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TRANSCRIPT  

Maggie: Hey everyone, welcome to episode number two of Marketing Moxie with Maggie 
Patterson. 

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: Today, we’re going to continue our theme that we started in our very first episode, 
talking about Fix Your Website—Fix Your Street Cred.  The idea is that your website 
really is that fundamental building block of your business as a small business or 
solopreneurs.   

 The idea of website clarity is that when someone comes to your website, you want to 
look like an expert, whether that person be a perspective customer, a member of the 
media—like, maybe it’s CNN calling and it’s, like, your big moment, and you don’t want 
to drop the ball because they can’t figure out what you do or if you’re the right person to 
have as a guest on the show.  Or, maybe it’s your big gig speaking break.  Who knows 
what it is?  But, you want to get really clear on certain things on your website, and I’m 
going to break those down for you today. 

 I also have a really awesome special guest I’m super excited about.  She’s actually 
been doing site reviews for solopreneurs and I have actually worked with her myself.  
I’m just thrilled to introduce her with you in a few minutes.   

 The idea behind all of this is that you shouldn’t underestimate the importance of your 
site being done correctly.  You need to have it very clear what you do, like we talked 
about in episode one.  Why do people want to work with you?  You want to look like a 
pro.  This is so basic that it actually is one of those things that I question whether I 
should do an episode on this or not.  But, if you don’t have these things nailed down, 
you will be bleeding money.  I can guarantee it.  From a promotional perspective, one of 
the things I actually talk about quite often with my clients and with perspective clients, is 
about the idea that the website needs to serve a certain purpose.  When it comes to 
media and speaking and people you want to guest post on their website, you need to 
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look like a pro.  You don’t want them popping over to your website after they get their 
pitch and being like, “Hell no, it looks junky.  It looks like the amateur hour.”  You don’t 
want any of those things.  So, what I do is—I call that the Press Kit Principal.  Just 
because I was looking for a catchy title to, kind of, pull all these thoughts together.   

 So, specifically, when it comes to promoting yourself, you want to make sure that when 
they arrive on your website, it’s easy to say yes to you, because the very first place they 
are going to go is to your website, guaranteed, hands-down, no doubt about it.  When I 
started doing my guest posting about six or seven months ago, I actually was getting e-
mails back from people after I pitched them.  They said, “Wow, your website looks 
good.  It’s a go.”  That tells me what I already knew to be true, that they were going to 
my website.  So, why do I call this the Press Kit Principal?  The Press Kit Principal is 
based on the idea that—when I started out with PR back in the day—and, if you guys 
were out in the working world, you know exactly what I’m talking about.  When we 
would go to promote a client or our own company, we would send out a hard copy 
press kit.  I’m talking a kit folder with pockets—the whole deal.  And, in that we would 
have all the background that a reporter or a speaking organizer or any other influencer 
would be able to use to make a decision of whether it was a yes or a no.  Now, your 
website really fills that role.  So, that’s why the Press Kit Principal—everything that we 
have in the press kit should still be on your website.   

 So, what are some of those things?  You should have a really great about page.  You 
need to have a formal bio, absolutely.  And actually, in episode three we are going to 
talk about the about page and how to make it super effective for media and for your 
customers.  Another thing you should have if you’ve been doing promotion for a while 
or you’ve been guest posting, speaking—you need to look at having specific pages 
dedicated to those things.  So, you need a press page if you’ve been guest posting for 
a while, because you want to showcase that work.  You want to show that you have 
skin in the game and that you’re really knowledgeable and that you are being 
published.  It also does this second thing, of signaling to people coming to your site that 
you are credible.  You are an expert.  People trust you to give your opinion.   

 Same thing with speaking—if you’re speaking actively, I really encourage you to include 
a speaker page on your website.  I know a lot of times it seems like a small thing to do, 
but it can signal a much bigger thing.  It signals that you’re respected in your industry 
and that you truly know what you are talking about.   

 If I’m a show organizer and I go to the website, I’m going to feel way more confident 
about my potential speaker, if they have a speaker’s page which has everything I need.  
It has a one sheet.  It has signature talks.  It has a bio.  It has past speaking 
experience.  It might even have a video or pictures.  I know they actually have spoken 
before.  It’s a proof of performance, if you will.  A lot of trade shows that I have 
personally worked with in the past, require proof of performance, because they are at a 
level where they want to know that you are legit.  Plus, if I’m a customer showing up 
there, “Oh, wow.  You’re a speaker?  That’s very cool.”  All of a sudden you have way 
more street cred, and that website is doing its job for you. 

 I am going to give you a check list at the end of the episode in the show notes.  If you 
want to check with the show notes, they’ll be at maggiepatterson.com/episodenumber2.  
And remember, Maggie Patterson has two T’s in Patterson, and it’s episode 2, no 
number sign in there. 

 Now, I want to turn over to our guest, Ellen Ercolini.  I’m so excited to have her on here 
to chat with us really briefly.  She’s been doing reviews herself of solopreneur websites 



and I’ve been super impressed with what she’s been doing.  She gives really specific, 
targeted ideas about where they might be leaving money on the table.  And, we’re all in 
business to make money, so no one wants to leave money on the table.  Ellen is a pro 
when it comes to this.  Ellen is a money making expert who works with creative 
entrepreneurs to help them make more money.  She’s a certified coach and honestly, 
she is seriously gifted when it comes to helping you through the clutter and getting to 
work.  I personally have worked with her in my business to do just that.  You can learn 
more about Ellen and her business over in the show notes.  And, let’s turn this over to 
Ellen and hear a little bit about where she thinks you can be improving your website. 

 So, I’m really interested from a website perspective.  What are some of the most 
common mistakes that you see entrepreneurs making on their websites? 

Ellen: Oh my gosh, this is such a good question, Maggie, because there’s a lot of seemingly 
small mistakes that entrepreneurs are making, but they’re actually huge.  And, all of 
them are pretty easy fixes.   

 So, the first one that I see that really limits people’s ability to get clients, is having their 
‘work with me’ or the ‘what’s next’ piece be unclear.  So, if somebody gets to 
somebody’s website and they’re like, “Oh, this woman looks amazing and I want to 
work with her.”  If it’s not clear how to do that, no matter how amazing they think you 
are, they’re not going to do it because you’ve made it really unclear for them.  So, what 
I mean by that is—if your ‘work with me’ button goes to, like, a blank contact form or if 
your ‘work with me’ page links to a ‘FAQ’ page instead of how to hire them, or, if you 
don’t tell people what to expect after they fill out your inquiry or intake or calendar 
booking system.  So, that’s the first piece, where it’s just really—really unclear how to 
actually work with the person that you want to work with. 

 The second piece, which is related, is not having clear services.  I’ve seen so many 
websites that are bright, they’re engaging, they’re funny—the people who run them are 
obviously charming and talented and smart and articulate.  And, it is unclear what they 
do.  And, that’s a really big problem.  You really want to have your services dialed in 
and super clear, because that’s going to let people know if you’re the right fit for them or 
not.  And, no matter how amazing and fun and vivacious you seem, if people don’t 
understand what you do and how you can change their lives, then they’re also not 
going to hire you and that’s totally leaving money on the table. 

 The third thing I’ve seen sort of an epidemic of these days, which is having a really 
boring opt-in.  So, the opt-in is a thing on your site that is your hook.  It’s your, “Get this 
guidebook in exchange for your e-mail address.”  It’s the motivation.  It’s the bribery tool 
to get somebody’s e-mail address.  As most online entrepreneurs know, you want to 
have a solid e-mail list to communicate with your potential clients and sell things and, 
sort of, build a relationship with.  So, you want to have a way to capture those e-mails 
on your site.  So, if you have an opt-in that’s really boring, it turns people off.  It doesn’t 
make them excited to connect with you, and these days, there’s more and more online 
businesses than ever, so your opt-in really needs to stand out and be interesting and 
give people a reason why you deserve their e-mail address.  Not just, like, any old PR 
person, but why do you, Maggie Patterson, deserve it?  Or, why do you amazing Health 
Coach, instead of every coach out there, right?  So, the guidebook, Seven Steps To 
Happiness—I’ve actually seen on a lot of people’s sites.  I’m sure it’s a unique and 
different take, but it doesn’t inspire me to put my e-mail address in the list, because I 
could probably find that information elsewhere, and it doesn’t seem very original to me. 

 My other pet peeve is when people just simply put, “Subscribe to my newsletter,” 



because that’s like the most boring and dry thing you could possibly put on your 
website and online traffic and visitors are so much more savvy these days.  You need to 
give people compelling reasons to be on your list, which starts with your amazing opt-
in. 

Maggie: I think you may have brought up a really good point about the opt-in, because people 
are getting so much e-mail.  They’re getting pickier.  I think when you first start out, 
you’re looking at service online, you kind of throw caution to the wind.  You want all the 
information you can get.  And, then all of a sudden you learn about tools like Unroll Me, 
and you start to be really picky about your inbox.  Then you find out about Inbox Zero 
and the next thing you know, you don’t want anyone in your inbox.  So, you have to 
give me something pretty compelling to make me want to do that. 

Ellen: Yeah, it’s competitive.  And, I feel like newer entrepreneurs maybe don’t realize that, 
because they’re new.  So, they’re just like, “Yeah, I have this and that’s good.”  And, 
they’re thinking about it from their perspective, right?  They think that it’s awesome that 
they created this opt-in, because it was hard and configuring your Mail Chimp takes a 
minute and all those types of things.  But really, you have to look at it from your client’s 
perspective or from your reader’s perspective.   

 We lived in an opt-out culture.  So, you need to be giving people a really good reason 
to opt-in.  They’re smarter and savvier than ever and there’s more and more tools for 
them to un-enroll.  So, the follow-up advice of that is, you need to give them really good 
reasons to stay on your list.  You can’t just give them one amazing thing and then 
expect them to be there forever. 

Maggie: So, Ellen, I know that you’ve been doing the site reviews and you go through the 
people’s sites.  You come up with a lot of different things.  If I’m listening to this and I 
want to walk away with this and take action, what’s one thing on your website that you 
should be prioritizing over all the others to fix? 

Ellen: That’s also a really good question.  I think, these days, it is the opt-in.  It’s really making 
sure that your opt-in is specific to your audience and from you.  So, something that they 
can’t get anywhere else and that it’s mega value.  I would really spend some time on 
this.  It shouldn’t just be something you whip out in an hour and PDF and call it good. 

 The follow-up is really making it clear how to hire you and how to walk people through 
the steps of what to expect.  Even people’s websites that I see have a clear ‘hire me’ or 
‘work with me’ or ‘schedule a free consultation with me’—they don’t tell people what to 
expect after they click the button.  Online visitors are savvy.  They want to know what 
the deal is.  They don’t want to feel scammy or spammy.  The more you can manage 
your clients experience with that and help them know what to expect, then the more 
taken care of and seen and heard your clients are going to feel. 

Maggie: So, as you know, one of the things I talk about—and, I’m going to talk about this a lot in 
the podcast, is establishing your credibility—really positioning yourself as an expert.  
From your role as a coach and what you do with your clients’, why do you think a 
website is so important to establishing your credibility? 

Ellen: It’s everything.  People aren’t going to the Yellow Pages.  Your website is everything.  
Your website is your calling card.  Your website is your resume, but it shouldn’t look like 
a resume.  It should be much more engaging than that.  Your website is where people 
are going to go to research you.  You should have links to sites you’ve written for, sites 
you’ve been featured on.  You should be featuring happy clients who you’ve changed 
their lives, with links to their sites so people can check out the impact of the work you 



do, if you work with people who have websites.  But, your website also is like the one 
corner of the internet that you’re in charge of the content on.   

 So, you do get to position yourself however you want and you do need to position 
yourself as an expert so that you become known for what you do, and you develop not 
only your own corner of the internet in terms of content, but also in terms of, “Here’s 
where you go when you want to learn about these things or when you need blog 
posting or guest posting support, you go to Maggie Patterson’s site, because you know 
that’s what you’re going to find there.”  And, the more consistent you can be with those 
expectations of what people are going to find, the more it solidifies you in their minds as 
an expert and people pay for expertise.  If you’re Joe Shmo, sort of generalist Life 
Coach, then it’s going to be really hard to charge $500.00 a session.  But, if you only 
work with non-profit executives who are up for promotions, then $500.00 all of a sudden 
seems like a lot more of a reasonable price tag.  But, your website is everything.  And, 
my PSA on this is do not hesitate to update your website.   

 My biggest pet peeve with online entrepreneurs is they’re like, “Oh, yeah—check out 
my website.  But, it’s not really updated,” or, “I haven’t added these things,” or, “It’s out 
of date.”  And, there’s like, literally, no reason why you should be waiting, because your 
website is so important and it’s your calling card and it’s your first impression.  So, if 
you’re featured on a site that’s driving traffic to your website, you need to have that 
updated so that people are getting the best version of you. 

Maggie: I love what you said about people not being afraid to update their site.  I know, for me, 
I’m, like, doing something on my website all the time.  And, it’s just little, tiny things and 
even if you’re not really comfortable doing it, you should be just looking at your website 
as a work in progress, not, “I’ve done it.  I’ve got my copywriter.  I’ve got my 
developer—done.  I don’t need to touch it for a year.”  Because, it really should be 
dynamic.  It’s a living, breathing thing.  And, as you’re messaging changes or you learn 
things about your clients or your ideal clients, you can go in the flow and just evolve 
over time. 

Ellen: Yes, and you have to, because if you don’t evolve, it feels stagnant, right?  And, it will 
feel out of date.  I like to think of your website, like, as a really close dance partner.  As I 
learn new steps and new moves, I always translate that to my website, because I want 
my clients and my potential clients and my readers to know that.  And, I think the 
biggest myth that new-ish online entrepreneurs have is that it’s permanent, right?  “Oh, 
I can’t update my website because I don’t know what my tag line is,” or, “Oh, I’m not 
sure.”  It’s like, you can edit it.  You can actually edit the internet.  Nothing is permanent.  
And, that’s good because your business should be evolving.  If you’re really engaged 
with the process of building your business, it means you are going to evolve and you 
can edit and update your website.  I have a blog post coming out about this next week, 
actually, because it’s so important to me. 

Maggie: We’ll link that up in the show notes for sure.  So, if anyone wants to check out more 
about Ellen, you can check it out in the episode number two show notes and I will link it 
up and we will talk more about how to fix your street cred with your website. 

 Wow, didn’t Ellen really provide some great advice?  Some practical, tangible things 
that you can look at in your website, fine-tune, tweak and really make your own—I love 
when you’re able to take action and go away from this episode and get things done.  
That’s what an entrepreneur or small business that’s doing marketing with moxie 
really—really does.  That’s at the heart of what this show is all about. 

 Let’s dive into today’s take-aways.  So, I have three take-aways for you today.  Again, 



they are super simple, but the key here is action.  We could go on for 45 minutes about 
things you could be doing, but if you have a huge list, you’re less opt to do them.  

 Number one—your website must be clear.  Ellen did touch on this and I feel very 
strongly about this point she made.  Don’t use cute titles of what you do.  Don’t use a 
lot of jargon that people might not be able to understand.  I, actually, have gone through 
this myself, realizing that after a lifetime of working in Public Relations and PR, and that 
most people don’t understand what that means.  They think I might be in Customer 
Service or they have these other ideas about what it is.  Now, I just speak in terms of 
promotion and being really clear on what kind of steps you want people to take.  
“You’ve got a speaking page?  What are the next steps for booking me as a speaker?”  
If I’m a customer and I want to book you to work with you, what’s the next thing to do?  
Give us visibility into the process so we understand how it works.   

 Take-away number two—your site isn’t just about the customers.  Your website serves 
many services.  Yes, your number one audience for your website are customers, but 
really take the time to make sure from a promotional point of view when you are 
reaching out to people for marketing your business, whether it be guest posts, interview 
opportunities, podcast interviews or even speaking opportunities, that you’re making it 
easy for people to say yes to you—that your website has those things addressed and 
you look like you’re open for business.   

 And, number three—and, this is something that Ellen and I touched on briefly, but I 
think this is a really good one to remember.  Your site is a work in progress.  You can 
easily make changes as you grow or change and evolve.  So, don’t get so stuck on the 
results that you’re afraid to make changes. 

 Are you ready to take action?  Are you ready to do some marketing with moxie?  You 
can get today’s check list, which is packed full of ideas on how to improve your website 
and fix your credibility over in the show notes.  The show notes are over at 
www.maggiepatterson.com/episode2.  And, that’s Patterson with two T’s.  Don’t forget 
it. 

 Thank you so much for joining me for another episode.  I would love to get a review 
from you here in iTunes.  Reviews are appreciated and I will be giving shout-outs in 
upcoming episodes for reviews.  I hope you found this valuable and we’ll see you next 
time for more Marketing with Moxie. 

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/episode2 
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