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TRANSCRIPT 

Maggie: Welcome to Marketing Moxie, episode number ten. 

Announcer: Welcome to Marketing Moxie with Maggie Patterson, where we get down and dirty on 
all things marketing for entrepreneurs.  Maggie takes a practical, no-holds-barred 
approach to helping you take action on what matters to your business, all with her 
signature moxie and sass.  Now, it’s time to roll up your sleeves and dive in. 

Maggie: Hey guys.  It’s Maggie.  I’m so glad we’ve gotten to episode number ten and we are 
starting a new series today.  We are going to have a whole series on online marketing 
called, Brilliant Basic Training.  The idea for this really came from the fact that there are 
so many elements to online marketing.  I think a lot of times we feel like we should do 
them all or we just don’t know enough about them.  So, I’ve teamed up with a bunch of 
different guest experts to bring your some of the smartest, savviest strategies out there 
to help you build your business.  The idea is that you can take this information away 
and use it for your business in a way that’s very practical.   

 The other idea of this is that you don’t have to do these things if they aren’t a good fit 
for you and your business.  We all have different businesses.  We all have different 
audiences.  We all have different needs.  One size fits all sucks.  I’m just going to say it.  
We need to get rid of the idea of following these little cookie cutters and just because 
someone tells us we should, we do it.  There are only so many hours in the day so we 
need to find a mix of strategies and tactics for our online marketing that are actually 
going to work for us. 

 So, today we’re going to dive into this series with branding.  I’ve invited guest expert, 
Suzi Istvan from Socialsuzidesigns.com and she is going to talk to us today about 
branding and simple things you can do when you get started with your branding, to 
really start communicating it.  So, let’s listen in on the conversation with Suzi. 

 So, now we have our guest expert for today, Suzi, and she is going to talk to us about 
branding.  So, Suzi—first of all welcome to the show.  We are really glad to have you 
here as our guest expert. 

Suzi: Thanks, Maggie.  Thanks for having me. 
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Maggie: I’m going to go right into the lightening round, because I think we all know that I like to 
get through fast and furious so people can get out and actually start applying some of 
the things that they’re learning.  So, our very first question is—why would someone 
else’s brand look terrible on you?  You recently did a video on this and I just loved it and 
I really want to talk about this idea of mimicking and copycatting and how that really 
doesn’t serve us very well. 

Suzi: Oh, yeah.  It’s one of my favorite topics these days, which is why I did that video.  I 
think it’s really common that we get into business and we have our business heroes, 
our business crushes, the people that we want to be just like them and sometimes 
they’re the reason we got into business, right?  You’re so inspired by what someone 
else is doing and you decide you want to do something similar to them.  then, the 
problem becomes when you start trying to copy their visual brand and your start trying 
to copy their website or you start trying to copy their tone of voice if they speak a certain 
way and you just end up kind of looking ridiculous, of course, because you’re not being 
yourself.  You’re being a knock off version of somebody else.  So, it’s something that 
comes up for me when I work with my web design clients or my branding clients.  I 
certainly want to know who inspires them.  But, then for some clients, it’s a matter of 
directing them away from directly copying someone else because why would someone 
hire you if you’re just a fake version of somebody else?  They’ll go hire that person.  
You need to figure out how to make you come through in your branding. 

Maggie: I really love that and I think that there’s something to be said for the difference between 
copying a best practice—like, “I’m going to put an opt-in bar here,” or something else 
versus, “Hey, let me rip off their entire color palette and website layout.” 

Suzi: I’ve just been having this conversation with a lot of people recently about—there are 
certain things you don’t want to reinvent the wheel on, because they’ve been proven to 
work, exactly like you said, best practices, having an opt-in or an email list at all or 
putting it in certain places.   

 But, then the other problem that goes deeper than that is, sometimes all those best 
practices can feel very confining.  Sometimes some people really don’t want an email 
list.  Some people really don’t want to blog.  They are absolutely not going to update 
that blog.  If I build them a blog on their website, it’s going to sit there empty for months 
at a time.  That doesn’t look good or help anybody.   

 So, there’s always remembering that you always have a choice and how you build your 
business is totally up to you.  You don’t have to add an e-course.  You don’t have to 
write a book.  You don’t have to add one on one services if you work better in groups.   

 So, sometimes ripping off someone else not only looks stupid, but it can sort of confine 
you into this, “Well, this is how my business has to be,” and that stinks.  That’s not why 
any of us got into running any of our own businesses.  We got into it to do stuff that 
feels right to us and helps people in the way that we best help people. 

Maggie: I’m glad you brought that up—feeling confined.  I know for me, as I started on my own 
online business, I really felt like I had to have a course.  Then, I realized, “I really like 
working with clients one on one.  I really excel in that area.  That’s where I can 
differentiate myself, by being  a partner in people’s businesses and really helping them 
figure out exactly what those right marketing elements are,” so I think the big message 
in all of that is take it and make it your own, whether it be your website or what kind of 
services you offer.  You don’t have to do the same thing just because it’s the right thing 
to do. 



Suzi: There is no right thing.  It’s kind of amazing what’s happening with online business right 
now.  Yes, there are absolutely experts.  There are people who know what they’re 
talking about and get results.  But, in general it’s a pretty new field.  And, we’re all kind 
of writing the rules as we go right now.  I used to be in social media marketing when I 
worked for corporate and then when I first started my business, I was doing small 
business social media marketing.  It was really cool because you could call yourself a 
social media marketing expert, but there was no such thing.  Nobody was an expert.  It 
was a brand new field.  You could not have a master’s degree in social media because 
Twitter was just invented.  We’re kind of a social media native generation.  We were in 
on the ground floor.  We are the experts, whether we think we are or not.  And, I think 
that’s kind of what’s happening with online business right now, we get to define the 
terms and we get to define them for ourselves.  So, if someone’s doing something and 
it makes total sense for you to take it and put your own spin on it, absolutely.  But, just 
because someone else is doing something doesn’t mean you have to or even that it’s a 
good idea for you. 

Maggie: I love that.  Let’s say you’re at the point where you’re just starting out your business or 
you’re pivoting your business—how do you figure out your own brand and then use 
your inspiration in the right way to help you shape your brand? 

Suzi: I’m going to start with the second part of that.  How do you use inspiration the right 
way?  Because, it’s okay to be inspired by other people, but one thing you might want 
to think about is—being really critical when you are inspired by somebody.  So, you 
mentioned Marie Forleo earlier and that is really common.  If you have ever said, “I 
want Marie Forleo’s website,” you are certainly not the first person to think that.  And, 
it’s okay.  It’s fine.  You have permission to think that.  But, then what I want you to do is 
think, “Okay, why do I want Marie Forleo’s website?  What is it that’s making me feel so 
awesome when I’m on her site?  Why do I feel so energized or why do I want to hang 
out here all day?”  Really start to look at what is making you feel that way for Marie 
Forleo?  I think for a lot of people, it’s actually her photography.  Her photography is 
awesome.  It’s not the business head shot.  It’s her on her front stoop with her dog.  It’s 
in a great outfit and her hair, as usual, looks phenomenal.  It shows on her personality 
or at the very least, the personality she wants to associate with her brand.  So, if that is 
what’s doing it for you, then put awesome photography at the top of your ‘things you 
need to get done’ list for your brand.  For some people, it is the font she uses or the 
way she has the layout of her site, the way she direct people to the blog first, and not 
necessarily to her services page because she’s growing her audience in a very specific 
way.  She wants people to become fans of her online TV show before they necessarily 
go look to buy something from her—the really intentional way of building their business.  
So, maybe that speaks to you.  Maybe that’s what you like.  You like feeling like you’re 
not being sold anything.  You’re being given free content right away. 

 So, look at what it is that’s responding to you and take some notes on that and then 
work with your designer or you could be doing it yourself.  I’m partial to designers 
because I am one.  But, work with your designer to see how you can incorporate those 
elements into what you’re building for yourself.  How can your photography reflect you?  
How can your website be set up to speak directly to your audience?  Definitely find 
inspiration, but then really start to figure out how you can make it your own and 
whenever you find yourself sort of copying, stop to figure out why.  Is it a best practice 
that you’re copying or are you copying something style-wise that you should probably 
be looking for your own way to accomplish the same thing? 

Maggie: I love that.  I think there’s so much to be said for—I know the first time I arrived at Marie 
Forleo’s site it was colors.  I was like, “This is so refreshing,” so take away refreshing as 



how you want your site to feel. 

Suzi: And, that answers the first part of your question more clearly, too, about where to start 
with your branding.  This is where I start with all of my clients—how do you want people 
to feel when they encounter your visual brand?  Obviously, and you know this, Maggie.  
Your brand is so much more than your website or your logo.  It’s the tone of voice you 
use when you talk to people.  It’s the kind of offerings you give.  It’s your price point.  It’s 
the whole story that you’re telling.   

 But, when it comes to the visual stuff, the logo the website and all that, it’s talking about 
how you want people to feel when they encounter you and refreshing is a really good 
one.  It’s really clear and specific.  For some people, it’s calm.   

 I have a few clients’ right now whose clients are very frazzled and very overworked and 
overwhelmed, so they want—when people land on their new website—they want their 
clients to feel kind of, “Ahh,” that sense of, “Okay, I can breathe.  I’m home.  This 
person understands me.”  And, that’s very different from the personal trainer who’s 
trying to energize her audience.  Or, the cook who’s trying to get people to sit on their 
bottom all day and stay on the website and look at amazing recipes—it has a very 
different goal from the running coach who literally wants you to be so inspired from 
reading their website that you get off the couch and move into action. 

 So, it’s looking at how you want people to feel and how you want them to react when 
they see your visual brand.  That’s going to start to shape what you do from there. 

Maggie: I think the ‘how do you feel’ question is always the most telling question when you talk 
to anyone about messaging or branding, hands down.  Because, you can get to the 
heart of everything right then and there. 

Suzi: Yeah, it’s more effective to start from there as opposed to, “I really want a pink box here 
and I really want blue circles with a drop shadow and I want them to be here.”  If you’re 
starting from that very aesthetic place, I think you need to dive a little deeper and say, 
“Why do I want those?  Why do those appeal to me?  How does that serve the people 
I’m talking to?”  So, that would, I guess, be another bit of advice I have if you’re just 
starting.  Go deeper.   

 Every time you come up with something aesthetic—here’s a really common one.  
People want a slider. They want a slide show on their home page, which I am not 
opposed to that at all.  I think it’s a great way to tell a story in limited space.  But, you 
need to look at why.  Is it because you just think sliders are really cool?  In which case, 
how is it service anyone?  How is it helping the people that you’re talking to?  Dive a 
little deeper, there.  Or, is it—“I’ve got three main messages and I want to get them 
across in equal importance.”  Okay, then maybe a slider is a good option for you.   

 So, always start to look underneath the aesthetics for the why and then go from there.  
You’re going to end up building something really authentic to you, whether you’re 
intending to or not, because that’s where you’re working from. 

Maggie: You know, Suzi, as someone who does copywriting, I get to that one all the time.  “Well, 
what do you want in this third box?”  Silence—I’m like, “Well, why do we have a slider 
with three images when we don’t have a third message?” 

Suzi: Yeah, exactly.  Again, it’s freeing.  You don’t have to have that stuff.  You don’t have to 
have a slider with three boxes underneath it.  It’s totally optional.  You get to figure out.  
Start with your message, first.  Start with how you’re serving people and then figure out 



the best way to deliver that message and the best way to tell people how you’re serving 
them.  The design will sort of happen on its own.  It’s kind of magical, when you’re in 
that place of clarity. 

Maggie: I want to say, as a side note, when I was first getting to know Suzi—she told me my 
website, “Yeah, you don’t look professional enough,” and I really took that to heart.  She 
was like, “Everything here is good, but you don’t look professional enough and you’re 
super professional.  So, if someone comes to you expecting the girl in the swing, 
they’re going to get a bit of a rude wake up call.” 

Suzi: Oh, that’s right!  Because, it was a picture of you on a swing, which was adorable.  But, 
you’re more professional than that. 

Maggie: Literally, as soon as you said it I was like, “Oh, she’s right.” 

Suzi: Also, you’re putting that message out there that you want to attract soft, fun, playful 
people that aren’t that serious about their business and it’s not that you weren’t serious 
about your business.  It’s just that’s who you’re going to call to work with you and then 
you’re going to get on the phone with you and be like, “Whoa, Maggie means business.  
Maggie’s hard-core in a great way.  Maggie is going to give me the tough love when I 
need it,” and maybe that’s not what they were looking for.  And, that’s not who you want 
to work with either, Maggie.  Because, you want people who are a little more serious 
and ready for action and ready to hear what the tough stuff is and take actions.  So, 
yeah—your visual brand can really set you up for major success or it can set you up 
for—not failure, but a rude awakening.  So, if you are all of a sudden getting clients that 
you’re like, “Where did this person come from?  Why am I working with all of these 
clients that I don’t connect with?”  Maybe go back to your visuals and see what story 
you’re telling with your visuals.  Does it line up with the people you actually want to 
work with? 

Maggie: I know, it’s really interesting.  I wouldn’t attribute it to everything, but in the last few 
weeks I’ve had way more inbound leads since I changed my website look. 

Suzi: Perfect. 

Maggie: Because people—I think they look and they go, “Stop the cookie cutter marketing.” 

Suzi: Yeah. 

Maggie: “I’m sick of being told what to do.  Let’s figure out a plan that’s me and not just this 
check box plan.” 

Suzi: Yeah, exactly.  It’s almost magical how that works. 

Maggie: Yeah, I love it.  We could talk about brand for days and days.  But, what are really the 
top three things people need to know before they start working with a designer and 
trying to figure out everything and getting into that visual part of the brand.  What are 
the things that they need to nail down? 

Suzi: It’s really basic and I think that’s what makes it so difficult.  It’s kind of the stuff we either 
don’t think to do because it’s so basic or we kind of want to speed right around past it 
because we want to get to what we perceive to be juicer stuff.  But, if you can back up 
and nail down these basics and have them so that you can explain them to someone 
else in a sentence or less, you’re going to be so much better off when you go to work 
with that desire.  You’re going to be able to spend your time working on creating magic 
and making money from your business, frankly, using your design to get you clients, get 



your hired and get you signed up with the right people rather than trying to figure out all 
these basics, which is you have this figured out ahead of time, you’re all lined up. 

 So, the first thing I would say is to figure out—what are you good at?  And, I don’t just 
mean what do you do professionally?  But, what are you really good at?  So, Maggie—
you’re a really good example of that.  You are a copywriter among other things.  But, 
you’re a brilliant copywriter and we sort of figured out recently just through 
conversations—it wasn’t like one of us was prompting the other. 

Maggie: No, it just happened. 

Suzi: It just happened that you are a brilliant content strategist.  And, I think from you that 
came really easily, so you were like, “Yeah, duh.  Of course that’s what I do.”  And, for 
me—I know that that’s not super common—that content strategy is hard.  It’s really 
difficult for people to nail down and it’s really hard to find someone who specializes in it.  
So, your super power then, is not only brilliant copy, but content strategy on top of that.  
I love to find this with my clients—coaches particularly.  What are you really good at?   

 I’m working with this client that I’m kind of just crazy about right now and Maggie, 
you’ve got to talk to her too.  She’s a career coach.  But, her sweet spot because of her 
work background and because of her personal journey and personal story—she’s super 
good at working with people who have been laid off or who are looking for a really big 
career change or maybe retiring or re-entering the work market.  That’s really specific.  
She’s really good at helping people who are right in that spot.  That’s awesome.  That’s 
totally different than someone who’s just looking for a promotion—who’s just looking to 
climb the ladder. 

Maggie: Exactly. 

Suzi: Or, someone who’s looking to start a business from home exclusively.  It’s so cool when 
you can figure out, “That’s what I’m really good at.”  I know for me, personally, I thought 
when I started my web design business I was going to work with start-ups.  I figured out 
really quickly that I’m much better at working with people who have been in business 
for a while, who are really clear on what they do and who are ready to raise their prices, 
create new offerings, go from offering one thing to kind of building an empire and get 
bigger and sort of grow in that way.  That’s where my sweet spot is as a designer.  I can 
really work with those people. 

 So, number one—figure out what you’re good at and really spend some time on that.  
So, that’s my number one.  And, then number two, which is related but different, is—
who do you do your best work with?  That can be considered your ideal customer, 
avatar or your dream clients.  I like to look at it as—who is it that you do your best work 
with?  That’s sort of like the examples that we just gave before but for me it’s, like I 
said, people who are about to grow, people who are looking to raise their rates, people 
who have been doing this a little while.  They’ve got the start-up jitters out of their 
system.  Now they’re really ready to sink their teeth in and go for it.  For me, it happens 
to be women that I connect with and it also happens to be people who are in the 
service industry.  Of course, if someone came to me with a product and we really 
resonated and have a good Repour, we could work together.  If a man came to me, 
same thing, and we had a great connection, we could work together.  But, getting really 
clear on who I like to work with and who I do my best work with, is really helpful.  We 
had the whole discussion, Maggie, about if you have to have a niche and if you have to 
work in your niche and all that.  I think there’s a lot to be said, there, on either side of 
that discussion. 



Maggie: Absolutely. 

Suzi: Actually, in some ways it’s really good and for some people it doesn’t make sense.  But, 
for everyone, you’ve got to figure out who you do really good work with because that’s 
going to make it to where you can use your brand and directly speak to those people.   

 So, number one is figure out what you’re good at and number two is figure out who you 
do your best work with.   

 Number three is get really clear on what are you going to do to get what you do well to 
the people that you do your best work with.  That’s just kind of a long way to say, “How 
can I pay to work with you?”  I can’t tell you how many times I’ve had a consultation 
with someone who has this amazing nutrition program and they’re going to make the 
world healthier and they’re going to teach everyone how to be a vegan and they’re 
going to do this and this and they’re going to specialize in moms.  And, then I say, 
“Okay, great.  So, what are you selling?”  And, then there’s radio silence.  And, they say, 
“Well, what do you mean?”  And, I say, “Well, how can I pay to work with you?”  And, 
there’s silence again.  That’s because they haven’t gotten to this third part.   

 They’ve figured out what they like to do.  They’ve figured out who they want to do it 
with.  And, they don’t know what they want to sell.  And, that’s really important.  You 
can’t have a business if there’s no way for people to pay you.  So, you need to figure 
out, “Do I need six months one-on-one with someone to get this resolved?  Do I need a 
group program where people can interact with each other to get this resolved?”  You’ve 
got to kind of figure out what your, at least, initial offering format is going to be.  And 
again, going back to what we said earlier, you’re not offering that just because that’s 
what your business hero did or that’s what you think you have to do.  “Is this genuinely 
the deliver method to best get what I’m amazing at to the people that I’m amazing at 
working with?”  And, once you’ve got that down and you’re really clear there, then start 
working on your brand.  Start working with a designer.  Even if you’re building your own, 
if you’re coming from that place of clarity, you’re going to have so much more luck than 
if you’re floundering around writing blog posts, but you’re not really sure what the point 
of it all is, if you can get clear on those three things—you’re going to be in such a better 
spot. 

Maggie: You know what, Suzi?  I think that so many times we use the problem of people not 
having the product.  I think a lot of times people start with the product and don’t really 
think about—“Well, what am I actually really good at?”  if you are the type of person that 
really feels like whatever you do needs to be super customized—well, a group program, 
one size fits all approach is not going to be the right thing and a lot of times—that’s 
where I’m getting clients.  “Well, I have this thing and I want to market it.”  And, I’m like, 
“Whoa, slow down.  Let’s go back to the very beginning.  Why are you doing this?” 

Suzi: Yeah, and also you can find a lot of freedom when you don’t start with the product.  So, 
if it’s like, “Alright, I’m going to teach a course and it’s going to have four modules and a 
private Facebook group and a call every week and I’m going to sort of follow that 
formula.  What can I teach?”  It gets really frustrating because now you’re taking the 
format and you’re trying to stuff what you’re good at into that format.  Whereas, if you 
were going to, “Oh, I should have had an example ready here.”  Let’s say people want 
to know—I’ll use you as an example, Maggie.  Let’s say people want to know how to be 
better at guest posting, guest blog posting.  So, people are coming to you and you’re 
hearing this question a lot from your clients, which is a really good place to come up 
with an offering.  People are asking you for it.  You know there’s a need.  You’re not 
inventing one.  That’s a whole different marketing topic to get into.  You’re in a really 



good spot.  People are coming to you.  They’re saying, “I want to do more guest 
posting.  I have no idea how to do it.”  You’re getting that question over and over.  
Rather than saying, “Well, I guess I’ve got to create a course.”  I would really spend 
some times breaking down, “Okay, who specifically needs this?  How do these people 
like to learn?  How could I deliver this information?  Maybe I can write an e-book.  
Maybe I could write an e-book that comes with four one on one sessions with me as 
they work their way through it.  Maybe I could create a group program.  Maybe I could 
have a retreat.  Maybe I could have an actual snail mail delivery service.”  You could 
really start thinking outside of the box and figuring out how you could deliver that 
answer to people and then you have all kinds of options.  What seems like the most 
fun?  What makes the most sense for your business?  “Which do I really want to do?  
Which can I afford time wise and financially to do?”  Then, it’s not, “Oh, I have to set up 
this course.”  It’s, “I’m going to deliver this information to these people.  Here are all my 
options.  This seems like the best one.” 

Maggie: You know, last week I actually had a conversation with two newer clients and I had to 
be the bearer of bad news that when you have a really small list or a group offering, a 
program is probably not the best place to start because you basically have no 
foundation to sell to.  So, where are you magically getting these people?  It’s not to say 
you can’t do it, but I also think you need to be realistic from an overall marketing 
perspective.  “How is this actually going to work for my business?” 

Suzi: Just things like—say you are going to set up a course.  If you’re an introvert, maybe 
having phone consultations isn’t a great option for you.  That can be really draining.  I 
know for me, because I’m kind of a mix between an introvert and an extrovert and I 
found out early.  Because, I like talking to people and I like working with people.  But, I 
also really like to go into my studio and quietly—well, I put on some jazz music—but, 
really get in depth and work on something for a lot of hours and then come back to the 
client with some results.  Well, earlier this fall, I was doing this kind of branding 
coaching with clients and it was so draining for me because being one on one on the 
phone with you for an hour at a time and then writing up a follow-up report afterwards—
while it was delivering a lot of value to the client, it was really draining for me because 
that’s just not how I work best.  So, when you do this, you go back and figure out what 
you want to deliver to people, you get to figure out, “Okay, is this the way that I work the 
best?”  Because remember, you’re creating this business, so don’t set up something 
you hate doing.  Maybe if you have a really small list with this burning desire to reach 
people in a group program.  Okay, maybe you’ve got to look at some free webinar 
options and grow your list and expand that way.  But, if you’re someone who hates the 
idea of a webinar, maybe you need to re-look at the whole thing altogether.  So, just 
always remembering that there are options.  There’s never something you have to do.  
You’re not more or less successful because you have checked off this or this box.  And, 
creating a business that answers those three questions and then also works for you. 

Maggie: I think that’s a really good place to leave because Suzi and I, honestly, could talk about 
this all day long. 

Suzi: We have before. 

Maggie: I must disclose, not only do Suzi and I work together, we also talk about this stuff a lot.  
We’re business besties.  We have our own hash tag, marketing nerds. 

Suzi: That’s right. 

Maggie: So, Suzi if people want to learn more about the work you do, where can they find you? 



Suzi: My website is socialsuzidesigns.com.  That’s where I hang out with my web design 
development, brand identity creation and I’m on Facebook at 
Facebook.com/socialsuzi—same with Instagram and Pinterest.  Those are Social Suzi 
as well.  And, you can find me at Twitter at @tweetsuzi and I always get really excited 
when I get tweets from new friends so don’t hesitate to send that marketing nerd hash 
tag our way.  Maggie and I would be really thrilled. 

Maggie: Yes, we are issuing a challenge.  If you listen to this episode, you need to tweet us at 
our marketing nerd.  We want to get a little bit of excitement going here. 

 So, Suzi—thank you so much for your time and wisdom today.  It was great and I will be 
talking to you soon. 

Suzi: Great, Maggie.  Thank you. 

Maggie: Whoa, wasn’t that action packed?  Suzi and I had a lot to say.  I do have to tell you that 
I actually get to work hands on with a lot of Suzi’s clients and I get to experience Suzi’s 
genius quite frequently as we master mind on different topics.  I really hope you 
enjoyed what she had to say.  But, let’s dive into our take aways from the show. 

 The number one take away is you want to take the time to really understand what your 
niche and audience and unique gifts are.  I know that sounds very basic, but if you start 
off with the offering or you start off with, “I want Marie [inaudible 28:49] website,” you 
are not going to be well served.  As Suzi said, that brand would look terrible on you.  
And, I will link up to that video where Suzi talks about Chris Carsbrand and how it 
would look terrible on her in the show notes.  And, you’ll be able to find the show notes 
over at www.maggiepatterson.com/episodenumber10. 

 The second part to take away is that when you’re looking at other elements of websites, 
to start to think about how that could work for you.  When you say, “I like the slider,” why 
do you like the slider?  Do you have three messages to communicate that with?  What 
are the different elements and how are you going to pull them together? 

 And, the last take away is such a simple one.  How do you want your website to make 
people feel?  I love that question.  It is a question I ask when I do content strategy.  I 
know it’s a question Suzi asked.  It’s a question you should be always asking yourself, 
whether you’re working on visual elements, you’re working on copy, or you’re working 
with an outsourced person to do those things for you.  How do you want your 
customers to feel?  I personally want people to feel empowered, like I’m approachable.  
Maybe you’re a yoga instructor and you want people to feel calm and relaxed—really 
tap into what those things are. 

 I have captured some of the brilliance from our discussion today in the Brilliant Basic 
series with Suzi—get that play on words?  I crack myself up.  Yes, I know.  I’m 
hysterical.   

 So, I’ve captured some of that over in the hand out for today’s episode.  So, I hope 
you’ll join me over there at maggiepatterson.com/episodenumber10.   

 If you like this show or hey, if you hate this show—you’ve listened to this for almost 30 
minutes.  Hats off to you if we’re really annoying you.  Hop on over to iTunes and 
review this show.  We love reviews and I would love to see more international reviews.  
I have lots from Canada and the US, but I’d like to keep adding to my collection, if you 
will.  And hey, you might get a shout out on a future show. 

 So, we’ll be back next week with another guest expert and another brilliant basics topic.  

http://www.maggiepatterson.com/episodenumber10


And, we’ll catch you all soon. 

Announcer: Thanks for listening to Marketing Moxie with Maggie.  Visit our home base at 
www.maggiepatterson.com for show notes and more episodes. 

 

Show notes at: http://www.maggiepatterson.com/episode10 
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