
	  

	  
	  

 
WRITING FOR SOLOPRENEURS 
	  
(Or: It’s Business…and It’s Personal) 
 
A “solopreneur” is someone who has started a business based mostly 
around his or her expertise. It may involve selling a service or a product, 
but the person that owns the business is always front and center.  
 
Writing for solopreneurs ends up being a little bit different from writing 
for other types of businesses. As you know, most businesses have a “brand 
voice” that represents the entire company. Solopreneurs have a brand 
voice too, but it represents their actual voice. As such, copy for 
solopreneurs has to be much more conversational and colloquial.  
 
But, just because they’re great at running a business doesn’t mean these 
solopreneurs are necessarily great at copywriting—even if it does 
represent their own voice. That, of course, is where you come in. Writing 
for solopreneurs can be a great niche that will let you stretch your abilities 
and work with some really dynamic and knowledgeable people. 
 
That said, here are a few rules for writing for solopreneurs. 
 
 
 
 



 
 
Make Things Personal.  
The most important part of writing for solopreneurs is to make it seem like 
any and all copy was written by them, expressly for the person that is 
reading it. A one-person business is based on relationships, whether 
they’re real, virtual or even just implied. Purchasing from a solopreneur 
should feel like making a purchase from someone the buyer knows. 
Instead of saying “New! The XYZ Course for Accelerated Learning,” you 
might say something like, “Hey! My XYZ Course for Accelerated 
Learning is live! I’m really excited to let you take a look at it. Here’s 
why:”  
 
This is not to say that “conversational” definitely means “wordier,” but it 
should certainly mean friendlier. The copy should feel like it was 
transcribed from a conversation between one friend and another. Now, 
obviously, the personality of the solopreneur will come into play here. If 
the business owner is more of a straight-laced person selling a financial 
product, you won’t end up saying thinks like “I’m super-psyched to share 
my new e-book!” Spend some time talking to your client and sussing out 
exactly how they want to portray themselves online. Then, take that voice 
and translate it directly into your copy.  
 
Infuse Personality Into Everything 
Every consumer touchpoint should be written in your solopreneur’s voice. 
From subject lines and emails to “About Us” web copy and product 
packaging, everything should have a consistent tone. If you’re not going to 
write all of your client’s emails and blog posts, this may also mean one of 
two things: 1) You have to educate him/her about how to write in this 
tone, or 2) You have to amend the style you’ve suggested to be more like 
his or her natural tone. If you’ve created a dynamic, effusive tone but they 
just can’t match it in what they write, you may have to tone it down a bit. 
 
 



 
Write Conversational, Dynamic Headlines and Subject Lines 
I’m grouping headlines and subject lines together here because many of 
the principles work in the same way. As you read, though, remember that 
subject line rules still apply: keep them relatively short and put your most 
important words toward the beginning of the line. 
 
Writing for solopreneurs lets you flex the rules a bit more when it comes 
to writing interesting and engaging headlines and subject lines. In the 
course, we talked a bit about curiosity headlines and, while you’ll want to 
use those sparingly with business clients, you may end up using them 
much more often with solopreneurs. Simply put, curiosity headlines and 
other styles that closely walk the “gimmicky” line can be very effective, 
but they sound more realistic coming from a single person than from a big 
company. They also tend to be much more sensational and personal than 
most companies can get away with. Think about it: “Why I gave up on 
sleep (and you should, too!)” sounds much more natural coming from a 
single personal than from a multi-national corporation. 
 
This is also the case with other kinds of effective headlines/subject lines. 
They can work very well coming from a solopreneur, but tend to sound 
weird coming from a company. Here’s a shortlist of headline styles for 
solopreneurs:  
 

1. Curiosity lines — “This Short Video Made Me Change My Life” 
2. Questions — “Want to know how to double your income in 24 

hours?” 
3. Lists —  “5 Super-Simple Steps to Finishing Your First Novel” 
4. Promises — “Sell Your Home in One Week, Guaranteed!” 
5. How Tos — “How to Make Your Child More Creative” 
6. Counter-Intuitive — “You Can Stop Trying to Save Money! (Here’s 

Why)” 
7. Personal Statement — “I Had to Test This Stain Remover Myself to 

Believe It” 



 
 
You can see that some of these can pretty quickly veer into the “cheesy” 
category, so you’ll want to walk that line carefully. Be sure, too, that 
anything you tease in the headline gets paid off in the body copy. If your 
headline implies that they’re going to learn something in the body copy, 
the reader had better learn it—or at least learn how they can learn it. The 
answer to the headline, for example, might be fully paid off in your 
solopreneur’s product or course.  
 
Identify the Pain Point 
Part of effectively getting the reader to trust your solopreneur is proving 
that your solopreneur can relate to the reader—and one of the most 
effective ways of doing this is by directly identifying the reader’s pain 
points.  
 
The reader’s pain points are the needs that the product benefit meets. If the 
benefit of a solopreneur’s course is that it will help buyers start writing the 
novel they’ve always wanted to write, the need of the buyer is that he or 
she wants to write a novel but hasn’t been able to get started. As the 
copywriter, you can directly address that pain point to the reader: “Is there 
a novel in you that you just can’t seem to write?” or “Have you always 
wanted to be a novelist, but have never been able to sit down and write?” 
You’re looking to identify a pain point that makes a reader think, “Yes! 
That’s me! That’s my exact problem!” 
 
Then, after you identify the pain point, you need to express how your 
solopreneur’s product can address it: “This course will finally get you 
writing—and completing your novel!”   
 
 
 
 
 



The copy will be even more effective, though, if your solopreneur has had 
the same pain point and overcome it: “Have you always wanted to write a 
novel, but have never been able to do it? I was in the same boat, and felt 
just as confused and discouraged as you do—until I stumbled on the secret 
that got me to write, finish and sell my first novel! Now, for the first time, 
I’ve put my personally tested process in a course, so that you can finally, 
finally, write, finish and sell your novel, too.”  
 

 
* * * 

 
So, as you can see, writing for solopreneurs definitely bends some of the 
conventions of copywriting, but it certainly doesn’t break them. As with 
any copy you write, the most important thing is to convey is the benefit to 
consumer.  
 
Working with solopreneurs can be a lot of fun since it allows you to play a 
bit more broadly with style, tone and format. And, perhaps even better, 
potential clients are easy to find. The internet is full of solopreneurs and 
the vast majority of them could benefit from your services. Try searching 
small business resources sites and you’ll often find listings for 
solopreneurs’ sites. You’ll also have luck finding them by searching 
“coaching” and “consulting” — many solopreneurs fall, at least partly, in 
those categories. 
 
Once you’ve found your potential clients, just sent them an email 
introducing yourself, praising their site or services/product and letting 
them know specifically how you can help. Before long, you could have a 
roster of solopreneurs paying money for your services. 
 
  
 


