedin.com 

Setting Up a LinkedIn Account

1 Complete this page on the right 
and select Join Now.

Enter a cell phone number to 
receive your security code.2

STEP 2: Building Your Basic Profile

1
When you complete this section, it shows your location to other members on 
LinkedIn. You will need to put a valid zip code in the postal code box.

©Copyright Tina Lorenz 2020
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Setting Up a LinkedIn Account

Choose what you put here wisely. Remember you want to attract the right 
business people to your account. Using keywords that potential customers 
will use to find you is important.

2

You can either put in the company you work for or choose self- employed; 
various options will come up.3

©Copyright Tina Lorenz 2020
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Setting Up a LinkedIn Account

LinkedIn will send a message to the email address you entered on signing 
up. This message will contain a code you need to enter here to confirm your 
address.

4

At this point, you are given the opportunity to import your email contacts. If 
you don’t wish to do this, select Skip instead of Continue.5

©Copyright Tina Lorenz 2020
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Setting Up a LinkedIn Account

If you select continue, a warning screen will appear telling you importing your 
contacts allows LinkedIn to use the information and that your contacts may 
also be deleted.

6

If you’d rather not enter your date of birth, you can choose to skip this.
7

LinkedIn will now suggest various people you could connect with. This is 
based on the information you have entered. It is best to skip this now, as your 
profile isn’t yet fully built and you may want to be more specific about the 
connections you make.

It also won’t be particularly useful for you to connect with other copywriters 
as it is unlikely they will be a good business source.

8

©Copyright Tina Lorenz 2020
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STEP 3: Adding Your Photograph

Setting Up a LinkedIn Account

According to LinkedIn statistics, profiles with photos get viewed on average 21 times 
more than those without. 

By using a professional headshot, you will attract 14 times more visitors to your profile. 

You can also expect to receive more messages, too, as the chances increase by 36 times 
when a profile photo is included.

Even if you don’t have a professional headshot, it is important to add a good quality 
profile photograph.

Make sure the image you choose is clear and, if possible, captures your personality 
while remaining business-like. By this I mean try to avoid holiday photos or selfie shots 
of you wearing a sombrero! Instead, choose something flattering where preferably you 
are smiling.

A profile photo should be a headshot only, not a full body shot. This is because this 
image is very small and you want it to stay clear.

©Copyright Tina Lorenz 2020
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STEP 4: Getting the LinkedIn App

Setting Up a LinkedIn Account

Like most things these days, there is an app for your phone, too!

So if you’d like to take LinkedIn with you when you’re on the move, you can get the app 
from this page on the LinkedIn website.

STEP 5: Refinements

Select the dropdown arrow next to “Me” in the header strip.
1

©Copyright Tina Lorenz 2020



12

Setting Up a LinkedIn Account

Next select “View profile”.
2

Once you are in your profile, you can edit it by selecting the pen icon shown 
here.3

In the “Headline” box type in a headline 
sentence using keywords that help 
you make the right connections. For 
example Freelance Copywriter, Profile 
Summary Writer, Bio Developer, Biography 
Specialist. Once complete, select SAVE.

4

©Copyright Tina Lorenz 2020
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Setting Up a LinkedIn Account

5 Continue working down the page by scrolling, completing each section as 
you go. Give comprehensive details of your work history, education, and 
so on.

DO NOT enter anything under the “Summary” section at this point. 

We will look at this very important area in great detail later.

Ensure you save everything as you go.

6 When you reach the Industry section, scroll down to find the best match. 
TIP – Writing and Editing appear at the end of the list.

7

Once you’ve completed your 
profile, select “Settings & 
Privacy.”

This section allows you to fine-
tune who can see what on your 
profile. It ’s important to make 
good choices here, because you 
want prospects to be able to find 
you easily.

8
Work your way down the page, 
selecting and refining each 
section as you go, by using 
“Change”.

©Copyright Tina Lorenz 2020
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STEP 6: Returning to the Profile Summary Area

Setting Up a LinkedIn Account

To get back to the “Summary” section in prep for Part Two of this training, select the pen 
icon and then scroll down the page to the Summary section.

©Copyright Tina Lorenz 2020
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Now that you’ve created your account, you’re ready to write your bio in the profile 
summary area.

LinkedIn is geared exclusively to professional business people. It ’s the ideal platform to 
showcase your talents, particularly as you’re aiming your services at LinkedIn users.

LinkedIn members will be able to find you based on a search specific to your skills or 
industry, or by entering your name in the search area. This is why selecting the right 
keywords throughout your profile is so important.

Doing this makes you easy to find.

WHAT IS THE PURPOSE OF A LINKEDIN PROFILE SUMMARY?

A profile summary is meant to convey the following things:

• Who you are – Your name and business details
• What you can do – Your talents, in this case writing LinkedIn profile

summaries
• Your background – Any relevant experience you have
• Basic personal information

Writing Your Own LinkedIn 
Profile Summary

©Copyright Tina Lorenz 2020
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To make your profile summary really stand out, you can add a few additional 
elements. Here are some more Bio Builder Secrets:

◊ How you can help the reader

◊ Why they should use your services

◊ The results you’ll get them if they do

◊ Links to your website, social media, portfolio, and other strong examples of your
work

Remember, your LinkedIn profile and profile summary are a marketing tool. They need 
to describe your skills and the services you provide.

 9 You should showcase what YOU can do for OTHERS 

 9 Your profile summary shouldn’t read like a resume

Here are some basic key points to remember when writing your profile summary:

 @ Keep the paragraphs short and easy to read

 @ Use your keywords and phrases naturally whenever appropriate

 @ Ensure spelling and grammar are correct

 @ Write in the first person

 @ Don’t allow your summary to be too long – it is a SUMMARY!

 @ Make sure what you are offering is clear

 @ Use bullet points to make reading easier

A NOTE ABOUT BULLET POINT LISTS: you can choose to turn a list into a bullet point list 
by selecting the bullet point icon on your word processor program, or you can add them 
manually.

There are generally several options for how your bullet points can look. If you want your 
list to stand out, you can choose a different icon instead of just a plain dot. You could 
use * or > if adding manually, or one of the options built into word processing programs, 
which also include arrows, check marks, and more.

Writing Your Own LinkedIn 
Profile Summary

©Copyright Tina Lorenz 2020
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What to leave out of your profile summary, detailed information about:

 ² Work experience
 ² Education
 ² Qualifications
 ² Your life history

LinkedIn allows you to build a resume as part of your profile; it is, therefore, 
unnecessary to include it again in your profile summary. If there are elements within 
your experience you feel are important, touch on them in your summary, but don’t go 
into great detail.

STEP 1: Hooks

To generate curiosity and encourage the reader to find out more, you can use hooks. 
These are simple, impactful statements you can use to start your summary.

The idea is to write an intriguing or simply irresistible first line that “hooks” the reader 
and makes them want to read more.

What ’s important here is ensuring the rest of your summary links back to your hook. A 
hook has to be there for a reason and not just to gain attention.

Ensure your hook is a statement rather than a question.
Examples of great hooks for our purpose could be:

• I can get YOU noticed
• I ’m not your average copywriter
• Heck YES! I need me some of THAT!

A hook stands alone as a single, concise sentence at the beginning of your summary.

Don’t add any more words directly after your hook, as this will detract from its power. 
Instead, start the following sentence as a new paragraph.

Hooks are not an essential part of a profile summary; they are just one method you can 
use to gain attention and encourage the viewer to read further.

Writing Your Own LinkedIn 
Profile Summary

©Copyright Tina Lorenz 2020
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Think of some hooks you could use on your profile summary and write them down.

Exercise 1

©Copyright Tina Lorenz 2020
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STEP 2: Tell a Story with Emotion 

After the hook, another way to maintain your reader’s interest is to tell them a story.
We love being attracted, captivated, and romanced. A profile summary has the power to 
do these things, too, just like a good book.

Effective storytelling should elicit an emotional response, a connection with the reader. 
The stronger the connections you make, the more the reader becomes engaged.

Below you will f ind some examples of real LinkedIn profile summaries with a strong 
story base. For the purpose of our training, I have also devised a fictitious character, 
Louise Lloyd, whose profile we have been building.

I ’ve changed the names of the real LinkedIn users to protect their privacy and ask that 
you respect their creativity by not plagiarizing them, but simply use them for ideas.

Writing Your Own LinkedIn 
Profile Summary

My official titles are job search strategist, 

recruiter, career coach and certif ied 
professional resume writer. But, as is the case 

with most business owners, I wear many hats.

I ’m an author, an educator, an entrepreneur 

and a cheerleader (which makes me happy 

because my teenage volleyball career 

prevented me from ever actually trying out for 

the squad).

I also believe down to my core that fortune 

favors the bold, that it ’s better to ask for 

forgiveness than permission, and that -- 

done well -- personal branding can take you 

enormously far in your career and life. In fact, 

a big part of my job is teaching people how 

to communicate their brands in memorable, 

engaging and high personality ways, so that 

they will attract the right audiences and move 

them toward their core goals.

Specialties include: job search strategy, 

career coaching, resume writing, recruiting, 

LinkedIn makeovers, corporate outplacement, 

public speaking, on-camera tutorials and 

social media marketing. I will also slay you in 

Scrabble, and I make a mean margarita.

I ’m right over at crystal@*****.com if 

you want to chat. You can also find me at 

crystal*****.com.

Crystal

HEADLINE: Job Search Strategist | Career Coach | Certified Resume Writer | I help people

navigate job search & career pivots

©Copyright Tina Lorenz 2020
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Michelle
HEADLINE: Website Copywriter + Strategist for B2B Service Providers / Slayer of Blah

The key to killer writing?
Knowing your audience down to the color of their lashes.

You’re a smart, savvy business owner.
You run a successful company, but you know you could be getting MORE. More leads. Moresales. More authority.

So...what ’s the problem?
(a) You’re not sure who your market is
(b) You’re not sure what makes you different from your competitors
(c) You don’t know how to write well
(d) All of the above

I GET IT.

Writing that sells is HARD. And it ’s doubly hard when you’re talking about
your OWN business.

That ’s why I ’m here.

I help on-fire businesses leave competitors SCRAMBLING to keep up via sticky copy that attracts theright customers, increases sales, and creates irresistible brands.

My #1 specialty: website copy for young, innovative brands.

My web copy packages all include:

1. EXHAUSTIVE RESEARCH + COMPETITIVE
ANALYSIS Who are you? Why should I care? Whose
eyeballs—and hearts—do you need to capture?

2. COMPREHENSIVE DATA MINING What do your
customers LOVE about you? Hate about your
competitors? What keeps them up at 3 AM?

3. CONTENT STRATEGY How many pages? Which
ones? What order? What to feature on each page?

4. 100% PERFECTIONIZED COPY Engaging, punch-
packing copy that uses our amassed research—and
a wallop of zing—to keep your best people reading

5. SEO OPTIMIZATION Hands-on collab with your
SEO guy/gal to integrate key keywords and ensure
best possible rankings

6. THOROUGH DESIGN EDIT Ongoing partnering
with your designer to ensure a blissfully high- 
converting marriage of messaging + visuals.

Drawing on 10 years of experience, I give businesses the words they need to win—

ON TIME and ON BUDGET. Every time.

Fun fact: I’ve published hundreds of feature articles and personal essays in multiple international publications.

CHECK ME OUT: Get a sense of my style + read testimonials at www.***********.com

GET IN TOUCH: Shoot me an email about your project at ******@*****.com

©Copyright Tina Lorenz 2020
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OUR 100% FICTITIOUS BIO

Louise Lloyd

HEADLINE: Freelance Copywriter, LinkedIn Profile Summary Writer. Here to help!

Heck, YES please! I need me some of THAT!

My main job description used to read just plain copywriter, and in a way I guess I still am that.

But	following	a	revelation	I	had	when	firs
t	joining	LinkedIn,	I’ve	learned	to	use	my	skills	in	a	new	way,

offering	a	service	most	people	don’t even realize they need.

I’m no longer your average copywriter; now I’m a…

“LinkedIn Profile Summary Writer”

You got it; I write other people’s	profile	summaries;	I’m	a	“bio	ghostwriter”	a	“Linkedin	Profile	Makeover

Artist!”	So,	if	your	profile	bio	needs	a	bit	o
f	a	do-over,	I’m	your	gal!

I can take an ordinary, run of the mill bio and turn it into something dazzling.

Filled with pizazz, charisma, and charm, and just a touch of wit and humor (well, we are “business

professionals” after all).

I	love	getting	to	know	people,	which	help
s	me	reflect	my	client’s	true	personality.	The	net	result,	

a	profile

summary that attracts the right audience and gets read, a lot!

We frequently base decisions on our emotions. I believe they stimulate our subconscious into buying

products and services we think we need.

“Heck, YES please! I need me some of THAT!” is not an uncommon reaction when you’re subjected to clever

emotional	advertising	(cue	cute	puppies	and
	fluffy	kittens).

I	believe	the	same	is	true	with	profile	summaries;	the	right	words	can	cause	people	to
	make	an	instant	gut

felt decision about you, based purely on what they read. This should be used to your advantage.

Other than writing LinkedIn summaries I am also a:

 @ Copywriter

 @ Blogger

 @ Ghostwriter

 @ Non-fiction	writer

 @ And DIY enthusiast!

 @ Oh, and I like romantic comedies, but please don’t judge me!

If you’d like to discover more and see what my clients say about me, take a look at the feedback page on

my website. You can reach me at louise@*****.com or discover more at www.louise*****.com

List other social media links HERE too.

©Copyright Tina Lorenz 2020
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David
I am a HUGE people person and spent several years in Banking, but a few years ago a serendipitous event inspired me to get into Technical Recruiting, and I love it! There is nothing greater than finding opportunities forsmart people to do awesome things, and it’s a fantastic process that I feel lucky to participate in.

When I’m not working, I am usually with my two-year-old Pitbull x German Shepard mix, who loves to run and exercise even more than I do. I am very much a kid at heart, I love to cook, watch football (Niners and Broncosbaby!), play video games and travel whenever I can.

I love meeting new people and learning new things, so please feel free to say hello and share a story with me. Iam thrilled, and truly blessed to be part of the vArmour family!

(David goes on to give his technical specialties and qualifications).

Writing Your Own LinkedIn 
Profile Summary

A WORD OF WARNING! Don’t make your personal social media pages accessible to the 
public. Create separate accounts specifically for the consumption of your prospects and 
business clients, keeping them updated frequently.

As you can see from the example bios, they are all very different, but each of them has 
a storytelling element.

What did you think about them and did you have a favorite? 

Why? What was it about that particular bio that appealed to you?

©Copyright Tina Lorenz 2020
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Using the examples and any more you can find on LinkedIn, write a “story” that 
could form part of your profile summary. Try to create an emotional response from 
what you write.

Exercise 2

©Copyright Tina Lorenz 2020



25

STEP 3: Power Words and Language

Referring back to our examples, you’ll notice the use of “Power Words.”
These are words that add a sense of drama, excitement, and interest.

In our fictitious Louise Lloyd example, these were some of the power words used:

• Revelation
• Artist
• Makeover
• Dazzling
• Pizazz
• Charisma
• Charm
• Wit
• Humor

In truth, there may be too many power words shown in the text. However, the use of 
words like these brings a stronger emphasis to the topic and makes the text more fun 
to read; they also help elicit an emotional response by the reader.

Take a look through the other examples and see what power words you can find.

Power words should, on the whole, be positive and uplifting; you can use the 
occasional negative word if you need to emphasize a weak point, but be strategic about 
it.

Stay away from overused power words such as amazing, awesome, super, fantastic, and 
so on. They have lost their power because they are used too commonly. Look instead 
for more interesting alternatives.

As you write, it ’s easy to become stuck in a rut, to keep using the same words over 
and over again. Be aware of sentences that contain the same word more than once or 
paragraphs that contain the same word a couple of times.

If you find yourself getting stuck, use a thesaurus to find alternative words that help 
liven up your text.

Writing Your Own LinkedIn 
Profile Summary
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Look at the story you have written and try adding more power words. Read it 
carefully, looking for any duplicate words you have, and try replacing them by 
using a thesaurus, such as www.thesaurus.com.

Exercise 3

©Copyright Tina Lorenz 2020
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STEP 4: Easy Reading

Making your profile summary easy to read will help keep the attention of your reader 
and make your points straightforward to understand and simple to digest.

To achieve this, you should keep sentences and paragraphs short. Keep plenty of 
white space on the page, making it easier for the reader to scan.

Use bullet or numbered lists where appropriate.

Read your text out loud to check that it f lows well and has a good rhythm. If you find 
you’re falling over your own words, the reader will, too. Making a few adjustments here 
and there can make all the difference.

For example, check out the two versions for Simon below. Version 1 is before things 
were edited for easy reading, and version 2 is after an easy reading edit.

Can you tell the difference?

VERSION 1:

Writing Your Own LinkedIn 
Profile Summary

Simon

HEADLINE: Web Content Curator, Editor, Webinar Host for Hire

No one is good at everything. As much as you may be in command of your core offering, chances

are your messaging doesn’t quite make the grade.

I help business people get their messages out clearly, concisely, and accurately. My writing,

editing, and webinar management services help clients who struggle with content to reach their

target audiences with sharp, meaningful, and relevant information.

Whether it ’s your blog, website, newsletter, book, social media accounts, or more, getting to the

point and conveying simply and strongly what you do or offer is essential. That ’s where I come 

in.

And if you need help setting up webinars/webcasts, managing them, or moderating them, talk to

me as well. I ’ve conducted or supported more  than 100 in the last few years.

Specialities: Writing, editing, synthesizing elaborate materials, team-building and collaboration, 

high-level relationships, f lexibility and multi-tasking, managing and hosting webinars, start-ups

and online communities.

©Copyright Tina Lorenz 2020
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Writing Your Own LinkedIn 
Profile Summary

Simon
HEADLINE: Web Content Curator, Editor, Webinar Host for Hire
No one is good at everything. As much as you may be exceptional at what you do, chances areyour message just isn’t getting out there.

I help business people get their messages across clearly, concisely, and accurately.
The services I offer include:
• Writing
• Editing
• Webinar management
• Webinar hosting
• Team building
• Start-ups
• Online communities

If you’re struggling to get your sharp, meaningful, and relevant content to reach your targetaudience, I can help you.

Whether it ’s conveying simply and strongly what you do or offer in your:
• Blog
• Website
• Newsletter
• Book
• Social media accounts or more

I can get the point across for you.

Or if you need help setting up webinars or webcasts, I can help by managing them or moderatingthem. I ’ve conducted or supported more than 100 in the last few years.
I build high-level relationships and work f lexibly with my clients.

VERSION 2:

©Copyright Tina Lorenz 2020
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Revise your story to ensure it is easy to read and integrate the key information 
into simple bullet points or numbered lists.

Exercise 4

©Copyright Tina Lorenz 2020
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STEP 5: Standing Out from the Crowd

REFINING YOUR HEADLINE

When you were setting up your profile, you will have added keywords that now appear 
at the top of your bio summary right below your name.

This is your headline.

Now is your opportunity to edit this slightly, so it still contains your
all-important keywords, but also a bit of extra interest, so it stands out from the crowd.

Writing the perfect bio summary title is rather like writing a hook. The summary title 
should grab the interest of the reader as well as inform them what you do.

Exercise 5

Writing Your Own LinkedIn 
Profile Summary

Open LinkedIn and in the 
search bar at the top, type in 
“Copywriter”.

Now scroll down to 
“People” and select it.

1

2

Scroll through the entries in this category and notice the headlines.

You’ll see that on the whole, the LinkedIn users have made no effort to optimize 
their headlines and often all that is written is “Freelance Copywriter” or even just 
“Copywriter.”

©Copyright Tina Lorenz 2020
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What ’s making them stand out from the crowd?

What will make someone select their profile over any of the others?

What is their headline saying about them other than they are a copywriter? Nothing!

As you can see from this exercise, the majority of people don’t use their headline to its 
full potential. Just like opening your bio with an interesting hook, you can also use a 
hook at the end of your headline that makes you stand out.

The hook can be something quirky, funny, or an offer of help. 

HERE ARE SOME EXAMPLES:

1. Phillip - Creative Director, Writer, Storyseller, Brand Brandisher, License to Phil

2. Michelle - Website Copywriter + Strategist for B2B Service Providers / Slayer of Blah

Both Phil and Michelle use a hook at the end of their headline. Phil ’s shows a sense of 
humor, while Michelle’s is a statement.

What they also both do is niche down their services beyond just Copywriter!

Be specific; generalizations mean you are swimming in the red ocean with all the other 
copywriters. By specifying your niche, you bring yourself back to a blue ocean where 
there is far less competition.

If you say you’re a copywriter, then part of the job is marketing – the two go hand in 
hand. What is very clear here is that the majority of these copywriters are falling short 
of even marketing themselves.

When writing your headline, ask yourself, “What do I want people to know/remember 
about me?”

Your headline is like a first meeting; remember, first impressions count, and this is 
your opportunity to make a great first impression. You don’t want to be boring, but you 
also don’t want to seem too clever. Try to strike the right balance.

Writing Your Own LinkedIn 
Profile Summary
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Re-write your headline by keeping it niche and using a hook. Remember that 
viewers can only see a certain number of words, so don’t make the headline too 
long, nine or ten words is about right.

Exercise 6
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STEP 6: Photo Banner

You will notice that there is a banner at the top of your profile. You can change this 
banner so it contains an image and copy that helps you to stand out.

You can use an image that shows what you do, or a simple color or pattern background 
with text you have written to further enhance your bio, such as a call to action.

Remember, if using images, they need to be your own or sourced by using a photo 
provider where you purchase the image rights. You can also get images from a source 
where the rights are free, such as unsplash.com or pixabay.com but remember, 
because these images are free to use, that they will be less unique.

To add words to your images, you can use canva.com or another image manipulation 
program of your choice.

Images for the header are 1584 pixels wide by 396 pixels high and should be in png, jpg 
or gif format.

There is also a website called linkedInbackground.com that you could try, where the 
images are already pre-sized.

Writing Your Own LinkedIn 
Profile Summary

Exercise 7

Create a background banner and upload it to your LinkedIn account.

1. Create the banner by selecting the image you want to use.

2. Use software such as Canva to resize and add text to your image. Note that

text should only be added to the left hand 1/3 of your image or it may be 

covered by your profile photo on some devices.

3. Apply your image to LinkedIn – follow the tutorial on the following pages to

learn how.

©Copyright Tina Lorenz 2020
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On your profile page, select 
the pen icon.

Photo Banner Tutorial

On the edit into page select the 
pen icon in the header image.

Insert your chosen 
image and drag it 
to the position you 
want within the 
white box. You can 
also crop, filter, or 
adjust the image 
here by selecting the 
icons. When you are 
happy, select Apply, 
then hit Save.

Once you have saved your 
changes, your new profile page is 
complete.

1
2

3

4
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STEP 7: Making the Right Connections

To start with, search for people you know or people who know you. Look at their 
contacts, and from there you can reach out to others. You may also want to ask the 
people you know if they would mind giving you some endorsements.

LinkedIn asks your connections to endorse the skills you’ve listed in your profile. You 
can encourage people to endorse you by offering to endorse their skills in return.

Another way to find new connections is to ask other people in your network for 
recommendations. Ask them if they can recommend people who might be interested in 
your skills. By doing this, you can find new clients.

If someone agrees to recommend you, ensure you offer the same in return.

You can allow your network to grow organically or you can target people in particular 
niches that you are familiar with. Use your past experience to help you here. Remember 
that cold contacting is generally the least successful type of introduction. But the 
strength of your profile is what will make you interesting to others.

Writing Your Own LinkedIn 
Profile Summary

Exercise 8

LinkedIn is all about making connections. Connections have the potential to bring

you clients. Even if you only start with a few, these will soon grow. 

Start by making 10 LinkedIn connections.

STEP 8: keeping Up to Date

The final part of building your own LinkedIn account is keeping it up to date. Review 
it regularly, change things to keep the information fresh and interesting, and become 
involved in the LinkedIn community by writing articles that are relevant to what you do.

REMEMBER TO: always strengthen your profile to make yourself stand out from 
the crowd. You want to appear unique, fun, and easy to get along with, while 
simultaneously retaining a professional edge.

©Copyright Tina Lorenz 2020
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Now that you’ve learned how to write your own bio, you can apply the knowledge to 
write them for other people.

This is a goldmine, as people don’t enjoy writing bios about themselves, and when they 
do, they often don’t do it well! This opens a great opportunity for you to write their bios 
for them, or even do a full profile makeover.

Don’t forget serious business people are happy to pay $500 for a really good bio. You’ll 
be able to charge more for a full profile makeover.

MARKETING YOURSELF

To get your very first client, take a long close look at the profile summaries of people 
you know and consider how you could improve them. Tactfully approach them and 
suggest how you could improve their bio, helping them gain more attention for all the 
right reasons.

If you need to build on your own profile and want to add some valuable feedback by way 
of endorsements and recommendations, you could offer to do your first few bios at a 
discounted rate of $100, in return for the person giving you a LinkedIn endorsement and 
recommendation.

Always be professional and request payment in advance, just as you would for any other 
copywriting job. You can also offer two free revisions within a specified time period.

Connecting With Clients
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As I said in part one, making the right connections can be a really big help to get you 
started. To help with this, it ’s a good idea to take your LinkedIn account the next level. 
To do this, you can:

1. Add a Company Page
2. Get involved with Groups
3. Interact with Other LinkedIn Members
4. Write Articles and Blogs on LinkedIn

STEP 1: Adding a LinkedIn Company Page

Company pages on LinkedIn are designed to represent a brand, business, or 
organization.

Using a company page that you connect to your profile allows you to post updates and 
create information and consumables that are better coming from a business rather than 
an individual.

Connecting With Clients

At the top of your LinkedIn home 
page, select the drop-down arrow 
next to Work.

1

2
Scroll down to the bottom of the page 
and select Create a Company
Page. Select Small Business.

3 Complete all the boxes on the page. 
Scroll down as you complete them.

Continue to complete all the boxes using the drop-down menus or by
typing in the information as you are requested.

When you get to INDUSTRY, you’ll f ind 
“Writing and Editing” right at the
bottom of the list.

4

©Copyright Tina Lorenz 2020
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STEP 2: Joining Groups

Just as with any other social media platform, you need a voice, and you need to be 
heard. One way of doing this is to join groups related to niches you’re interested in or 
have experience with. The benefit of targeting these groups is that you’ll already have 
knowledge of the niche, which helps you to build credibility.

HERE’S HOW TO JOIN GROUPS ON LINKEDIN.

 @ Go to your LinkedIn Home Page and type the name of the niche you are interested in.

I am going to use dentists for this example.

 @ Once you type in the name of your chosen niche, press ENTER on your keyboard.

 @ Select the drop-down arrow next to MORE, and at the bottom of the list select 
Groups.

Connecting With Clients

Exercise 9

Set up your own LinkedIn page following the directions given above.

©Copyright Tina Lorenz 2020



40

A list of groups in your chosen niche will appear. Note that the number of members is 
shown below the group name. The groups with the most members appear first. 

 @ To join a group, click on the group name.

 @ Select the REQUEST TO JOIN button to join the group.

Make sure you read the group rules. Many groups, such as this one, specify you cannot 
solicit any business services within the group.

You want to become active in the group and make connections to members. Look at 
their profiles and see which ones could use improvement. You can then interact or 
message them with your services.

Connecting With Clients

Exercise 10

Consider which type of groups you’d like to join, remembering to keep your interests 
and experience part of the criteria.

Join some groups on LinkedIn.

©Copyright Tina Lorenz 2020
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STEP 3: Interacting with Other LinkedIn Members

Professionals gather on LinkedIn to stay informed. They use it to find leads, learn about 
new things, and work smarter.

LinkedIn is very different from other social media platforms; it isn’t used for socializing, 
but for business and career building.

Business people use LinkedIn to find and follow people, businesses, and brands that 
interest them and to build networks that can be advantageous to them.

These goals can be accomplished by engaging with the content available on LinkedIn 
that can facilitate professional advancement. It can help them achieve goals and learn 
new skills, or find out the latest news in their industry.

According to a LinkedIn marketing solutions blog:

• 62% connect with content that is educational or informative

• 61% connect to content they feel is relevant to them

• 48% want to stay on top of the latest trends

• 40% want to connect with content they find inspirational

• 38% are looking for content that helps them to develop their skills

This shows professionals want to engage with businesses and people who
share relevant and useful content.

Exercise 11

Armed with this information, think about what content you can provide that people in 
your niche would find beneficial and attract them to connect with you.

Connecting With Clients

©Copyright Tina Lorenz 2020
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STEP 4: Add Content

Each week the content feed in LinkedIn is viewed on average 9 billion times. This 
equates to 36 billion times a month, or 468 billion each year. What this means is if you 
share content regularly, it can be seen by a huge audience.

Not only this, but statistics show that the content being viewed is only generated by 3 
million users each week. So, of all the users on LinkedIn, only around 1% are creating 
content that is then viewed on average 9 billion times every month.

Publishing an article on LinkedIn reduces the number to a mere 0.2% of users. Yet this 
content gets a tremendous amount of traffic if it is correctly done.

Publishing articles regularly will place you in a small group of contributors. By 
republishing your content, you can increase its reach exponentially.

The LinkedIn algorithm means the native posts are more popular than any posts coming 
from external links. Something worth keeping in mind.

This is why LinkedIn is such a GOLDMINE just waiting to be tapped.

Adding high quality, fresh content to your LinkedIn account will help keep it current 
and interesting. As we discovered in STEP 3, content must be well written, pertinent, 
and beneficial to the reader. You should consider including images and infographics to 
explain further or demonstrate your topic.

TRY ADDING:
• News updates

• Weekly blog post

• Articles about copywriting

• Or articles on your chosen niche markets

Remember, you only want to explain the why and not the how .

Use keywords that continue to drive prospects to your page and ensure your writing 
demonstrates your expertise.

Connecting With Clients
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Here are some tips to help you:

1. TARGET THE LINKEDIN AUDIENCE
Remember, what you write should be
specifically targeted to the audience you’re
trying to attract. You’re offering a service
to people within the LinkedIn community,
so you must ensure that is who your
writing is geared towards.

Many professionals don’t have their own 
personal website. LinkedIn provides them 
with exposure just like a website would.

2. STAYING CURRENT
Just like all social media platforms,
LinkedIn has algorithms that dictate what
posts get displayed. It ’s important to stay
current, but without spamming. This is
a fine line, and as a suggestion, adding
new content just once a week is probably
about right.

This is good news for you, as only adding 
new content weekly makes it easily 
achievable. If you want to add high-quality 
content that gets you noticed for the right 
reasons, then you’ll need time to prepare 
and research your posts anyway!

3. HARD HITTING HEADLINES
Striking the right chord with your headline
is essential if you want to capture your
audience’s attention. You need to spark
interest and encourage the reader to find
out more. The headline should be short
and concise but also give a punch by using
power words or hooks. Take a look at other
headlines and see what stands out to you.
Then use a similar formula to create your
own headline.

The most popular posts have headlines 
between 40 and 49 characters in length. 
Forty characters is the most ideal.

The headline should clearly indicate the 
purpose of the post as well as intrigue the 
reader, encouraging them to read more.

4. LENGTH OF POSTS
The highest performing posts on LinkedIn
are long-form and a 1900 word post has
been shown to be the sweet spot when
it comes to post shares. Try to aim for
articles that are between 1700 and 2100
words in length.

5. TYPES OF POSTS
Posts that are in the format of how to do
something get the greatest number of
views. Almost twice as many, in fact.

The worst performing posts are those that 
are asking questions.

6. LAYOUT
Just as plants should be planted in odd
numbered groups, you should also aim
to give your posts an odd number of
headings. It has been found that posts
with 5, 7, or 9 headings perform better
than others.

By laying out your post in a numbered list 
format that makes it easy to digest, you 
are also more likely to increase your views. 
The LinkedIn audience seems to prefer 
lists of between 5 and 10 items.

Connecting With Clients
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7. PICTURE PERFECT
It ’s true sometimes that a picture’s worth
a thousand words. Using powerful, high-
quality images that your readers can easily
relate to and which tell a story about your
post or article can really help get your
audience’s attention. By capturing their
interest with an image, you are more likely
to get your posts read.

An extra tip is that by using precisely 8 
images in your post, you will get the best 
number of views. Data shows that fewer 
or greater numbers of images causes the 
viewing numbers to drop significantly.

8. VIDEO
The use of video has taken most social
media platforms by storm. This is not so,
however, on LinkedIn. The best performing
posts contain no video at all. The more
video you include, the less the post will
be viewed. It seems that the LinkedIn
consumers prefer their information to be
delivered in the written form.

9, A LINK IN THE CHAIN
Adding links to your blog or article can 
help the reader find out more if they want 
to. It also helps your credibility and can 
help you give a nod of thanks to other 
LinkedIn users that have helped you or 
who provide content that you find useful. 
This can help build relationships that are 
mutually beneficial.

10. SHARE THE LOVE
You want your content to gain maximum
exposure. To do this, you need to share it
not just inside of LinkedIn, but on other
platforms, too.

LinkedIn naturally broadcasts hashtags 
to Twitter, but you may have to do a bit 
more work to make it available on wider 
platforms, too.

11. PROFESSIONALISM
Remember that whatever you post will
lead back to your profile, so you need to
keep it optimized and professional.

12. MOZ
Moz or Moz domain authority is the score
websites get to show how search engines
rank them. The score is out of 100 and
LinkedIn achieves a perfect score. What
this means is that any article you publish
to the LinkedIn platform is automatically
indexed and visible on Google searches.
It is even better than other native content
that contains the same keywords.

Connecting With Clients
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ADD A POST

Create a short post on THE BENEFITS OF HAVING A GREAT LINKEDIN BIO. You can use 
information you find on the internet to help you. Just remember to keep your copy 
original and don’t plagiarize anybody. It ’s fine to play off and be inspired by other 
people’s ideas, but it must be written in your own words.

Remember, you need to keep the copy easy to read, so use short sentences and try to 
avoid fancy words. Try to keep your copy dynamic and interesting by telling stories or 
adding a little light humor. Make it fun!

Every line you write needs to encourage the reader to continue. Use a strong headline 
and possibly a hook line to reel them in. Ensure you use your keywords, too!

1. To write a post, f irst you will need
to go to your LinkedIn Home Page

2. Select Start a post.

3. Set who you want to be able
to see the post. Add a strong
headline. Write your copy.
Hashtags are automatically
generated. Add photos, videos, or
documents. Post!

4. Alternatively, you can choose to
publish an article by selecting
“Write an article.”

5. Give your article a strong
headline, then add copy, images,
or video. Don’t forget to select
Publish when you’re happy with
the result!

Exercise 12
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You may be able to think of software that could be useful for writing bios and 
communicating with clients. Here are two of my recommendations for making the job 
easier.

ZOOM

Because the likelihood is that you won’t live near many of your clients, you need a 
simple, smart, and effective way to communicate with them.

For this purpose, I recommend you use Zoom.

Zoom is a video communications suite for meetings, chat, live screen share, 
conferencing, and more.

Zoom allows you to record your video calls, so you are easily able to send them to your 
clients for reference or get them transcribed for notes or later use as a resource.

There are free and paid versions of Zoom, but the free version should be all you need to 
use.

Useful Software
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Zoom Tutorial

Go to https://www.zoom.us and 
enter your email address.1

Select “Sign up it ’s free”.
2

You will receive an email. You 
now need to select Activate 
Account or copy and paste the 
link provided into your browser 
as directed.

3

You can choose if you want to 
receive training resources sent 
directly to your email address.

4

5
When you are redirected back 
to Zoom after verifying your 
email address, complete the 
WELCOME TO ZOOM form. Make 
sure you scroll down the page 
and complete all the fields before 
selecting Continue.

©Copyright Tina Lorenz 2020
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Zoom Tutorial

You can choose to Zoom with other people 
by inviting them to join Zoom. This is a 
good idea if you already know who you 
will want to use Zoom with. For anyone to 
use Zoom, they have to join up. For this 
tutorial, I have chosen to skip this step.

6

You’ll be asked to start your test meeting 
and be given your personal URL. This 
remains constant, so you can copy this 
information and keep it for reference. 
You can also choose to download Zoom 
meetings directly to your web browser 
by selecting your browser icon from the 
options provided at the bottom of the 
page.

7

Select TEST MEETING. The meeting will 
launch. There is a window box at the 
top. You can check the box that says, 
“Always open these types of links in the 
associated app” and then select Open 
Zoom meeting.

8

Next select JOIN WITH COMPUTER 
AUDIO if prompted. You can also 
choose to test your speakers and 
microphone by selecting the link 
below the green “join with your 
computer Audio” button.

9

©Copyright Tina Lorenz 2020
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Zoom Tutorial

If you want to use Zoom to have a meeting, you select HOST A MEETING 
from the top line on the drop-down menu. You can choose from three 
options:

1. With Video Off

2. With Video On

3. Screen Share Only

For this demo, I am selecting with video on, but masking the camera.

10

You will now need to put the email 
address of the person you want 
to have a meeting with into Zoom. 
If the person you want to have a 
meeting with isn’t connected to 
Zoom, they will be requested to join 
before you can start the meeting.

11

To invite someone to join a meeting you 
will need to send them an email. To do this, 
select your chosen email service.

12
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Zoom Tutorial

A screen saying, “PLEASE JOIN ZOOM MEETING IN PROGRESS” will appear 
in your email. All you have to do is add the contact details of the person 
you want to have a Zoom meeting with by typing in their email address 
where it says TO and select SEND in the blue box at the bottom.

13

When you join the meeting, you can choose if you want to have your video on 
or off and if you want to mute the sound. Other options that you can see here 
include inviting other participants, managing the participants, sharing your 
screen, initiating a chat screen, recording the meeting, or ending the meeting.

14

If you decide to share your 
screen, then everything you have 
open will appear, and you must 
choose what you want to share by 
selecting it and then clicking the 
SHARE button. 

Once your screen is shared, the 
video feed of you and your client 
will be reduced in size, so the 
shared screen takes up most of 
the space. You can easily switch 
between screens.

15

Exercise 13

Set up a practice Zoom call with a friend and try out the features until you feel 
comfortable using it.
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CONVERTKIT

Useful Software

ConvertKit is a software tool that allows you to create all things email.

A great email list can be a huge asset, having the ability to create one is invaluable.

With ConvertKit, it ’s easy to customize and embed forms on your website to turn casual 
readers into subscribers.

You can increase conversions with automated emails that feel personal and directed to 
the individual.

ConvertKit offers a great training program, called “Creator Pass.” With Creator Pass, 
you will be guided through lessons that teach you everything you need to know, and it 
will also help you to implement these lessons.

You can get a FREE trial of Convert Kit right here.

Test drive it and see how it can work for you.
(Please note this is an affiliate link)

Exercise 14

Go to ConvertKit and learn more about it.
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There’s no denying that LinkedIn could be your fast track goldmine to building a 
profitable niche copywriting business.

In PART TWO of this course, we looked at how to write an effective bio for yourself. 
Now it ’s time to use those principals to write highly effective bios for other people on 
LinkedIn.

This skill set doesn’t need to be contained only to LinkedIn profiles either. The skills are 
just as valid for writing a bio on any online platform.

Let us imagine you have your first client who wants to you write their LinkedIn bio. What 
do you need to include?

• NAME – Your client ’s full name

• JOB TITLE – The role the client has within the company they work for

• BUSINESS – The clients business details

• BACKGROUND – Who your client is and some background information about them

• BACK STORY – Your client ’s back story. Who are they? How did they get there?

• MISSION – What is your client trying to achieve on LinkedIn? Finding clients, new job
opportunities, networking, and so on

• QUALITIES – What qualities does your client have that are going to help them
achieve their mission? Hopefully, your client will have completed the rest of their
LinkedIn profile fully, so you should be able to see their education and work history.
Remember though, that there may be a bigger picture than this, which forms their
back story as mentioned above. There is no need to go over their complete education
and work history again in their bio, but it can be beneficial to cherry pick the most
important information if it is beneficial to their mission.

Writing Bios for Clients
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YOU NEED TO ENSURE THAT THE BIO YOU WRITE FOR YOUR CLIENT HIGHLIGHTS:
1. How they can be of service to the reader with their bio

2. Why someone reading their bio should connect with them, and find out more about
what they have to offer

3. What results the reader will get if they do

4. Easily visible links to their website and portfolio if they have one, examples of their
work, testimonials, and other social media pages

LinkedIn profiles can be used as an effective marketing tool, so they must 
summarize the skills and services the individual can provide to others.

WHEN WRITING YOUR CLIENTS NEW PROFILE SUMMARY, 
REMEMBER TO:

 9 Use short easy to read sentences and paragraphs

 9 Allow keywords and phrases to occur naturally, without 
forcing them into the text

 9 Check and double check spelling and grammar

 9 Write about your client in the first person, as if you were 
them, talking about themselves, unless they specifically ask 
you to do it in the third person

 9 Ensure you keep the information succinct. You only have 
2000 characters and this isn’t an autobiography

 9 Use bullet points, numbered lists, bold headings, and 
highlight the key information

 9 Ensure what your client is offering is clear to the reader

WHAT DON’T YOU NEED TO INCLUDE IN YOUR CLIENT’S BIO?
 ² A full list of their work experience

 ² Their education

 ² All of their qualifications, only use the most relevant ones

 ² Your client ’s complete life history

Writing Bios for Clients
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Imagine a client has come to you because they haven’t the time, skills, or patience to 
write their own bio. It is going to be your job to shine a light on them and make people 
take notice of them from what you write.

HOW TO MAKE YOUR CLIENT’S BIO SHINE

STEP 1: Headline

Ensure that the Headline on their profile summary is optimized to not only giving the 
most basic information about them, but also to inject a bit of personality and help them 
stand out from the crowd. Words should be kept to around 9 or 10 at most.

FOR EXAMPLE:

Christopher Redstone
CEO of Eluade Industries (Medical AI) and Devoted Redsocks Fan!

Sian Inkleman
Freelance Photographer Capturing on Camera Magical Moments in Time

Lydia Brandt
Fine Jewellery Maker, handcrafting irresistible heirlooms – my precious

These are all totally fictitious names and headlines, but all speak to the reader, 
demonstrating personality and interest, rather than just saying simply what the person 
does.

Remember, headlines should inform, contain the most important keywords to help the 
person be found, and create interest. The headline not only helps the persons bio stand 
out from the crowd, it can actually be the reason the rest of their bio gets read.

Writing Bios for Clients
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Either find some bios on LinkedIn and create new headlines for them that make 
them stand out from the rest, or create some headlines for people you already 
know using LinkedIn.

Exercise 15
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STEP 2: Hooking Your Audience

Just as you did when writing your own bio, it can be a great idea to find an interesting 
hook to use in your client ’s bio, too.

To do this, you need to get to know your client and what makes them tick. This is where 
your client video or face to face meetings come in. Those meetings are your opportunity 
to try on your client ’s shoes, get inside their head, and find out all you can about them. 

What interests do they have? Do they have a reputation for something? What do they love to 
do? What do they hate? 

Really try and put yourself in their place to see the world from their viewpoint.

It can feel awkward when you’re new to doing this, but if you explain why it is necessary, 
you’ll soon find they are happy to tell you all about themselves.

Doing this not only helps you with writing their bio as a whole, but also with finding the 
perfect phrase to hook the reader into their story.

A hook can be funny, clever, informative, thought-provoking, or even just something to 
make the reader curious.

Writing Bios for Clients

EXAMPLES OF HOOKS COULD BE:

• They call me the dream maker

• I ’ve helped other people make 7-figure incomes from home

• Too much too soon, or too little too late?

• And along came Tina, that ’s me!

• My life was tough until I discovered…

• Some say I ’m a genius, others a trouble maker, I wonder what you’ll decide

Try to write hooks as statements rather than questions and remember, the story must 
relate back to the hook, so don’t be tempted to say something wild and extravagant that 
has no bearing on the story you go on to tell.

The sentence that introduces the hook, like those shown above, should stand on their 
own, and not be part of a longer sentence, just as they did in your own bio.
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Find some bios to use as reference material on LinkedIn and create new hook 
phrases to put at the beginning of the bio to capture people’s attention.

Alternatively, do this for people you already know with LinkedIn accounts.

Exercise 16
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STEP 3: Tell Their Story from Their Perspective

The story part of the bio is the meat that drives the interest of the reader. Just as with 
your own bio, that story needs to focus on causing an emotional response. It should 
captivate and compel them to take action of some kind, be it contacting the profile’s 
owner, visiting their website, or something else. Make sure any calls to action are clear.

Weaving an interesting story through a bio makes it a lot more interesting to read and 
can be the difference between losing the reader halfway through or keeping them 
hooked in, right through to the end.

You may think writing a story for another person will be hard, but often you’ll f ind that 
your clients have plenty of stories to tell, which you can use to form their bio.

If you look at the bios I ’ve written for other people on the following pages, you’ll notice 
a strong story element in them.

These are real bios, so please only use them for ideas and be careful not to plagiarize 
the content.

To start with we’ll take a look at my own LinkedIn bio and then two I ’ve written for other 
people.

Writing Bios for Clients
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Tina Lorenz

HEADLINE:  Copywriter, Mentor, & Celestial Sherpa™ at Tina Lorenz

If you’re looking for a freelance copywriter to teach you how to become a copywriter 
who can work from home, or increase profitability for your business, you’re in the 
right place.

I ’ve been called “The Queen of Copy” and “The Millionaire Maker” because of 
results like these:

 9 $4 Million in revenue in 30-days from a 2-page direct mail letter…
 9 $1.55 Million in sales in just ten days from an online launch…
 9 $25K increase in sales in 28-days from implementing specif ic copy tweaks…
 9 $100K in sales from one email…
 9 80% open rates on client emails…
 9 50% conversion on a live webinar…
 9 33% consistent conversion on an evergreen webinar…

“My experience in working with Tina Lorenz in a private coaching program was one of 
the most life-altering in 30-years of business. I highly recommend you make the very 
wise investment to work with Tina.” ~Troy Steine, Vancouver, Canada

“I learned more about copywriting from Tina than the intense program I had in college. 
Best training program I’ve ever participated in.” ~Linda Ordway, Columbia, MO

It ’s such an honor to give value at this level. And it ’s a responsibility I take seriously. 
While I often f ly “under the radar” as the voice for others—it ’s all about capturing 
the thoughts and emotions of your prospects. The next step is translating that into a 
responsive “conversation” that rewards you emotionally, spiritually, and f inancially.

I ’ve never limited myself to just one niche. I ’ve been blessed with the ability to step 
into the shoes of your target audience and appreciate what you have for them.

But more than that, is the power to take raw, new entrepreneurs and teach you 
how to capture that magic as well. My greatest joy is paying it forward by preparing 
others who want to work from home, or anyplace in the world, to become successful 
copywriters.

If that sounds good to you, schedule a free consultation with me 
at tina@tinalorenz.com
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Wendy Schenkel

HEADLINE:   Digital Marketing Specialist and Marketing Alchemist

I ’m a digital marketing specialist with a passion for building profitable systems, driven 
by pinpoint analytics and laser-focused data.

Perhaps it ’s the introvert in me, but I love solving the marketing puzzle for every 
business I work with. Maybe that ’s why I ’ve been called a “Marketing Alchemist.”

Some might call the roadmap of complex statistics boring details. Not me! I call it 
the essential rocket fuel for your business. Because the hidden depths of the story 
it tells about what ’s possible for you, is the dif ference between “good enough” and 
phenomenal.

While I ’m usually working my magic from behind the scenes, I ’ve discovered front 
and center holds a place in my heart as well. That ’s why I can often be found 
delivering keynotes on colleges campuses and guest speaking at high-level business 
masterminds.

My clients are CEO’s, typically with winning products in the Health & Beauty space 
that are ready to achieve dramatic scale. And together, that ’s exactly what we do.

FOR EXAMPLE:

• A California based startup launches from ZERO to $349K in sales in 43 days.
Average cart value $109.Ecomm conversion rate lif t from 1.8% to 4.98% in 3 days
(same audience).

• An automated “win-back” campaign resurrects their dead email list, generating
$6K in just 30-days. Average cart value $56.

• A homegrown product becomes nationally known, from zero to seven f igures in
24-months.

• Average cart value $63/month subscription.
• The “secret weapon” consultant to a world renown 10-f igure health and beauty

line.
• Returning customer rate from 19% to 55% in 90 days.
• Automated subscription model built including CRM systems.
• Reduced Call Center Inbound by 400%

Scaled too quickly and having trouble on the delivery or 
customer service end? 

You can feel safe pulling the curtain back and exposing 
your more vulnerable side. 

I ’ll listen with a discerning ear and caring heart and have 
your customers falling in love with you again.
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Olga Fomenko

HEADLINE:    Outsourcing Services: Finance, HR, Marketing and Payroll

Growing up in the Soviet Union, I experienced f irsthand the power of 
entrepreneurship to change lives and shape society. From the moment business 
ownership was allowed, my forward-thinking father built several successful 
enterprises. And in the process, he taught me there is so much more to life than the 
restrictive communist mindset we’d been living.

That ’s how I realized entrepreneurship was the key to my future.

So, at the tender age of 17, a couple of friends and I opened a cellphone store with 
just THREE phones! I quickly expanded to multiple locations, introducing the latest 
technology to my small town, and monopolizing the entire cellphone industry there 
within just a few months.

I realized nothing can stop you, when you can build a booming business with just 
three items in your inventory! I also knew, nothing would keep me from moving to the 
United States, where I ’d truly have the freedom to grow.

I guess you could say I ’m a bit obsessed with going the distance in everything I do. 
Because from my f irst job in the USA as a food server in a restaurant, I went on to 
become the General Manager, overseeing everything about managing 100 employees, 
from payroll, to training, to inventory and marketing.

This proved to be the springboard into my next venture: real estate investing.

The foundation was built, providing valuable lessons in creating life- changing results 
for those I work with, as well as leveraging social media to create an extremely 
profitable business.

That ’s why my next step was a natural one…

Today I help experts to become inf luencers, by bringing their visions and ideas to life 
... OutsourceHUB is a brainchild of mine, where with my small but mighty team we 
use the latest technology and the most lucrative strategies to build and grow online 
businesses for our clients.

So, what does that mean to you?

It means you can always be assured I will serve you at 
the highest level, to create & scale your own long-term, 
profitable online business.

BOOK A DISCOVERY CALL WITH ME

©Copyright Tina Lorenz 2020



64

Using the bios above as examples create a fictitious bio, as if you were writing it 
for a client.

To do this choose a celebrity you admire, this could be a movie star, singer, chef, or 
entrepreneur. Using information you find out about them on the internet, create a 
client profile and use it to help you write their bio.

Exercise 17
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STEP 4: The Power of Language

In the three examples above, there are several things to note. In my own bio, there is a 
hook, but it comes in the second paragraph rather than at the beginning:

“I ’ve been called “The Queen of Copy” and “The Millionaire Maker” because of results like 
these:…”

I also weave a subtle storytelling element which is emphasized by the words I use:

“Capturing the thoughts and emotions of your prospects. The next step is translating that 
into a responsive “conversation” that rewards you emotionally, spiritually, and financially.”

“The power to take raw, new entrepreneurs and teach you how to capture that magic as well.”

Writing Bios for Clients

Wendy’s bio is peppered with power words and phrases, many which help strengthen 
the storytelling aspect. These include:

Passion, driven, pinpoint, laser-focused, marketing alchemist, roadmap, rocket-fuel, hidden 
depths, phenomenal, working my magic, dramatic scale, pulling back the curtain, vulnerable 
side, discerning ear, caring heart, falling in love with you again.

As an example let ’s take the first two paragraphs of Wendy’s bio and take out the 
storytelling element and use words that are less impactful so you can compare the 
difference:

I work in digital marketing building systems using analytics and data. 

I improve the marketing strategy for every business I work with.

Or

I ’m a digital marketing specialist with a passion for building profitable systems, driven by 
pinpoint analytics and laser-focused data.

Perhaps it ’s the introvert in me, but I love solving the marketing puzzle for every business I 
work with. Maybe that ’s why I ’ve been called a “Marketing Alchemist.”

As you can see, there is a stark difference between the two! How much more powerful is 
the second one taken from Wendy’s bio?
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Olga’s bio works differently. It uses the power of storytelling to captivate the reader.

Her tale of how she escaped the Russian regime, even though she had found success 
there, draws the reader in. When she goes on to give an “American Dream” story, of 
arriving in the US and working her way from a low paying job to the top, it draws on 
your feelings of pride and nostalgia for a nation where that is possible.

It also shows off Olga’s strong character, demonstrating how she can face adversity and 
win due to hard work and diligence. Traits that are beloved in the business world and 
make you respect her success because it was earned.

Exercise 18
Using LinkedIn, find a bio of someone you know or someone in a niche you are interested 
in. Using the examples above, re-write their bio to make it more attention-grabbing, using 
power words and phrases, storytelling, and hooks. It ’s fine to use a bit ofartistic license 
and add elements that are not known for the purpose of this exercise.

Be careful to avoid the pitfalls of repeatedly using the same words. Try to be more 
descriptive. You can use a thesaurus to help you with this.

Writing Bios for Clients
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STEP 5: Readability

When you wrote your own bio in part two, you were tasked with making it easy for 
the reader to understand and digest. This was done by using some easy to implement 
techniques which included:

• Easy to understand language. Rather than using complex or technical words, keep
it simple

• Make the sentences and paragraphs short and leave plenty of white space on the
page

• Use bullet points or numbered lists to illustrate information clearly

• The use of bolding or italics to highlight important points

• Reading your text out loud to ensure it f lows easily and doesn’t trip the reader up

Sticking with these simple rules can make a huge difference when it comes to ensuring 
the bios you write are a pleasure to read.

As an example, compare the two extracts shown below and on the next page:

Writing Bios for Clients

Example 1.

I am a digital marketing specialist. My role is to increase
brand awareness, promote company products or services
and drive prospects to conversions. Unlike traditional
marketing, I use technology platforms to create marketing
campaigns online. I develop strategies to increase
awareness and increase sales for companies. I have a
knowledge of marketing skills, time management, creating
presentations, SEO, PPC, SEM, planning, measuring data,
social media and marketing trends.
Contact me at: *************
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Example 2. 

DISCIPLE BRAND CREATOR

As a little girl, I loved to play shop. The exchange of money for goods just fascinated me. As

I grew older, my interest developed, and I wanted to know more about the mechanism that 

makes people want to buy things. I guess that ’s why I became a…

Digital Marketing Guru

If you’re looking to increase brand awareness and promote your products and
services, I use methods that drive prospects to conversions.

My passion and curiosity have helped me perfect the art of creating highly effective
communication strategies. By using these strategies on appropriate technology 
platforms, I can translate your business goals into successful marketing campaigns.

I am adept at evaluating the needs of your people. I understand how and where to acquire

knowledge about their greatest dreams and desires, allowing you to serve them.

Over the past decade, I’ve successfully spotted many growing market trends, helping

my clients achieve signif icant increases in growth and profitability. I ’ve inf luenced startups,

helping them f lourish and grow to 8- figure businesses in under two years.

Some of the strategies I apply to develop a strong online presence include:

• Extensive customer research

• Emailing campaigns
• rresistible online promotions

• IPay per click advertising (PPC)

• Vlogs, Blogs, podcasts, and Webinars

If you want to achieve maximum exposure, building your brand to attract a following of loyal

disciples, I can help, just as I have for countless others such as ******, ********, ***** 

and ******

Why choose me? Because you’ll be in safe hands with my:

• Extensive marketing knowledge

• Unbeatable search engine optimization and marketing skills (SEO and SEM)

• Implementation of the perfect sales strategies, tailor-made for your business

• Understanding of analytical data to optimize your results

• BATA testing protocols, to ensure I f ind the best solutions for you

• Ability to stay in line with current updates, trends, and news, including algorithm
changes

If you’re ready to grow your business and launch its success into the stratosphere, connect

with me today, or reach out to *************

You can see how much difference there is between the two bios. They essentially tell the 
same story, only the second gives far greater detail.
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Revise the bio you wrote in exercise 17 or 18 to reflect all the elements: Hook, 
story, language, and readability.

See how much you can improve upon it. It could be very little, but you might find it 
is a lot.

Exercise 19

©Copyright Tina Lorenz 2020



70

By now you should have a good understanding of how to build a truly awesome bio. 
Here’s a reminder:

Summary

• Strong Headline

• Hook

• Story

• Talking in the f irst person

• Addressing the audience as individuals,
not as a crowd

• Using powerful language that evokes
emotional responses

• Being concise, clear and accurate

• Keeping readability easy

Now you are ready to begin writing bios for clients!

As with anything, the more you do this, the better you’ll become, and the faster you’ll 
write them. And remember, don’t make the mistake of thinking you have to admit how 
quickly you can write an effective bio for your clients.

You’ll be providing tremendous value for them, and they will be more than happy to 
PAY for that, even if you can write them fast!

With the tools you’ve been given, you’re now ready to transform a mundane, ordinary 
bio into dazzling copy that invites the reader in and leaves them eager to find out 
more.

So, get excited! You can quickly turn your investment in this training into a steady 
stream of paying clients. The effect on your life can be truly transformational. 

Remember, too, this is only the beginning!

You can make even more by adding to your skills when you choose to enroll in 
Authentic Copy and offer an array of copywriting services to your clients.

Just like Julie Eason started with Authentic Copy and turned her foundational skills 
into a thriving publishing business…you can find YOUR profitable path to your best life 
too!

THIS IS YOUR CHANCE TO:
• Catch the vision of what is possible…

• Enjoy the freedom to work when and where you want…

• Create an income beyond anything you may have known before…

It ’s ALL Possible… And It ’s NEVER Too Late!

Thanks again for joining me in Bio Builder Secrets.
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Your Roadmap to Success!

SOLUTIONS

WHY

CALL TO 
ACTION

LINKS

Here’s an easy to use road map to stop you getting lost while writing your first bios. It can be 
used to help you write your own bio, or one for a client. If you follow the path, you’ll be well 
on your way, but it must also be personal and unique every time, not mechanical.

HEADLINE
The Headline should grab the reader’s attention, telling them what you can do 
(remember keywords are important here), and can end with a hook that makes 
the bio stand out [WHAT YOU/YOUR CLIENT DOES] / [HEADLINE HOOK].

SUMMARY

In the summary section, the “Hook” is what you used to intrigue 
and capture the interest of the reader, it makes them want to 
know more. Place your [BIO HOOK] at the beginning of the 
summary.

STORY

Next, write a story that introduces you to the reader and tells them how 
you came to do what you do. Talk to one person, not a crowd, and make it 
interesting. Use language that provokes feelings, and conjures images in the 
mind when writing your [PERSONAL STORY].

Now tell the reader how you can be of use to them what 
[PROBLEMS YOU/YOUR CLIENT CAN SOLVE] that will make their 
life easier or better.

Tell the reader [WHY SOMEONE SHOULD HIRE YOU] , what 
makes you the best choice for the job?

Add links to your [SOCIAL MEDIA LINKS] [EMAIL ADDRESS] 
[WEBSITE].

Create a [CALL TO ACTION] so the reader takes 
the next step.

Follow this up with a bullet point or numbered [LIST OF STRENGTHS & 
ABILITIES] to show the reader what you are capable of.STRENGTHS

Give examples of what you’ve done for others or direct the reader to links that 
demonstrate your [PROOF OF WORK].PROOF
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