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WRITING THE 
 

HOME PAGE
perfect

LEARN TO BUILD RELATIONSHIPS THAT 
LEAD TO MORE BOOKINGS



HOW TO WRITE A HOMEPAGE

Job 1 :  Te l l ing r ight-f i t  v is i tors  “Yes ,  you ’ re  in  the r ight  p lace i f  you 
have X  problem”
Job 2 :  Te l l ing wrong-f i t  v is i tors  “Oops ,  you ’ re  not  in  the r ight  
p lace because th is  doesn ’ t  resonate for  you . ”
Job 3 :  Dr iv ing the v is i tor  to  learn  more ,  by  scro l l ing down to  read,  
by  subscr ib ing to  your  l i s t  to  get  a  f reebie  of fer ,  by  c l ick ing to  a  
sa les  page,  or  by  schedul ing a  cal l .  

The Goal :  Te l l  the  v is i tor  they ’ re  in  the r ight  p lace

Your  home page is  your  f i rs t  impress ion ,  in  which you only  have 15  
seconds to  impress!  So  you need to  te l l  each v is i tor  very  c lear ly  in  
those 15  seconds that  you ' re  the one to  so lve  the i r  problem.  Usual ly  
wi th in  the miss ion statement ,  which should  be your  header  copy .

which is  the  most  important  copy on your  websi te .  Header  copy is  1  
to  3  l ines  of  text  that  essent ia l ly  says :  “Yes ,  you ’ve  come to  the r ight  
p lace!  That  problem you have? I  know what  i t  i s  and how to  he lp  you
f ix  i t ! ”  

And once the reader  knows that ,  they ’ l l  scro l l  down to  learn  more .  
* I f *  they have that  problem.  I f  they  don’ t  have that  problem or  don’ t  
l i ke  your  approach ,  you don’ t  want  to  work  wi th  them anyway.  So  
that  header  copy is  real ly  do ing three jobs :

1 .

2 .

3 .

The rest  o f  the  home page cont inues  to  do these jobs  in  d i f ferent  
ways ,  a l l  o f  which deepen the re lat ionship  between your  reader  and 
you .  

Creating relationships that lead to clients

That is the #1 job of the header copy
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Your home page copy needs to answer the five questions below. 

So make sure to answer these questions before you go any 

further;

Who is your ideal customer?

What problem(s) do you help them solve?

What is their ideal outcome - ie. after you solve their problem, 

what bright future do they envision for themselves? It ’s the “we’l l  

solve this problem so you can…” part. “So you can” is the end 

benefit

What makes you uniquely qualif ied?  This may be your unfair 

advantage but doesn’t have to be. Basically, why are you the one 

to help?

The big WHY behind your business and the unique way you wil l  

help them that no one else has

.  

UNDERSTANDING YOUR CLIENT
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THE DO’S AND DON’TS OF

Before  we get  to  wr i t ing the template ,  be  aware of  the  most  
common pi t fa l ls  o f  inef fect ive ,  bor ing ,  c l ient-repel l ing home 

pages .  
 

Don ’ t :  Make your  home page about  you .  
I t ’ s  not  about  you ,  i t ’ s  about  them.  Instead of  say ing “Welcome 

to  my websi te ! ”  just  d ive  into  the i r  problems and your  so lut ions .  
Your  readers  want  to  see themselves  ref lected back in  your  

home page.
 

Do :  Wr i te  l i ke  you ’ re  ta lk ing to  your  favor i te  c l ient .
There ’s  a  copywr i t ing t r ick  to  wr i te  l i ke  you ’ re  ta lk ing to  one 
reader  -  and that  one reader  is  your  ideal  c l ient .  But  just  as  

important ly ,  wr i te  l i ke  you ta lk .  In formal ,  fun ,  use s lang ,  swear  i f  
you swear .  How you wr i te  shows your  personal i ty ,  and your  

personal i ty  i s  what  real ly  se l ls  your  serv ices .
 

Don’ t :  Weaken your  copy
You don’ t  want  to  over  promise or  exaggerate  -  that ’s  t rue .  But ,  
you a lso  don’ t  want  to  underwhelm your  reader  wi th  tepid  copy .  

D i tch “maybe”  and “might”  and “poss ib ly . ”  Wr i te  l ines  that  get  
not iced and remembered.  Be  brave wi th  your  words .

 
Do :  Make i t  scannable .

Nobody is  go ing to  read b ig  chunks  of  text .  But  they wi l l  scan 
for  headings ,  bu l let  po ints ,  bo ld  words  and images .  I t ’ s  

especia l ly  important  to  keep each sect ion of  your  home page 
br ie f  (a im for  100  words  per  sect ion) ,  but  a lso :  

 
V isual ly  break up the text .

 
 

home page copy
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HOME PAGE LAYOUT
for success

Clear  nav igat ion 
at  the top

Secondary  header  
expla in ing what  you do ,  

who for  so  they can

Pain  points  and 
so lut ion that 's  go ing 

to  take them to  joy

Show credib i l i ty  and 
l i s t  anywhere you 've  

been featured

Your  recent  
work/gal ler ies/blog 
OR add your  f reebie  

here

CTA to  next  log ical  
s tep for  c l ient  to  work  

wi th  you

Header :  B iggest  
benef i t  c l ient  gets  
f rom work ing wi th  
you

Opt ional  gal lery   -  best  
for  photographers  or  
des igners

Empathet ic  and unique 
reason why they 
should  work  wi th  you

Di f ferent  ways to  work  
wi th  you wi th  l inks

Credib i l i ty  showing 
test imonia l  o f  why i t ' s  
great  to  work  wi th  you 
-  pul l  re latable  
sn ippets

Footer  should  inc lude 
navigat ion  Instagram  
and opt ional  s ign up  
form
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TIME TO GET WRITING!
Header :  Th is  i s  your  at tent ion-grabber  POWER STATEMENT .  Lead wi th  
the b iggest  benef i t  c l ients  wi l l  get  f rom work ing wi th  you .  You may 
f ind that  the b iggest  benef i ts  are  the opposi te  of  your  prospect ’s  
b iggest  pain  points .

Th ink  of  i t  th is  way :  I f  your  c l ient  could  have had the i r  best  f r iend 
sat  next  to  them te l l ing them exact ly  what  they need to  hear  what  
would  that  be?

P lay  wi th  a  few vers ions .  

One wi th  the i r  best  f r iend te l l ing them exact ly  what  he/she needs to  
hear

One leading wi th  just  your  B iggest  Benef i ts

One l i s t ing the *opposi te*  of  your  prospect ’s  worst  pain  points

Opt ional  Sub-Header :  Inc lude who you he lp ,  what  you do/how you 
he lp ,  “so  you can [what  wi l l  the  be able  to  do?]”

OR

Welcome statement :
Say hello and introduce yourself! What do you do? Who do you do it for? What 
will your clients be able to do with your help, and why does it matter to them? 
Why does it matter to you that they succeed? This section is here to give them
a sense of who you are, and if you’re the right person to help them with their 
problems. Then, take a moment to lift them out of their problems and into 
their big dreams.

“Welcome to  [your  bus iness] .  I ’m [your  name] and I  he lp  [ ideal  
c l ient  descr ipt ion]  get  [ the resu l t  they want]  so  you can [ the b ig  
WHY -  why gett ing the resu l t  matters] .

I  know th is  matters  to  you because [c l ient ’s  b iggest  dreams]
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TIME TO GET WRITING!

Thei r  b iggest  f rust rat ion
Fears  they ’ re  hav ing
What  th is  problem stops them f rom doing or  hav ing ( that  they ’d  
dear ly  love to  do or  have)

Pain  Po ints  b i t :  
Hey ,  i f  i t  were  easy to  get  those B ig  Dreams,  everyone would  do i t .  
Th is  i s  where  you acknowledge that  th is  i s  hard .  Hard how? Hard in  
a l l  the  ways they ’ve  to ld  you when you d id  your  customer  research .  
Make a  l i s t  o f  the  pain  points  and st ruggles  you ’ve  uncovered and 
choose a  few that  came up most  of ten .  Descr ibe the i r  s t ruggles  
br ie f ly ,  but  wi th  enough deta i l  to  let  them recognize  themselves ,  
and fee l  l i ke  you just  might  understand (and be able  to  he lp) .  Keep 
th is  part  short  -  3  sentences max .

Th ink  in  terms of :

You can wr i te  th is  in  sentence form,  or  bu l let  po ints .

Why I  can he lp  statement :
Br ie f ly  s tate  your  qual i f icat ions  to  he lp  them through th is .  Th is  may 
be your  educat ional  background,  your  personal  exper iences ,  or  your  
unfa i r  advantage.  Most ly ,  i t ’ s  because you *understand* the i r  
problem (you’ve  probably  been there) ,  and you know how to  get  out  
of  i t  and reach those outcomes they ’ re  dy ing to  reach.  What  is  “ the 
new approach”  you have that  wi l l  f ina l ly  so lve  the i r  problems?

You’ re  bas ical ly  answer ing the hardest  quest ion any marketer  has 
to  answer :  Why should  they choose you?

How we can work  together :
Th is  i s  where  you br ie f ly  show them the opt ions  of  how to  work  wi th  
you to  so lve  the i r  problems.  Maybe you have one of fer  -  that ’s  
great !  Put  a  br ie f  descr ipt ion of  that  here .  Maybe you of fer  one-on- 
one coaching and a group coaching program.  Br ie f ly  descr ibe each 
and put  l inks  into  the i r  respect ive  sa les  pages .
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TIME TO GET WRITING!

To your  serv ices  page to  check  out  what  you have to  of fer
To your  f reebie  again  i f  your  main  goal  i s  l i s t  bu i ld ing
To your  About  page i f  i t ’ s  important  to  you that  they learn  more 
about  how you work

When you ’ re  wr i t ing your  descr ipt ions ,  ask  yourse l f :  What  is  the  
benef i t  o f  each type of  serv ice  and who does i t  work  best  for?

Freebie  Opt- In  CTA (Cal l  to  act ion)
What  does your  f reebie  of fer  he lp  them do that  a l igns  wi th  one of  
those B ig  Benef i ts  they want  (or  so lves  a  pain  point  they have)?  

[Verb]  my Free [v ideo ,  download,  emai l  ser ies ,  ebook]  and learn  how 
to  [so lve  a  pain  point]  so  you can [ ideal  outcome] in  [ re lat ive ly  
short  t ime-span] .  

Soc ia l  proof  /  Test imonia l :
Test imonia ls  are  “soc ia l  proof”  that  he lps  prospects  fee l  more 
conf ident  that  they can t rust  you .  Test imonia ls  are  more persuas ive  
i f  they  a lso  have p ictures  of  the  person g iv ing the quote ,  so  ask  your  
c l ients  i f  i t ’ s  okay to  use the i r  photo and  the i r  words .  (Don’ t  have 
any c l ients  yet?  Sk ip  th is  for  now,  you ’ l l  be  f ine!)

F inal  CTA
This  f ina l  ca l l- to-act ion (CTA)  is  where  you d i rect  people  to  where 
you MOST want  them to  go next .

Opt ions  could  be :
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Just  make sure  to  read everyth ing over  CAREFULLY ,  and then again .

And then ,  maybe ask  a  f r iend or  even an ideal  c l ient  to  read through 
to  see i f  th is  resonates  wi th  them.

YOU'VE DONE IT!
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SHALL WE
stay in touch?

I'D LOVE TO STAY IN TOUCH.  YOU CAN CONNECT WITH 
ME AT ANY OF THE ABOVE PLATFORMS. :)
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https://www.etsy.com/shop/JennyLaineDesignsLLC
https://www.facebook.com/JennyLaineDesigns
https://www.tiktok.com/@jennylainedesigns
mailto:jennylainedesigns129@gmail.com
https://www.pinterest.com/jennylainedesigns
https://astrolldownjennylaine.com/

