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 SCRIBBLE GUIDE 
Hello! Welcome to the world of blogging and web 
content with Caramel Writing! J You are obviously here 
because you have already ordered from me and would 
like more content, or perhaps you are looking for a web 
content writer or a regular blogger for your brand and 
would like to know a little more about my services. Most 
of my blogging and web content clients are repeat 
buyers who enjoy my personable style of writing, often 
describing it as fun, trendy, and conversational. I have 
also accumulated over 200 online raving reviews from 
clients, which you can easily review and read through. 
Just to get us all started on the right foot, let’s go 
through some blogging and branding basics so you can 
decide what it is you are after. 
 



 

 
Informal and friendly 

This is a conversational writing style, which most web 
texts use. It is fun, friendly, personable, and does not 
follow any particular  “style guide” as such. The writer is 
free to choose the punctuation or spelling they prefer, so 
long as it all remains uniform. The point of the informal 
style, especially for blogs, is that the writer takes on their 
own personal style, tone, and rhythm in expressing 
themselves. This writing style is also known as feature 
writing. Feature writing breaks away from the hard-news 
format allowing the writer to tell stories in a more 
compelling and creative way. For tips on my feature 
writing style, see below. It should also be noted that 
language standards for punctuation are not strict in the 
online web-writing environment. This informal style can 
be written  in the 1st, 2nd or 3rd person. 

BLOGGING 
SEO KEYWO Writing regular articles known as blogs 

can attract people to your brand and 
educate or intrigue them to want to 
know more about you. Blogging is a 
major player in online marketing and 
will not only establish your brand, but it 
can also get more people to your 
website by placing you higher in 
search engines such as Google and 
Yahoo. Blogs are generally personable, 
and informal in content. 

This content is primarily used for 
marketing , advertising and to raise 
brand awareness. Press releases, 
advertising campaigns, and various 
other forms of marketing fall under this 
category. Depending on the intended 
demographic and chosen branding, 
both formal and informal writing styles 
can apply.  

WRITING STYLE 

COPYWRITING 
 

PRODUCT DESCRIPTIONS 
SEO KEYWORDS Products sell more when their 

descriptions are unique, and especially 
when they tell a story or invoke a 
feeling. Product descriptions can be 
written for products,  services, or any 
online retail or auction site. They are 
almost as important as the product you 
are selling as they are what will 
convince the buyer to click the 
purchase button or leave your website 
to check out another instead. 

WEB CONTENT 
SEO KEYWORDS Web content covers the information  

written for your website, from your 
About Page to your Contact Page, 
and everything in between. 
Depending on branding, formal or 
informal writing styles can apply. 

Formal and informative 

This is a formal style of writing, which states the facts and 
does not delve into the emotions of the writer. It is also 
not anywhere near as verbose as an informal style of 
writing, and generally always uses a 3rd  person narrative. 
This writing style focuses on less is more, straight facts, 
and a strict style guide –in many cases the the MLA Style 
Manual, the AP Style Book, The Elements of Style, or a 
style guide geared to a specific publication. I personally 
use the Elements of Style by Struck & White. Newswriting 
also falls under this category, but not to be confused 
with university research papers, which are in yet another 
realm of writing. Newswriting answers the questions who, 
what where when how —with stories presented in an 

informational and (hopefully) objective manner, 
paying strict attention to tone, intended 
audience, and the style guide of choice.  
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This is the most important aspect of any blog or website. 
Your chosen writing style will not only represent your 
brand, but it will also be representative of your desired 
demographic. 



 
  LANGUAGE & STANDARD 

Depending on which country your business is 
located in, or which countries you are 
marketing to, you will need to choose which 
language standard will fit you best. This must 
be decided before the content is written in 
order to avoid rewrites. Based on the standard 
used, spelling, expressions, and vocabulary 
can differ. Punctuation will follow the Elements 
of Style guide, with MLA or AP style guides 
used for formal (newspaper) style content. For 
informal (feature writing) content, punctuation 
will follow this guide. If not stated in your order, 
American Standard will apply. All English 
language writing standards can be applied, 
however American, British, Australian and New 
Zealand standards are the ones I use most. 

If you are looking for French web content, 
translation, transcription, blog articles or 
copywriting this can also be ordered with me.  

GRAMMAR & PUNCTUATION 
SEO KEYWORDS Commas are used before coordinating 

junctions (and, but, for, nor, or, yet and so) 
unless the clause is short and closely related; 
they are also used to separate an 
introductory element, to set off parenthetical 
elements, and to join items in a series. Also 
used to avoid confusion of a mistaken 
junction.  
Serial commas are used throughout.  
Periods and commas are placed outside of 
quotation marks. 
Double quotation marks are used to enclose 
a quotation or to create irony. 
Single quotation marks are used to  enclose  a 
quotation within a quotation. 
Punctuation marks are all placed outside of 
the  quotation marks, unless they belong to 
the quotation.  
One space (and not two) follows a period. 
Apostrophes are used for singular and plural 
possessives; the plural of abbreviations and 
acronyms; for letters being used as nouns, 
and for decades such as the ‘80s. 
Ellipses dots are not separated by spaces, 
however they are followed by a space; they 
are used to emphasize a pause or an 
anticipation, to foreshadow, and to  
emphasize a trailing off. The omission of the 
space is rarely used, only in cases of hurried 
speech or interruption.   
Colons are used to introduce a list, or a formal 
statement or quotation. 
Semicolons are used to join two independent 
clauses that are closely related in meaning 
and not joined by a coordinating 
conjunction. They are also used  when the 
second clause begins with or includes a 
conjunctive adverb such as therefore. I also 

use them to separate items in a series 
when one or more of the items include 
commas as this avoids confusion.  

 

1st 2nd & 3rd PERSON 
1st Person This subjective form of writing uses: I, 
we, me, us, my, mine, our, ours. It is most 
representative in biographies, journaling or 
relaying personal experiences. Commonly 
found in travel writing, blogs, short stories and 
novels. This style of writing is subjective.           
à I worked on my manuscript for ten years. 

2nd Person This is used when the writer 
addresses the reader directly, using the 
following: you, your and yours. This is often 
seen in presentations, technical writing, travel 
guides and instructional manuals. à You 
worked on your manuscript for ten years. 

3rd Person This standard objective form of 
writing uses: he, she it, him, her, his, her, it, its. 
Most commonly used in academic papers, 
newswriting, novels. plays and business plans.  
à He worked on his manuscript for ten years. 
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 TYPES OF CONTENT 
Travel 

Tech 

Beauty 

Fashion 

History 

Pets 

Lifestyle 

Health 

Fitness 

Science 

Non Profit 

Marketing 

Alternative Health 

Veganism & Food 

Film 

Popular Culture 

Life Coaching 

Small business 

DEMOGRAPHICS & STYLE 
Based on your chosen demographic, you 
might need a fun and young approach to 
get readers interested, amused, or attracted 
to your “coolness”. However there are times 
when writing calls for formal, data driven, 
straight-forward content, as can be the case 
with tech, science, and health articles for 
example. In the case of formal writing, the 3rd  
person narrative is used, along with the 
Elements of Style guide by Strunk & White, 
the AP Stylebook, or the MLA Style Manual 
depending on the type of writing required. 

Italics are used to emphasize a word, or to 
identify a letter referred to as a letter, or a 
word referred to as a word.  They are also 
used for foreign words or phrases, and for titles 
of books,  films, songs, magazines, 
newspapers, television and radio shows, travel 
programs,  workshops, courses, etc.  
Parentheses are used to amplify, digress, or 
explain an additional idea. The parenthesized 
sentence does not make use of capital letters 
or periods. 
Hyphens are used to address the idea of a unit 
in order to avoid any ambiguity in a sentence. 
Dashes are very useful in informal writing, used  
to: introduce a summarizing word, phrase or 
clause within a sentence; as a  parenthetical 
element to represent an abrupt break in 
thought; to avoid confusion with parenthetical 
elements using internal commas; also used in 
place of a colon. Dashes tend to give more 
emphasis to an enclosed element than a 
comma or pair of parentheses.  I use two 
dashes, attached to the beginning and/or 
end of the clause in question.  
Vertical lists sometimes include bullets, but not 
always. Periods and commas are omitted 
unless a full sentence appears, and in most 
cases a semi colon will also be used at the 
end of each sentence in a list. If the list 
comprises of many sentences, the final 
sentence will end in a period.  
Numbers are written at the start of sentences; 
for one-word numbers; for numbers found side 
by side. Numerals are used for addresses, 
dates, times, measurements, game scores, 
math ratios and page numbers. Commas are 

used with figures of four or more digits; 
hyphens are used for compound 
numbers.  

GRAMMAR & PUNCTUATION 
SEO KEYWORDS 

SUBJECTIVE/OBJECTIVE 
When it comes time to creating 
content, you will need to decide 
whether you are looking for a 
subjective or an objective point 
of view. This will often depend on 
the type of branding you hope 

to implement. Subjective writing means that there 
will be room for opinion, whereas objective writing 
will need to present all the facts without opinion.  

VERB TENSE 
Another vital part of the writing style 
depends on the tense in which it will be 
written. Tense shifting should be used 
sparingly, and only when necessary. The 
present tense is the most common for 
articles, screenplays and academic papers, 
however the past tense is often used for 
novels, travel writing and journaling. The 
future tense is generally only used in 
reference to specifics occurring in the future. 
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VISUAL STRUCTURE 
If you want to invite your potential 
audience to read as much as possible, 
especially with the short online attention 
spans out there today, you must be open 
to the idea of shorter paragraphs and 
sub-titles. I generally write content which 
is visually easy on the eyes, quick to read, 
and does not overwhelm the busy bees 
that humans have become. Short 
paragraphs and sub-titles will entice an 
otherwise hesitant reader to venture 
further. Also bullet points and numerals, 
when necessary and if not overused, can 
work wonders. Lengths of paragraphs are  
generally kept to a minimum, however 
any break in paragraph must make sense 
to the flow and topic being addressed. 
Generally each sub-titled category will 
consist of 2-6 paragraphs.  

RHYTHM & TONE 
As all writers, I rely on the sound and rhythm 
of what I am writing, which is why my style is 
so popular with clients. I will often choose a 
passive voice over an active voice in 
certain phrases, and vice versa; or one 
synonym over another if I believe it will 
further aid the flow and style of the writing.  
In order to avoid monotony, I also introduce 
different sentence patterns in order to 
avoid the tedious repetition of simple 
sentences. Thanks to my years of 
experience in academic, creative and 
business writing, I have developed a very 
good ear for language. While the majority 
of writing might not be read aloud, most 
readers do hear what they read via their 
inner voice, which is why a good rhythm is 
imperative in any style of writing. When 
there is a clear rhythm, and uniformity in the 
writing style, readers pick this up and quickly 
make the difference between a boring or 
entertaining read. As with many writers, I 
also take the visual look of the writing into 
consideration, making it as easy as possible 
for the reader to feel the rhythm and 
expression being conveyed by using the 
most aptly suited punctuation choices. 
Although never used in formal writing, when 
writing in the informal (conversational) style, 
I will occasionally use interjections such as 
“hurray” or “alas” if it fits into the expression 
of the piece, as well as modifiers such as 
“really” or “very”. Although these are 
acceptable in the informal web style of 
writing, I use them sparingly per paragraph. 
Slang is also used sparingly, and is more 
especially used in travel writing where it is 
most commonly accepted and used to 
emphasize or relay local knowledge and 
the essence of a place. My informal writing 
style is highly sought after for online content. 
I tend to write in a very personable style, 
one that attracts a certain kind of “young 
and hip” reader, while also subtly including 
the all-important SEO keywords into the mix. 
With the more formal style, I adhere to strict 
guidelines of writing, very similar to formal 

newspaper writing guidelines, where 
information is king, emotion is kept 
to a minimum, and less is more.   

GRAMMAR 

TITLES 
In the past, titles were written using 
capitals for all words, except articles, 
coordinating conjunctions, prepositions, 
and the to preceding an infinitive. This is 
the classic titling style that I use. However, 
as titles and sub-titles are an important 
element in the overall design of a page, I 
am able to use the style stated above, or 
other popular styles used online, which 
include the all-capitalized titles or the 
non-capitalized titles, for which only the 
first word carries a capital letter. Some 
clients also prefer the entirety of their titles 
and sub-titles to be in upper case or 
lower case letters. 5  



 
  

BLOG REGULARITY 
If you are looking to stand out, get noticed on 
the search engines, or simply supply your 
followers with quality content to keep them 
coming back, make sure you post regularly. 
You can order daily, bi-weekly and weekly 
blogs from me.  In this day and age, quality 
AND quantity are key.  

REWRITES & EDITS 

COPYRIGHT  

Please read the segment below on Submitting 
Information.  If you are unable to supply me 
with the information to be included in your 
blog or other web content, or you don’t have 
time to research the topic, I can do this for 
you. Simply pay for the research option when 
you order and I can get to work! I can literally 
research any topic you like, just give me the 
title to work with.  

RESEARCH 

As I generally do not work with an editor, I have 
a very strict and structured manner of working. 
I will generally write your article or content, and 
I will re-read and re-edit it several times in the 
one sitting; I will then put it aside for a few hours 
or a few days and re-edit it a final time before 
submission. This break from the work is a normal 
step in the writing process, and a wise one to 
use when writers have the luxury of time. Giving 
the eyes and mind a fresh look at something 
not only helps a writer to pick up on alternate 
punctuation options, missed typos, and 
grammatical errors, but also to pick up on any 
disruptions in the overall rhythm and flow of the 
piece. It also gives the writer a chance to add 
any new ideas into the mix. Once the 
completed content is submitted to you, 
rewrites will only be made if I have not 
included information you supplied, or if  I have 
written in a style other than the one you 
ordered. I am rarely asked for a rewrite. 
 

I retain full copyright  ownership on all the work 
I produce, despite the current or future use of 
an editor. Nevertheless clients will also retain  
full rights to the content they purchase from 
me, with one main limitation. The use of the 
content will only be permitted for the website 
(and brand) it is purchased for. For example, 
purchasing web content for ABCD brand, will 
mean that the content can be used for all time 
for anything to do with the ABCD brand, and 
on the  current and future ABCD websites and 
ABCD marketing materials. The authorship can 
be anonymous or using my name, but must not 
be assigned to any other writer or individual. 
 

SEO KEYWORDS 
Want to get to the top of the search engines? 
Then Search Engine Optimization is your best 
friend. I do not perform keyword research or 
searches, however I will –in the most subtle 
manner possible--  include the SEO keywords 
that you supply me with in your blogs and 
other web content, along with any 
instructions for frequency of use. 
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When you order, please ensure that you 
supply all the information required in point-
form, this includes the info on the checklist 
below, keywords, and ALL info to be 
included in the blog, article, or web content 
unless you are ordering the research option. 
Web links and photos can be very useful so 
do include them. Failing to supply all the 
required info could result in a late delivery of 
your order. Remember, this is YOUR business 
or product, YOU know it better than I do, I 
am just the writer.  

CREDIT & EDITORS 

SUBMITTING INFORMATION 

REALISTIC WORD COUNT 
Far too often clients come to me with a 
budget and want me to write the contents of 
an entire encyclopedia into 250 words. If you 
insist on this, then the writing might end up a 
little like a shopping list. That being said, if this 
is the case I will warn you beforehand and 
give you a more realistic word count or option 
for what it is you are after. I dislike bad or 
clunky writing, so in order to maintain a 
uniform style of web writing, I tend to use 
more wording as this achieves a flowing end 
result that people enjoy reading much more 
than straight facts. Word count for newspaper 
or university essay writing is a completely 
different ballpark, which is less conversational 
and less conducive to the online publishing 
environment. Think of it like this, 300 words is 
approximately the length of the Credit & 
Editors segment to the side of this page. 

 

I generally don’t work with editors, and have a 
strict policy if I do. Editors must follow my 
guidelines, which means they must not 
change the style of writing, the sentence 
structure or voice; nor are they to decide on 
alternate wording or the omission of words or 
phrases. Editors are only invited to correct 
typos and  punctuation as outlined in this 
guide. Once the editing has been completed, 
editors must submit the work to me with the 
changes highlighted in bold type.  Any word 
or sentence changes that they would like to 
submit will be taken into consideration. Editors 
are not entitled to credit the work to their 
name under any circumstances, not as a 
writer or an editor. All work I have written is to 
be solely credited to Melanie Carlile, Melanie 
The Nomad, or Caramel Writing.  All editors 
must submit writing samples to me before 
editing can commence. As a writer, my writing 
is a representation of me, and is therefore  not 
to be altered by editors without my consent. 
All work is protected under copyright laws.  
 
Note to new editors: It should be noted that 
any piece of writing could be edited and re-
edited until the end of time, which is why it is 
important to follow a writer’s editing guide 
closely. Even Shakespeare and Bryce 
Courtenay could be edited over and over 
again given the opportunity. The key as an 
editor is to remember that every person 
speaks with a different voice, expresses 
themselves with a different tone, and writes 
with a different style. It is imperative that you 
follow the style guide chosen by the writer or 
publishers, and not edit a piece to your 
preferred style. This applies to all writing styles. 
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A LITTLE ABOUT ME… 
I like to call myself a Third Culture Kid or Multi-Local. I grew up in small 
town Australia and New Zealand, as well as the metropolises of Paris 
and New York. After college I lived in Mexico and Costa Rica where I 
had my first brush with teaching screenwriting and filmmaking for a 
local non-profit. I also wrote an English-language learning book for a 
local university. Education-wise, I completed my liberal arts 
requirements at UCLA, then graduated with a BA in media arts and 
journalism from Long Island University. I am currently halfway through 

my master’s degree in sociocultural anthropology at Harvard University. I have been 
freelancing as a writer, photographer and videographer for ten years. In my earlier years, I 
spent 6 months at Rolling Stone magazine, and four years (while still in college) working at Arista 
Records (BMG) in the LA and NY publicity departments. While there, I wrote press releases for 
major album launches, which included artists such as Whitney Houston, Usher, Sarah 
McLachlan, Erykah Badu and Dido. I am an accomplished writer/director with short and 
feature film credits, including a feature film releasing to festivals and art house cinemas in 2016.  
I am currently traveling and transitioning to the life of a digital nomad. In my spare time I love to 
explore new places, cultures and wildlife, film my travel series, salsa dance, eat vegan treats, 
and practice yoga poses. I look forward to writing for you J  

PHOTOGRAPHY 

VIDEOGRAPHY 

SOCIAL MEDIA 
PAYMENTS 

As much as the words on the page (or the 
screen) are important, so are the images 
that accompany them. If you have an 
account with Corbis, Getty or Shutterstock, I 
am able to do an online search to find 
images to match your blog or web content 
or search microstock photography sites for 
free images. I can also shoot specific 
images if they cannot be found online.  

Video is becoming as important as 
photography in blogs and on websites. I 
have over a decade of experience in 
videography and can assist you with 
footage for blogs, vlogs, explainer/intro 
videos, or even green screen videos 
produced  in my studio. 

If you require specific blogs, photography, 
vlogs or videography for your social media 
sites, be sure to call on me. We can come 
up with campaign ideas and make your 
branding a lot more defined, so you can 
start pulling in the crowds you so deserve! 

All payments must be made through 
Payoneer. Writing (shooting or filming) does 
not commence until payment is received. 
There are no refunds or major changes 
allowed once the work has been ordered 
and commenced.  

CONTACT 
EMAIL           melaniethenomad@gmail.com 

SKYPE           melaniethenomad 

FB                  Melanie Travels 
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CHECKLIST 
MAKE SURE YOU HAVE ALL THE BASICS CHECKED OFF THE LIST! 

WRITING STYLE 

LANGUAGE & STANDARD 

WEB CONTENT 

POINT OF VIEW 

WEB CONTENT 
COPYWRITING 

BLOGGING 

C
O
P
Y
W
RI
TI
N  
W
E
B
C
O
N
TE
N
T 

PRODUCT DESCRIPTIONS 

INFORMAL 
FORMAL 

250
 FORMAL  
500
 FORMAL  
750
 FORMAL  

1000
 FORMAL  MORE
 FORMAL  

AMERICAN
 FORMAL  
BRITISH
 FORMAL  
AUSTRALIAN/NZ
 FORMAL  
FRENCH
 FORMAL  
OTHER
 FORMAL  

CONTENT TOPIC TRAVEL
 FORMAL  TECH
 FORMAL  LIFESTYLE

 

HEALTH
 FORMAL  

BEAUTY
 FORMAL  

FASHION
 FORMAL  

SCIENCE
 TRAVEL

 FORMAL   

BUSINESS 

NARRATIVE 1ST PERSON 

PESPERSO

N

 

2ND PERSON 

PPERSPP

 

3RD PERSON 
 FORMAL  
ANY
 FORMAL  

OBJECTIVE  

GEGENDER

 

SUBJECTIVE  

GEGENDER

 

OTHER
 FORMAL  WORD COUNT 

2000
 FORMAL  

VERB TENSE PAST
 FORMAL  
PRESENT
 FORMAL  
FUTURE
 FORMAL  
ANY
 FORMAL  
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DAILY
 FORMAL  
BI WEEKLY 
WEEKLY
 FORMAL  

CHECKLIST 
MAKE SURE YOU HAVE ALL THE BASICS CHECKED OFF THE LIST! 

TITLES PREFERENCE 
ALL LOWER CASE 
ALL CAPITALIZED 

CLASSIC 

NON CAPITALIZED 

RESEARCH 

YES, KEYWORDS ARE… SEO KEYWORDS 
NO, THANKS 

CONTACT INFO 

BLOG REGULARITY 

ALL UPPER CASE 

YES 
NO, ALL INFO IN ATTACHED 

USE OF AN EDITOR YES, WRITING SAMPLES INCLUDED 
NO, THANKS 

MULTIMEDIA NO, THANKS 
PHOTOGRAPHY 
VIDEOGRAPHY 
SOCIAL MEDIA 

EMAIL 
SKYPE 
PHONE 
WEB ADDRESS 
FACEBOOK 
INSTAGRAM 
OTHER SOCIAL MEDIA 
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