
We  re su m e  a t  1:30  :) 



MARKETI NG FOR 
CREATI VES
Facilitator Training



I NTRODUCTI ON

Hi,
I ’m Ka t!

He llo ,
I ’m Chino!



INTENTION
“I know what differentiates me from 
other creative brands / leaders and I 
know where and how to start 
promoting myself and my services.”



Intended
Target
Audience :

This workshop is designed for budding creatives who want to 
jumpstart and enhance their marketing skills and effectively promote 
their personal brand and services. The target audience includes:

1. Freelancers in creative fields who need to build a 
stronger personal brand and attract more clients.

2. Small Studio Owners and creative entrepreneurs 
looking to market their services more effectively and 
stand out in a competitive market.

3. Aspiring Creatives who are just starting their careers 
and want to learn the fundamentals of marketing to 
establish a solid foundation.

4. Creative Professionals seeking to transition to 
freelance work or start their own creative businesses 
and need to understand how to market themselves.



Learning
Outcomes :

Upon completion of this module, participants will be able to:

1. Define a clear target audience and market niche
for a creative product or service;

2. Develop a cohesive brand identity and 
messaging that resonates with the target market;

3. Learn the essentials of building an effective online 
social media presence and professional online 
portfolio ; and

4. Analyze successful marketing case studies from 
creatives.



LEARNI NG EXPERI ENCE 
DESI GN PROCESS

TRANSFORMATION 
J OURNEY

To:

“I know what 
differentiates 
me from other 
creative brands 
/ leaders and I 
know where 
and how to start 
promoting 
myself and my 
services.”

TRANS FORMATION 
J OURNEY

From:

“How can I set 
myself apart 
from other 
creative 
MSMEs?.”

VALIDATION
of knowledge

CURIOUS to 
understand 
how to build a 
personal brand

CURIOUS to 
effectively 
articulate my 
value 
proposition

INSPIRED 
AND 
COMMITTED
to apply 
learnings to 
actual 
execution

INSPIRED 
AND CURIOUS
to apply 
learnings to 
actual 
execution

COMMITTED 
to transform 
the brand 
and/or the 
business

CONFIDENT 
AND 
COMMITTED
to becoming a 
better creative 
freelancer / 
founder

ICE BREAKER WHAT IS A PERSONAL BRAND? 
WRITING MY VALUE PROPOSITION

Da y 1 Da y 2

EMOTIONAL 
J OURNEY

OUTERINNER

BUILDING YOUR 
ONLINE 
PRESENCE PART 
2: PORTFOLIO

MENTORING AND 
PRESENTATION REFLECTION

BUILDING YOUR 
ONLINE 
PRESENCE PART 
1: SOCIAL MEDIA 
PLAN

So u rce : Pro ce ss  a nd  Co n te n t  Mo d e l, Hyp e r  I s la nd



CHECK-I N
Guess the brands 
b e hind  the se  fa m ous 
slog a ns/  ta g line s. 



“The happiest 
p la ce  on e a rth.”



“Taste the 
fe e ling .”



“Think different.”



“Okay ka ba tiyan?”



“Asia’s 
song b ird ”



“Go! Go! Go!”



What is a
Personal Brand?



● It is how you want 
p e op le  to  se e  you

● Stra te g ic p ra ct ice  in 
which you d e fine  a nd  
e xp re ss your own va lue  
p rop osit ion

● I nte nt iona l

What is a 
personal 
brand?

Source: Harvard Business Review



Your goal should be 
to  e nsure  tha t  the  
na rra t ive  cre a te d  
a b out  you is 
accurate, coherent, 
compelling, and 
differentiated .

Source: Harvard Business Review



“Your brand is 
what people say 
about you when 
you’re not in the 
room.”
— Jeff Bezos, Amazon



Why 
invest in 
your 
brand?

● Each element plays a critical role in 
shaping how your business is perceived —
both internally and externally.  

● A strong brand increases the chances of 
customers choosing your product or 
service over your competitors.

● It attracts more customers, at a lower cost 
per acquisition, who are happy to pay a 
little more and will buy a little more often.

Source: Harvard Business Review



A short statement that communicates why buyers should 
choose  your p rod ucts o r se rvice s. I t 's  m ore  tha n just  a  

p rod uct  o r se rvice  d e scrip t ion — it 's  the  sp e cific so lu t ion 
tha t  your b usine ss p rovid e s a nd  the  p rom ise  o f va lue  tha t  

a  custom e r ca n e xp e ct  you to  d e live r.

VALUE PROPOSITION



Slogan
vs

Tagline
vs 

Value
Proposition

short, catchy statement that brands use in 
marketing campaigns to sell a specific 
product / services

short statement that embodies a certain 
aspect of your brand or business; can 
represent a concept or idea that your 
business stands for.

A complete, more concrete statement which 
serves as a unique identifier for your 
business

Those types of copy are 
important accessories to your 

brand, but your potential 
customers and employees 
don't choose one business 

over the other solely based on 
these elements.

Source: Hubspot



Slogan
vs

Tagline
vs 

Value
Proposition

Twice the guts. Double the glory.

Just do it.

Customizable performance or 
lifestyle sneakers with unique 
colorways and materials.

Source: Hubspot



Slogan
vs

Tagline
vs 

Value
Proposition

Crispylicious! Juicylicious!

Langhap Sarap

Jollibee promises to provide high -quality   
food, fast and friendly service in a clean and 
comfortable environment tailored to the 
Filipino palate. It is now the biggest fast -food 
chain in the country.



“Great things in 
business are 
never done by 
one person. 
They’re done by a 
team
of people.”
— Steve Jobs

Source: Hubspot



How to Write a 
Value Proposition



Identify your customer's main problem.1

I d e nt ify a ll the  b e ne fit s  your p rod uct  /  se rvice  offe rs.2

De scrib e  wha t  m a ke s the se  b e ne fit s  va lua b le  a nd  conne ct  
this va lue  to  your b uye r's  p rob le m .

3

Diffe re nt ia te  yourse lf a s the  p re fe rre d  p rovid e r o f this va lue .4

Use  a  te m p la te  to  he lp  you b ra instorm .5

Source: Hubspot



Writing a 
Value 
Proposition 
Template

WHAT IS YOUR TARGET 
AUDIENCE’S MAIN 
PROBLEM?

WHAT ARE YOUR PRODUCT 
/ SERVICE BENEFITS?

WHAT 
MAKES THESE BENEFITS 
VALUABLE TO THE 
CUSTOMER?

WHAT IS YOUR 
COMPETITIVE 
ADVANTAGE? WHAT 
DIFFERENTIATES YOU 
FROM OTHER PROVIDERS?

MY BUSINESS SUPPORTS 
SDG #

Whe n you’ve  a rt icula te d  
your a nswe rs he re , it  will 
b e  e a sie r fo r you to  write  
your va lue  p rop osit ion. 
Se e  sa m p le  te m p la te s.

Source: Kat Mallillin, Playmaker Branding Consultancy



WHAT IS YOUR TARGET 
AUDIENCE’S MAIN 
PROBLEM?

Difficulties in promoting work 
globally 

No available platform that 
caters to Filipino artists and 
designers

Any other existing platform 
only aggregates → it ’s  ha rd  
fo r a rt ist s  to  sta nd  out  

WHAT ARE YOUR PRODUCT 
/ SERVICE BENEFITS?

The  first  p la t fo rm  tha t  
cura te s a nd  a g g re g a te s 
Philip p ine  a rt ist s  a nd  
d e sig ne rs

WHAT 
MAKES THESE BENEFITS 
VALUABLE TO THE 
CUSTOMER?

Sp e cifica lly cha m p ions 
ind e p e nd e nt  Filip ino  
cre a t ive s

Cura te d  b y top  Filip ino  a rt  
m a na g e rs 

WHAT IS YOUR 
COMPETITIVE 
ADVANTAGE? WHAT 
DIFFERENTIATES YOU 
FROM OTHER PROVIDERS?

Use r-frie nd ly, intuit ive  
p la t fo rm

I nte rna t iona l ne twork o f 
a rt ist s , cha m p ioning  Filip ino  
cre a t ive s

AI -e na b le d  a d va nce d  
p rom ot ion too ls fo r e a sie r 
m a rke t ing

MY BUSINESS SUPPORTS 
SDG #

Exampl
e

Writing a 
Value 
Proposition 
Template

Source: Kat Mallillin, Playmaker Branding Consultancy



Value Proposition Template #1

Headline: 

The best way for (ideal customer)
to (task you make easier) .

Subheadline: 

(Your company) makes (task) simple 
and effective with (competitive 
advantage #1) , (competitive 
advantage #2) , and (competitive 
advantage #3) .

Source: Hubspot



Value Proposition Template #1 See it in Action :

He a d line : 

The  b e st  wa y fo r (id e a l custom e r)
to  (ta sk you m a ke  e a sie r).

Sub he a d line : 

(Your com p a ny) m a ke s (ta sk) sim p le  
a nd  e ffe ct ive  with (com p e t it ive  
a d va nta g e  # 1), (com p e t it ive  
a d va nta g e  # 2), a nd  (com p e t it ive  
a d va nta g e  # 3).

The best way for 
Philippine independent 
artists to showcase their 
work globally .

ArtSp he re m a ke s g lob a l a rt  
showca sing sim p le  a nd  e ffe ct ive  
with it s  use r-frie nd ly p la t fo rm , 
cura te d  ne twork o f Filip ino  
cre a t ive s, a nd  AI -e na b le d  
p rom ot ion too ls.

Exampl
e  Art



Value Proposition Template #1 See it in Action :

He a d line : 

The  b e st  wa y fo r (id e a l custom e r)
to  (ta sk you m a ke  e a sie r).

Sub he a d line : 

(Your com p a ny) m a ke s (ta sk) sim p le  
a nd  e ffe ct ive  with (com p e t it ive  
a d va nta g e  # 1), (com p e t it ive  
a d va nta g e  # 2), a nd  (com p e t it ive  
a d va nta g e  # 3).

The best way for eco -
conscious shoppers to find 
sustainable products .

Gre e nChoice m a ke s susta ina b le  
shop p ing sim p le  a nd  e ffe ct ive  with 
it s  e xte nsive  e co-frie nd ly p rod uct  
ra ng e , t ra nsp a re nt  sourcing  
info rm a t ion, a nd  p e rsona lize d  
re com m e nd a t ions.

Exampl
e  

Fashion



Value Proposition Template #1 See it in Action :

He a d line : 

The  b e st  wa y fo r (id e a l custom e r)
to  (ta sk you m a ke  e a sie r).

Sub he a d line : 

(Your com p a ny) m a ke s (ta sk) sim p le  
a nd  e ffe ct ive  with (com p e t it ive  
a d va nta g e  # 1), (com p e t it ive  
a d va nta g e  # 2), a nd  (com p e t it ive  
a d va nta g e  # 3).

The best way for 
Philippine MSMEs to 
elevate their online 
presence .

ZA (Za ra te -Arica ya ) Consulta ncy
m a ke s d ig ita l m a rke t ing sim p le  
a nd  e ffe ct ive  with p e rsona lize d  
st ra te g ie s, fle xib le  se rvice  
p a cka g e s, a nd  p rove n re sult s.

Exampl
e Design -

Solo 
Freelancer



Value Proposition Template #2

Headline: 

Finally, the solution to (problem)
that you’ve been waiting for.

Subheadline: 

(Your company) provides direct 
value to you through (competitive 
advantage #1) and (competitive 
advantage #2) . This means when 
you buy from us, you’ll (benefit) .

Source: Hubspot



Value Proposition Template #2 See it in Action :

He a d line : 

Fina lly, the  so lut ion to  (p rob le m )
tha t  you’ve  b e e n wa it ing  fo r.

Sub he a d line : 

(Your com p a ny) p rovid e s d ire ct  
va lue  to  you throug h (com p e t it ive  
a d va nta g e  # 1) a nd  (com p e t it ive  
a d va nta g e  # 2). This m e a ns whe n 
you b uy from  us, you’ll (b e ne fit ).

Finally, the solution to 
bland and generic home 
furniture that you’ve been 
waiting for.

Art isa nHom e p rovid e s d ire ct  va lue  
to  you throug h ha nd cra fte d , uniq ue  
p ie ce s a nd  susta ina b le  m a te ria ls. 
This m e a ns whe n you b uy from  us, 
you’ll e le va te  your hom e  d e cor with 
b e a ut ifu l, e co-frie nd ly furniture  
tha t  sta nd s out .

Exampl
e  

Industrial 
- Furniture



Value Proposition Template #2 See it in Action :

He a d line : 

Fina lly, the  so lut ion to  (p rob le m )
tha t  you’ve  b e e n wa it ing  fo r.

Sub he a d line : 

(Your com p a ny) p rovid e s d ire ct  
va lue  to  you throug h (com p e t it ive  
a d va nta g e  # 1) a nd  (com p e t it ive  
a d va nta g e  # 2). This m e a ns whe n 
you b uy from  us, you’ll (b e ne fit ).

Finally, the solution to 
uninspiring and formulaic 
videos that you’ve been 
waiting for.

Sine Vision Stud ios p rovid e s d ire ct  
va lue  to  you throug h o rig ina l 
sto ryte lling a nd  innova t ive  p rod uct ion 
te chniq ue s. This m e a ns whe n you work 
with us, you’ll e xp e rie nce  ca p t iva t ing  
film s tha t  p ush cre a t ive  b ound a rie s 
a nd  le a ve  a  la st ing  im p re ssion.

Exampl
e  Film



WHAT IS YOUR TARGET 
AUDIENCE’S MAIN 
PROBLEM?

WHAT ARE YOUR PRODUCT 
/ SERVICE BENEFITS?

WHAT 
MAKES THESE BENEFITS 
VALUABLE TO THE 
CUSTOMER?

WHAT IS YOUR 
COMPETITIVE 
ADVANTAGE? WHAT 
DIFFERENTIATES YOU 
FROM OTHER PROVIDERS?

MY BUSINESS SUPPORTS 
SDG #

Writing a 
Value 
Proposition 
Template

Source: Kat Mallillin, Playmaker Branding Consultancy

Activity

INSTRUCTIONS: 

I n g roup s, think o f one  
(1) cre a t ive  b ra nd  /  
a rt ist .

Fill up  the  Va lue  
Prop osit ion Te m p la te .

Art icula te  the  Va lue  
Prop osit ion using  a ny 
of the  te m p la te s 
p rovid e d .



BREAK

03 July 2024



Building Your Online 
Pre se nce  Pa rt  I

Social Media Plan



Use your favorite Social Media Platform 
to your advantage

Leverage your favorite social media platform to 
boost visibility, connect with your audience, and 
showcase your talents. 

1

How to start?



Create a Content Calendar

Plan your posts in advance. Mix different content 
types (e.g., behind -the -scenes, finished work, personal 
insights) to keep your audience engaged.

See provided options in the next slide.

2

How to start?



Create an 
online  

com m unity 
on Fa ce b ook

La unch a  
we b site

Cre a te  a n 
online  

ne wsle t te r

Se nd  out  
fre e  

wa llp a p e rs

Sche d ule  
Live  se ssions 

on 
I nsta g ra m

Sta rt  a  
p od ca st

Conne ct  with  
I nflue nce rs Sta rt  a  b log Re a ch out  to  

b ra nd s
Show your 

p roce ss

Cre a te  fre e  
d ownloa -

d a b le  
te m p la te s

Host  a  
g ive a wa y

Cre a te  vid e o  
tu to ria ls

Offe r a  
d iscount  /  

sa le

Cre a te  a  
b roa d ca st  
cha nne l on 
I nsta g ra m

Be  p re se nt  
on d iffe re nt  
socia l m e d ia  

cha nne ls

Co lla b ora te  
on p ro je cts  
with  b ra nd s

Build  a  
p o rt fo lio

Source: Kat Mallillin, Playmaker Branding Consultancy

How to 
promote 
yourself on 
Social Media 
Options



Engage with Your Audience

Respond to comments, messages (even emails), and 
engage with your followers' content, with urgency . 
Building a community around your work fosters 
loyalty and growth.

3

How to start?



Analyze and Adjust

Use analytics tools to monitor which posts perform 
well and understand your audience's preferences. 
Adjust your plan based on these insights to 
continually improve your reach and engagement.

4

How to start?



Create an 
online  

com m unity 
on Fa ce b ook

La unch a  
we b site

Cre a te  a n 
online  

ne wsle t te r

Se nd  out  
fre e  

wa llp a p e rs

Sche d ule  
Live  se ssions 

on 
I nsta g ra m

Sta rt  a  
p od ca st

Conne ct  with  
I nflue nce rs Sta rt  a  b log Re a ch out  to  

b ra nd s
Show your 

p roce ss

Cre a te  fre e  
d ownloa -

d a b le  
te m p la te s

Host  a  
g ive a wa y

Cre a te  vid e o  
tu to ria ls

Offe r a  
d iscount  /  

sa le

Cre a te  a  
b roa d ca st  
cha nne l on 
I nsta g ra m

Be  p re se nt  
on d iffe re nt  
socia l m e d ia  

cha nne ls

Co lla b ora te  
on p ro je cts  
with  b ra nd s

Build  a  
p o rt fo lio

How to 
promote 
yourself on 
Social Media 
Options

Source: Kat Mallillin, Playmaker Branding Consultancy



Show your 
p roce ss

Exampl
e

@KaraTula



Create an 
online  

com m unity 
on 

Fa ce b ook

Exampl
e

AJ Dimarucot



Building Your Online 
Pre se nce  Pa rt  I I

Portfolio



Consider the requirements of your target audience / customer1

Showca se  the  d e p th of your cre a t ive  work2

Hig hlig ht  your uniq ue  style  /  wha t  se t s you a p a rt3

Choose  a  g ood  p la t fo rm  to  use  to  showca se  your p ort fo lio4

I nclud e  se lf-init ia te d  p ro je cts﹡

How to start?



Building My 
Portfolio 
Template

When you’ve articulated 
your answers here, it will 
be easier for you to build 
your portfolio. 

WHO AM I SENDING THIS 
PORTFOLIO TO?

WHAT IS 
MY POTENTIAL CLIENT 
LOOKING FOR?

WHICH PROJECTS ARE 
RELEVANT TO WHAT THE 
CLIENT IS LOOKING FOR?

PROJECT #1

PROJECT #2

PROJECT #3

PROJECT #4

HOW CAN I BEST 
SHOWCASE MY WORK?
Identify how you’re going to showcase your 
work, including the platform you will be using. 

SAMPLE WORK

SAMPLE WORK

SAMPLE WORK

SAMPLE WORK

Source: Kat Mallillin, Playmaker Branding Consultancy



WHICH PROJECTS ARE 
RELEVANT TO WHAT THE 
CLIENT IS LOOKING FOR?

WHO AM I SENDING THIS 
PORTFOLIO TO?

A potential MSME client in 
the Fashion industry. Client is 
releasing a new shirt brand 
and collection.

WHAT IS 
MY POTENTIAL CLIENT 
LOOKING FOR?

Branding, Digital Marketing, 
maybe website management 
on Shopify

PROJECT #1

Andi & Olivia x Coral 

PROJECT #2

Coral’s Isla Bonita Collection

PROJECT #3

Branding work with previous 
client

PROJECT #4

HOW CAN I BEST 
SHOWCASE MY WORK?
Identify how you’re going to showcase your 
work, including the platform you will be using. 

SAMPLE WORK

Video mockup of the 
website built - Web

SAMPLE WORK

Screenshots of Instagram 
stories created - Web

SAMPLE WORK

Mockups of the logo made 
-

Web

SAMPLE WORK

Exampl
e

Building My 
Portfolio 
Template

Source: Kat Mallillin, Playmaker Branding Consultancy



Exampl
e



WHICH PROJECTS ARE 
RELEVANT TO WHAT THE 
CLIENT IS LOOKING FOR?

WHO AM I SENDING THIS 
PORTFOLIO TO?

A Lifestyle magazine

WHAT IS 
MY POTENTIAL CLIENT 
LOOKING FOR?

A fashion intern - someone to 
steam and fold clothes for 
photoshoots. May have to 
take photos and be a 
contributor

PROJECT #1

Mobile photography and 
copywriting work

PROJECT #2

Cisco Team lead

PROJECT #3

UPLB Perspective -
Production Editor

PROJECT #4

Previous paintings and 
sketches

HOW CAN I BEST 
SHOWCASE MY WORK?
Identify how you’re going to showcase your 
work, including the platform you will be using. 

SAMPLE WORK

Instagram

SAMPLE WORK

Updated Linkedin page 
with photos, certificates etc

SAMPLE WORK 

Issuu and print archives of 
previous issues produced  

SAMPLE WORK

Pinterest

Building My 
Portfolio 
Template

Source: Kat Mallillin, Playmaker Branding Consultancy





Where can I house my work?

FREE Online Portfolio Platforms FREE Website Builder



Exampl
e



Exampl
e



Exampl
e



WHICH PROJECTS ARE 
RELEVANT TO WHAT THE 
CLIENT IS LOOKING FOR?

WHO AM I SENDING THIS 
PORTFOLIO TO?

WHAT IS 
MY POTENTIAL CLIENT 
LOOKING FOR?

PROJECT #1

PROJECT #2

PROJECT #3

PROJECT #4

HOW CAN I BEST 
SHOWCASE MY WORK?
Identify how you’re going to showcase your 
work, including the platform you will be using. 

SAMPLE WORK

SAMPLE WORK

SAMPLE WORK

SAMPLE WORK

Source: Kat Mallillin, Playmaker Branding Consultancy

Activity

Building My 
Portfolio 
Template

INSTRUCTIONS: 

In groups, work with 
your chosen creative 
brand / artist.

Think of a potential 
client for them. 

If you are going to 
build a portfolio to send 
to this client , what 
would this template 
look like? 

*Bonus points for 
showcasing sample 
work! 



ALWAYS
LEARNI NG

What you do is a 
living , e vo lving  
d iscip line . Ma ke  t im e  
fo r p e rsona l 
d e ve lop m e nt  fo r your 
own g rowth.

ALWAYS 
EXPERI MENTI NG

Acknowle d g e  tha t  you  
d on’t  know a ll the  
a nswe rs a nd  ne e d  to  
cont inua lly te st -a nd -
le a rn.

BE AUDI ENCE-
CENTRI C

Re fra m e  o r flip  your 
p o int  o f vie w to  think 
from  the  p e rsp e ct ive  
o f your a ud ie nce . 
Wha t  d o  the y ne e d ?

COMMERCI AL

Think a b out  the  
com m e rcia l ou tcom e s 
from  a ny b ra nd ing  work 
- a nd  no t  just  focuse d  
on the  work itse lf.

BE ADAPTI VE

I ncre a se  your 
a d a p ta b ility q uo t ie nt  b y 
le a rning , b y liste ning , 
a nd  b y re sp ond ing  (no t  
b y re a ct ing ).

HEAR THE SI GNALS. 
SI LENCE THE NOI SE.

Le a rn a nd  uncove r the  
m a rke t  cha ng e s 
(sig na ls) a nd  q uickly 
a d a p t .

THE RI GHT 
MI NDSET 
FOR 
SUCCESS

Source: Kat Mallillin, Playmaker Branding Consultancy



Fe e d b a ck
Module 4 Evaluation



Che ck-o u t
Which brand best represents you?


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63

