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Your first impression for many of your clients, readers, and potential leads 

will be your website.  So, it’s critical that your website does more than just 

communicate words — it has to visually tell people who you are and tie that to 

your brand, which is not always easy (the struggle is real, people).  

If you have ever found yourself frustrated and overwhelmed by the thought 

of launching or re-launching your website because you didn’t have a clear 

plan, this guide is for you.  We’ll create clarity from the ground-up on what 

solid solopreneur branding looks like and then highlight important marketing 

strategies to keep in mind for the long haul.

FIRST IMPRESSIONS ARE  
EVERYTHING.

P.S. All of the example images included below are 

linked up, so if you’re curious and want to dive in 

deeper for more information, click away!
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1. KNOW YOUR NICHE

Knowing exactly what segment of the market you serve is the filter through which you and your brand 

will flow.  It will help you focus on what their needs are, who is already a power player in that space, and 

tailor your brand and voice to be THE expert in this field.   The catch is that only you can know your 

niche.  If you’re not sure what it is, think about your own story and what you bring to the table through 

your life experience that no one else can.   

 

THE CONCERN: Most feel they’ll be turning away business if overly specific in their targeting.  Here’s the 

flaw in that thinking, though: Imagine two chefs.  One can cook anything while the other specializes in 

Moroccan-influenced vegetarian dishes (I’m literally making this up, but stick with me).  When someone 

says, “I need a vegetarian chef who can make dishes that will blow people away at my event,” guess who 

they are going to think of first?  You want someone to say, “I have the PERFECT person for you...” which 

is more likely to happen when you know exactly who you’re serving and position yourself as an expert 

as opposed to being “good at everything.”

Square Studio specializes in 

plug-ins and additional templates 

for Squarespace.  By focusing 

their development solely on the 

Squarespace platform, they are 

effortlessly positioning themselves as 

a go-to resource for Squarespace’s 

hundreds of thousands of customers.  

Alternatively, if they focused their 

efforts on all the popular website 

platforms (like Wix and Wordpress), 

they wouldn’t stand out half as much.

Lindsay Boccardo is a career coach 

who works with millennials to design 

a career path and develops corporate 

programs to maximize millennial 

talent.  You know exactly what she 

does and who she works with.  She 

sounds like an expert (because 

she is), and when a millennial is 

struggling in their career or a 

company is struggling in how to take 

advantage of its millennial workforce, 

she stands out before anyone else 

can come to mind.  That’s the power 

of having a crystal clear niche.
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2. CREATE A CLEAN DESIGN THAT REFLECTS YOU

The overall design of your website should be two things: clean and reflect you.  Let’s break it down:

CLEAN: A streamlined and easily understood website is much more likely to hold your visitor, ensure they 

click around, and have them coming back for more.  Here are a few pointers on what that means.

• Keep your elements to an absolute minimum to avoid overwhelm, and make it easy to navigate. 

• Your navigation bar takes up a minimum amount of room and only list the very basics.  

• Your copy is clear, on-message, efficient, and is not long-winded or repetitive.

• Your photos should be eye-catching but not too busy, and if you have text on top of them, they 

should have “copy space” that the copy can comfortably sit on top of and still be readable.

REFLECT YOU: Having YOU in your brand is the most important (and fun) part of building your branding.  

If you’re not sure what kind of design you like, create a Pinterest board and look for Branding Inspiration 

(here’s a link to my board to get you started).  Have fun and pin what is appealing to you.  You’ll soon 

start to see repeated design elements, which is your queue as to what your style is.  Take note.

Femtrepreneur Let’s list what’s 

right here: strong copywriting, clean 

negative space, the navigation bar is 

clear and not overwhelming, the logo 

is professionally designed, the photo 

is also professional and has plenty of 

copy space, the colors are consistent, 

the fonts are well paired, and the 

visitor’s eye knows where to land and 

how to flow through the site.  We’ll 

be going over fonts/logos/colors, but 

you can see how it works here. 

Your Hot Copy Founded by 

copywriter Jamie Jenson, this is a 

great example of a site that is not 

stripped down, but still easy to 

navigate.  Why does this work?  It 

comes down to how organized it 

is, and the strong color palette and 

typography.  Your eye immediately 

goes to her photo, and then her 

headline and copy (fittingly), before 

running up to the navigation bar 

and letting curiosity take over.  The 

overall design consistency and clear 

visual hierarchy save the day.
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LuckyBitch.com There’s a reason 

why Denise Duffield-Thomas is such 

a powerhouse.  Her ideal client, 

women entrepreneurs with money 

blocks, is clearly felt throughout the 

design of her site.  From the photo to 

the color choices and the messaging 

(women who want power but are 

feeling broke and exhausted).  If 

this even slightly speaks to you, it’s 

because she’s done her research and 

knows exactly who you are. 

The Uncaged Life Rebecca Tracey 

over at The Uncaged Life is a master 

at knowing who exactly her target 

market is and how to speak to them.  

This screenshot isn’t even the half 

of it.  I recommend visiting her site 

just to read the copy and get the full 

effect of the clarity she has around 

her ideal client (real coaches and 

solopreneurs who are struggling to 

get their first clients). Her products 

all reflect this core audience and 

the needs and wants they’ve 

communicated with her.  Spot on.

3. SPEAK TO YOUR IDEAL CLIENT

When you know what your niche is, you also are then able to drill down and know who your perfect, 

ideal client would be.  Knowing who they are, how they tick, and what their biggest problems are will 

provide two things: 

1. If you can’t relate to their biggest challenges, this will be a sign that some tweaking of your niche is 

in order.  If you can relate to it, boom: you know this is your tribe and that you can help them.  

2. Once you know who you’re focusing on and what their challenges are, you now have a filter for all 

of your content. Whatever you’re writing, be it a blog post, your big headline on your front page, or 

even taking photos of yourself, you’ll make sure that it’s consistent with who your ideal client is.

 

Below are two great examples of leaders in their space who know how to keep it relatable and real with 

their audience while providing exceptionally well thought-out content that is valuable.

http://www.thecuriouslife.org/
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4. CREATE A COMPELLING ABOUT PAGE

The “About” page is one of the most visited pages on a given website, so it needs to speak clearly and 

effortlessly about you, your brand, and your business.  It should tell a story, be human in its tone (no 

business-lingo), and be memorable.  Most of all, though, it should be with your ideal client in mind, with 

the goal of them thinking “Gosh, this page is talking about ME...”  In a way, this page actually isn’t about 

you at all, but instead, it is an opportunity to be focused on how you and your brand 100% understand 

your ideal client via your own story. 

The examples below all tell a rich story that, if you are in their target market, is compelling enough for 

you to connect powerfully with their brand. 

Yellow Leaf Hammocks Born from 

a belief that ethical job creation is 

an empowering long-term solution 

to extreme poverty, they decided 

to become part of the solution in 

poverty-challenged Thailand.  They 

work directly with families to build 

a stable financial future by creating 

jobs in “weaver communities,” and 

their clients get to support these 

communities by purchasing their 

beautiful hammocks.  Win-win, right?!

Baby Mama Fitness Jenn over at 

Baby Mama Fitness KNOWS her 

audience.  Her story and her copy 

are so captivating that, while I am far 

from a baby mama myself (or even a 

lady for that matter), I’m totally sold 

on her ability to connect with me and 

what her commitment is to her clients.  

That is the power of a well-crafted 

About Page.

http://www.thecuriouslife.org/
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5. THE POWER OF A GREAT LOGO

Towards the top of the list of “things that paralyze” early solopreneurs is their logo.  While you may want 

to work with a professional designer eventually, you can absolutely get started on your own.  Below is a 

selection of logos from various successful creators in the online space, and here’s what you’ll probably 

notice right away: they’re all essentially just a font.  There’s maybe a small design element to set it apart, 

but there’s nary an advanced piece of graphics work (even the LeadPages logo’s graphic element is 

remarkably simple).  And, these are SUCCESSFUL companies that are killing it out there.  

The key to a good logo is to keep it simple and to choose a font that is not one of your default fonts that 

came with your computer.  (Re-read that over if you think that part is optional — it’s not).  In order for 

your simple, clean, “type-logo” to work, find simple, clean, free fonts online somewhere like FontSquirrel.  

It’s that easy.  Once things are rocking and rolling, you may want to then get something professionally 

designed, but you honestly may not need to.   If you follow these rules and are inspired by the below, 

you’ll be golden.  If you’re looking for a great online resource to design your logo, try Canva.  You’ll rock it.

http://www.thecuriouslife.org/
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6. SOLID TYPOGRAPHY

Fittingly after the last page, let’s talk about TYPOGRAPHY.  Similar rules apply here as the last page:  

focus on fresh fonts that pair well together. For your headlines, sub-headlines, and body text.  Again, 

avoid the default fonts that came on your computer if you can (Arial, Times New Roman, etc.), though I 

will give a free pass for Helvetica, that timeless font that will never go out of style if used correctly.  

Most importantly, make sure that these fonts reflect you and your brand, though.  Go back to your 

design inspiration board on Pinterest and see what was catching your eye.  Is your website designy, or 

traditional?  Classic or modern?  Feminine or masculine?  You can pair a script font for headlines with a 

bold serif font, or a thin sans-serif font with a bold, smaller sans-serif font.  Maybe your sub-headers are 

all uppercase and your headlines are all lowercase?  Play around with it and get inspiration from websites 

you’re drawn to.  Don’t be afraid to experiment and come up with a few options, testing them in the wild 

before fully committing.  This is the fun part, so have fun with the process!

Jennifer Barley If this isn’t a fun, 

playful use of fonts, I don’t know 

what it is.  You’ve got hand-drawn-

looking uppercase fonts for the 

header, a handwritten font for the 

sub-header, and sans-serif fonts for 

the body copy, logo, and navigation.  

It grabs your attention and reflects 

her as a brand: fun, creative, and 

coaching on the edge.  

Best Self Co This goes to show 

you how something as simple and 

“everyday” as a planner can have a 

modern, current-looking website.  

Their fonts reflect the branding and 

design of the planner itself: Bold 

san-serif fonts for grabbing your 

eye, thinner sans-serif fonts for 

sub-headlines, and serif fonts for the 

tertiary-level design elements like 

body copy and blurbs (like under 

“Our Mission”).  This creates a clear, 

easy-to-follow visual hierarchy that is 

easy to replicate on any website.

http://www.thecuriouslife.org/
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7. A COLOR PALETTE THAT WORKS

If you were to go back over all the examples previously (especially the last page), you’d see one consistent 

element in all of them: there is a color palette at work.  Color palettes keep the overall design grounded 

and from seeming too busy. It’s also a critical element of the constellation of brand elements, including 

your typography choices and logo, that give your brand an important sense of personality and presence.  

At the basic level, you can pick 2-3 different color choices: one to be your dominant color, one to be 

a secondary color, and a third to be a “pop” color that you can pull in to keep things from getting too 

repetitive and have “pop” a bit of something different on the page (think of that red, blue, or yellow 

pillow on your couch that takes the colors in your living room up a notch).  Again, look at your Design 

Inspiration board on Pinterest, or even around your rooms or in your closet.  You know what colors 

you’re attracted to, even if it’s black.  You can use that as a basis for your palette and go from there, 

adding in other color elements to flesh it out.  

To show you just how different your color palettes can look, below are the websites of two very different 

people and brands, Daymond John and Barbara Corcoran of Shark Tank.  

Barbara Corcoran Barbara’s site and 

its turquoise, salmon, and gray colors 

equally showcase her (obviously) 

much more feminine brand.  It looks 

clean and friendly, while also still 

looking professional and high-end.  

While maybe not as “serious” as 

Daymond’s website, above, Barbara’s 

website reflects her high-end 

branding just as perfectly.

Daymond John Branding himself 

as “The People’s Shark,” Daymond’s 

color palette reflects masculinity, 

confidence, seriousness, and a focus 

on business and high-end wealth.  His 

chief colors are black, dark gray, and 

gold, which creates an easily-read 

backdrop for any of the bold white 

typography throughout the site. 
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8. YOUR UNIQUE VOICE

We’ve been focusing on who you’re working with and what your website looks like up until now, but 

here’s something that is just as important: how you’re communicating your message.  Your tone is an 

under-focused upon aspect of your branding that is one of the easiest and most important ways for you 

to inject yourself into your business.  

And, it’s simple.  For example, if you’re funny, be funny.  If you’re opinionated, be opinionated.  If you’re 

a little sassy, go find some sass and make sure it’s in your e-mails, newsletters, and your messaging on 

your website.  Is there a balance there?  Sure!  Part of having good taste is knowing when to hold ‘em 

and when to fold ‘em.  But, don’t overlook it.  In developing your voice, you’re also creating a place of 

trust and “realness” that your visitors will value and appreciate. And, incidentally, it’s the number one 

opportunity to make sure that who you are is tied to your brand.  So let your personality out.  And your 

beliefs.  And your messiness.  And your perfectionism.  Whatever it is, be real about it.  We all need it.

The Smitten Kitchen Here’s how 

the hilarious and ever-relatable Deb 

Perelman begins her About Page, 

“The Smitten Kitchen in its current 

physical incarnation is not the worst 

kitchen we have ever had.”  A New 

York City-based food blogger, she 

has a fervent and active following 

due to her cooking skills and her 

relentless, self-deprecating wit.  Need 

proof?  Look to her two cookbooks 

and hundreds of comments per post.

Innocent How do you stand out 

in a crowded marketplace?  Being 

genuinely funny certainly helps.  UK-

based Innocent creates a line of juices, 

flavored waters, and smoothies while 

also making sure that you understand 

that they’re hilarious and simply want 

you to laugh.  So much so that they 

have a compliment generator and 

a “bored” section on their website, 

where witty distractions abound.  

And, I didn’t even mention their blog 

where they write about desert island 

fancy-dress theme parties!

http://www.thecuriouslife.org/
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9. GUIDE THE CONVERSATION

A clean website design means that your ideal clients/visitors know where to go, and are provided clear 

options of how to interact with your site, your brand, and even you.  What this requires is a strategic 

decision as to what you’d like from your visitors.

Whether your goal is to collect e-mail addresses, build trust via your content, get likes on your YouTube 

page, or ask them to choose from a series of options reflecting how you work with your clients, being 

clear on your objectives of the user experience is important.  By having crystal clarity around your 

visitor’s journey through your website, you’re also creating short and long-term goals for your brand and 

business (more on that in the next page).  

And, perhaps most importantly, defining your intentions for your visitor’s journey before you build your 

website will save you a lot of time and money as you sketch out what you’ll need from your site.  Some 

great examples are below, but also check out some already mentioned in previous pages, like Melyssa 

Griffin and The Uncaged Life.

Sarah Bester A family nutritionist and 

“picky eating coach,” Sarah markets 

herself to parents of small ones who 

maaaaaybe can’t quite be defined as 

“foodies” yet.  Right below the fold 

you see your options: Work Together, 

Join her community, or visit her blog.  

As a visitor, I know exactly where to 

go and what my options are.  It’s also 

clear what her visitor goals are, too: 

create new clients while developing 

trust and her community.  

Makenna Johnston Take notes, dear 

reader, THIS is how you direct a 

conversation.  Right below the fold, 

Makenna has this beauty: a mission 

for you to sign onto where you’re 

inspired, you’re clear who she is, 

what her branding is, and what she’s 

offering.  What’s also clear is that she 

is focused on encouraging her visitors 

to share a little about themselves so 

she can keep the conversation going.  

It’s a straightforward and creative 

solution.  

http://www.thecuriouslife.org/
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10. CREATE A SALES FUNNEL

If your product is one-to-one sessions, group sessions, physical products, or web-based products, there’s 

probably some free content you can offer on your front page, blog posts, podcasts, etc., that will be 

meaningful to your ideal clients and also is a great example of why you are an expert in your field. You 

can offer free sessions, how-to’s, cheat sheets, swipe files, or even templates of some sort: whatever it is, 

you’ll be encouraging your visitors to follow you and submit their e-mail addresses in exchange for your 

sweet content.  And then?  Well, it’s a bit like a first date.

You don’t want to come on too strong (because you like them, obviously), but instead want to develop 

a rapport and establish trust before you sell them your product.  After all, proposing on a first date will 

probably have them running for the hills.  Think of the long-game here.

This is also when everything we’ve spoken about comes together: Your niche, your ideal clients, your 

design, your unique voice, and guiding the conversation on your website.  In other words: you got this.

Amy Porterfield Amy’s website 

is a perfectly engineered funnel 

machine.  With a focus on her three 

lead magnets and her podcast, her 

content completely supports driving 

traffic to conversations surrounding 

her three e-courses.  Every offering 

is perfectly tailored to tag you as 

interested in one of those e-courses, 

and her free, generous content 

means you’ll be visiting her site often 

for more.

Grammarly Grammarly is a free tool 

that allows you to check the grammar 

in your content before you press the 

“submit” button.  To that end, their 

initial sales funnel tool consists of 

a free browser extension to do just 

that.  What’s only unveiled later is the 

option for you to upgrade to their 

paid, premium service, which is more 

likely for you to do once they have 

established trust via the extension.  

They know they have work to do 

first, but that seems to be part of the 

grand plan here.
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