
Hello everyone and welcome to Module 1 of Freelance Academy!  
 
In this module we’re going to be focusing on specializing, and it’s jam-packed with interactive 
exercises to help you narrow your focus and determine a clear direction for your freelance 
business.  
 
So make sure you have the Module 1 workbook on hand and be prepared to put me on pause 
to work through the assignments. Let’s get started! 
 

 
 
Why specialize? 
 
In business, it’s tempting to want to appeal to everyone by offering any and everything. 
 
You want a custom colored pencil portrait of your yellow lab, Bruiser? I can do that. 
You want a brand and website for your new lifestyle blog? I can do that, too. 
You want Pokemon wedding invitations? Sure, I’ll give it a go. 
 
Because if you offer more options, you’ll appeal to more people...right? 
 
Wrong. 
 
When you offer too many things, you won’t be known for anything. 
 
Call me a nerd, but one of my favorite shows is The Next Food Network Star. 
 
On the show, 10 talented chefs compete for a chance to win their own show on the network.  

 



 
The judges on the show critique the taste of their dishes, but they’re even more interested in 
their camera presence, marketability, and most importantly, their unique “POV” - point of view. 
 
Those judges know that in order for a person to be a star on a major TV network, they have to 
be known for something. They need a unique point of view in order for viewers to relate to 
them and remember their show. 
 
One of my favorite contestants - Loreal Gavin from Season 10 - was a motorcycle-riding, 
guitar-playing butcher that sported tattoos, a southern accent, red lipstick, and a fun 1950’s 
style. 
 
You knew that when Loreal cooked, there was going to be some sort of meat involved (as well 
as a story about her grandma who fostered her love for cooking). 
 
Loreal didn’t offer vegan recipes to try to win over the people who wouldn’t be interested in 
steak and hamburgers. Instead, she stuck with what she knew - meat and potatoes. 
 
The same is true for freelancers.  
 
When you specialize and limit your offerings, you become the expert on that subject. 
 
Others can easily sum up what you do and what you’re known for. You not only become 
memorable; you become more desirable. 
 
But when you offer everything under the sun, it’s confusing. People don’t know exactly what 
you do and they begin to question if you’re able to do any of it well. 
 
In this module, you’re going to hone in on your unique POV and determine what you want to 
be known for.  
 
Everything we’re going to cover in this course builds off of this lesson. If you skip over this 
module and continue to offer everything under the sun, you won’t be able to attract the right 
clients, streamline your process, take the driver’s seat on projects, create demand for your 
services, and bring in enough money to sustain your business.  
 
Before I dive into this lesson, here’s an overview of what you’re going to accomplish in Module 
1. 
 

 
Module Overview 

 



 
First, you’re going to take an objective look at your strengths and weaknesses. Specializing 
isn’t just about the short-term. The goal of this course is to set a rock solid foundation for your 
business so that it’s profitable not only now, but in the years to come. In order to pursue 
longevity and sustainability, we need to take a good look at your strengths and weaknesses at 
the outset. It’s good to keep them in the back of your mind as you approach the rest of the 
course. 
 
Then, you’re going to conduct market research to understand your potential customers. 
Before you decide on a niche, you need to make sure there’s a market for what you’re offering. 
To do this, you need to discover who’s currently following along with you, do some research on 
what’s currently being done in your industry, and pinpoint your ideal customer. 
 
And last, but not least, we’ll end this lesson by developing your own unique approach 
(POV). After taking into account your strengths and weaknesses and doing some research on 
your market, you’ll probably begin crossing some ideas off your list and narrowing your focus. 
But just in case, I have a series of questions to ask you that will help you narrow it down even 
more. Then, you’ll consider some different ways to differentiate yourself from others in your 
industry and write your mission statement. 
 
Even if you think you have all of these steps figured out already, I encourage you to work 
through them again. At the very least, it will confirm what you’re offering and solidify your 
unique POV.  
 
 

List your current offerings and future ideas 

 
But first, before we dive into identifying your strengths, it’s time for a brain dump. On the first 
page of your Module 1 workbook I’ve included a section for writing down all of your current and 
future offering ideas.  
 
Because before you can specialize and sort through your ideas, you need to get them out and 
lay them all on the table. Then, as we go through the rest of this module, you can hold each 
idea up to the exercises and determine whether or not it’s a good fit.  
 
Put me on pause and take a second to list everything you’re currently offering and hope to 
offer in the future. I’ll wait right here. 
 

 
 
Now that all of your cards are on the table, it’s time to sort through them. Let’s start by 
identifying your strengths.  

 



 
 

Identifying your strengths 

 
Remember what I said a moment ago: This course isn’t just about the short-term. By the end of 
these 3 months together, I want you to walk away with a solid foundation for your business that 
you’ll continue to build upon in the months and years to come. It’s all about longevity. 
 
Which is why I’m starting off by having you identify your strengths and weaknesses.  
 
A few months ago, the Myers Briggs personality test came up in a conversation that Jake and I 
were having with some out of town friends. In the long car ride home, we decided to take the 
test and figure out what our personality types were, just out of curiosity.  
 
To be honest, I didn’t have high hopes for the results. But I was stunned when the personality 
type they matched me with fit me to a T. Jake’s results did, too. 
 
I’m an introvert. He’s an extrovert. 
I process things internally. He processes things externally.  
I’m the workhorse. He’s the idea guy.  
 
By identifying these character traits, we were able to understand each other better (even 
though we’ve known each other since we were 9). But even more importantly, we were able to 
understand ourselves  better and identify the things that make us tick. 
 
The test opened my eyes to my strengths and weaknesses, and it helped me see how both 
of them played a role in my business. It also confirmed that what I’m offering is suitable and 
sustainable for me. 
 
For example, I’m an achiever and a perfectionist. I love organization and I gain satisfaction from 
creating systems and sticking to them. My 2-week client process may seem like a stretch to 
some, but it works well for my personality type. It pushes me to get things done, stay on a strict 
schedule, and feel accomplished.  
 
I’m also an introvert, so working from home isn’t a huge struggle for me (although I do get 
lonely from time to time). I would prefer to work by myself without anyone looking over my 
shoulder.  
 
All of these observations are good to consider when you’re specializing.  
 
You may think you know yourself well and you may have already taken a bajillion personality 
tests in the past, but take a few minutes and answer the questions for the Myers Briggs test. 

 



 
At the end of the test you’ll be matched with one of 16 personality types. Read through your 
character profile and consider how your personality traits will help you or pose a challenge to 
you in your industry.  
 
Then, based off your results and the feedback you’ve received from friends, family, and peers, 
start making lists of your strengths and weaknesses. I’ve left a place for you to write them out 
on page 2 of your workbook.  
 
Once you’re done, analyze your results to see if what you’re offering is conducive to your 
personality type and your strengths. 
 
If you’re trying to chase after an offering that you don’t enjoy or feel capable of, you won’t 
be able to sustain it long-term.  
 
With that said, there are going to be aspects of running a business that you won’t necessarily 
enjoy or feel capable of. That’s normal, especially when you’re trying to wear several different 
hats and keep your business afloat. You’re not going to be able to do it all perfectly. 
 
But you need to ensure that the service you’re providing plays off of your strengths and is 
something you enjoy to guarantee your business is sustainable for the long haul. 
 
So put me on pause and follow the link I’ve provided in the resources section of this module.  
 
Then, share your personality type in the Course Community. It will be interesting to see if 
there’s a trend among us creative types!  
 
(And if you’re an ISFJ like me, you’ll especially love analyzing your personality because you’re a 
pro at analyzing everything.) 
 
Alright. Put me on pause and go take that test!  
 

 
 

Conduct market research 

 
Now that you’ve done some research on yourself, it’s time to do some research on your 
industry and your potential clients.  
 
You probably have some ideas on your current offerings list that you’re excited about. And it’s 
important to have an interest in what you offer and enjoy what you do.  
 

 



But it’s just as, if not  more , important that potential clients have an interest in it, too. If they 
don’t, you’re going to end up broke and disappointed.  
 
This is what separates a business from a hobby. 
 
A business is profitable; it makes more money than it spends. A business provides products 
and services that people are interested in and are willing to spend money on.  
 
A hobby doesn’t bring in any money. It satisfies the interests of the person engaging in the 
hobby rather than satisfying the interests of customers.  
 
If you aren’t bringing in an income from your business, it’s a hobby. 
 
So before you decide on a niche, you need to make sure there’s a market for what you’re 
offering.  
 
Do people need it? Do people  know  they need it? And are people willing to buy it? 
 
We have a tendency to simply guess at the answers to these questions. But guessing can 
be risky and costly in the long run. So instead, we’re going to work with the facts.  
 

 
Researching your current audience 
 
Let’s start by taking a look at your current audience, the people who are following along with 
you right now. When you’re researching your audience you’re going to want to look for 
common themes in order to develop a “composite ideal customer.”  
 
This will help you specialize in 1 of 2 ways: 
 

1. You’ll either figure out who’s following along with you and choose to gear your services 
toward them 

2. Or you’ll discover that your offerings don’t match up with your current audience and you 
need to switch things up 

 
Now, some of you may be starting from scratch. That’s okay. Watch this section and take notes 
for the future, because as your audience and client base continues to grow, you’ll need to 
conduct research every so often to gather data about the people following along with you.  
 
There are 6 tangible ways to conduct research and get to know your current audience . 
 

 



1  |  Google Analytics 
 
Google Analytics provides stats for all the people who visit your website, from their age and 
gender to their interests and affinities. 
 
The amount of information they’re able to compile is super helpful and kind of creepy, all at the 
same time.  
 
If you haven’t already hooked up Google Analytics or another analytic platform to your website, 
I recommend doing that ASAP. It’s not only helpful for discovering facts about your audience, 
but it’s also helpful to see which pages of your website are getting the most traffic and 
engagement. 
 
I recommend Google Analytics because it’s the most in-depth. It can be as simple or as 
complex as you need it to be. 
 
If you need help hooking it up, I’ve included some links in the resource section of this module 
to help get you started. 
 
Let’s walk through how to learn more about your current audience through Google Analytics. 
 
First, sign into your account and visit your dashboard. In the left-hand menu, click on 
Audience > Demographics > Overview. 
 
On this page, you’ll be able to see the average age and gender of your audience.  
 
I don’t know about you guys, but I was somewhat surprised to learn that a quarter of the Elle & 
Company audience was made up of men! It just goes to show that when you take guesses 
about your audience, there’s a good chance you might be wrong. 
 
Next, click Interests > Overview. 
 
Here’s where it gets especially interesting, because Google Analytics let’s you take an inside 
look at the interests and affinities of your audience.  
 
Now, you have to take some of these categories with a grain of salt; just because dating 
services is an interest listed in this section, it doesn’t mean I should start talking about love 
languages and compatibility on the Elle & Company blog. That probably goes without saying. 
 
But it is  helpful to take a look at the facts about your audience and measure them up to your 
offerings.  
 

 



If the interests of the people following along with you coincide with the direction your business 
and your offerings, you’re on the right track. 
 
If they don’t, you probably need to make some changes to start appealing to potential clients. 
 

2  |  Blog comments 
 
The same is true for blog comments. 
 
Many blog platforms allow commenters to link to their own sites or social media accounts. So 
take the time to click on those links and do a little research on your audience.  
 
Some may call it creeping, but I prefer the term research ;) 
 
So get to know them better by following that link. What’s their age, occupation, gender, 
income level, and stage of life?  
 
And I’ve left space in your workbook to take notes and write down the information you find.  
 
Jake randomly tried out this method with Elle & Company comments 2 years ago, back when 
my blog content was all over the place and I mixed portfolio posts in with recipes and personal 
posts. To my surprise, he discovered that the majority of people following along with me were 
bloggers.  
 
That’s a decent place to start. Bloggers need brands and websites, and a lot of those bloggers 
were also business owners. 
 
So I started to gear my blog content more toward the bloggers and business owners who were 
following along with me and pointing them toward my design package. Some readers who had 
been following along for the recipes and personal posts stopped following along, but that’s 
okay; they weren’t my potential clients.  
 
I’ll get into content next week, but that’s just an example of how researching your current 
audience can help you specialize and narrow your focus.  
 
So start paying attention to the people who take time to leave a comment on your site. 
  
 

3  |  Social media engagement 
 
You can follow the exact same method on social media, too.  
 

 



Take some time to visit the accounts of people who regularly like and comment on your posts 
and find the answers to those same questions. 
 
What’s their age, occupation, gender, income level, and stage of life?  
 
Most social media platforms also provide analytics about your audience, including Instagram, 
Pinterest, and Facebook. Here’s a quick look at how you can access the facts about your 
audience on each one.  
 
Instagram 
 
Instagram recently came out with a new business profile feature that lets you see stats about 
your audience like location, gender, and age.  
 
If you haven’t already converted your personal Instagram account to a business account, go to 
your profile and tap the gear in the top right corner. Then tap Switch to Business Profile. 
 
On the Connect Your Facebook Page screen, you'll see all of the Facebook Pages you're 
currently an admin on. Select the Page you'd like to associate with your Business Profile on 
Instagram.  
 
On the Set Up Your Business Profile page, review your business's contact information, make 
any changes and tap Done. 
 
Once you’ve set up your Instagram business profile, a chart icon will appear in the right hand 
corner which gives you access to your Instagram analytics.  
 
You can find the gender, age range, and top locations of your audience by tapping the chart, 
scrolling down to the Followers section, and tapping See More. You’re also able to see what 
times your audience is on the platform (which will be super helpful when we get to Module 2).  
 
Pinterest 
 
Pinterest also allows you to see the gender and location of your audience, along with their top 
languages. 
 
But just like Instagram, you have to set up a Pinterest account for business. If you haven’t done 
this already, it doesn’t take long. 
 
Simply visit this link > http://business.pinterest.com/en/set-your-business-account  < and walk 
through the steps (I’ve added it to the resources section for this module for easy access).  
 

 

http://business.pinterest.com/en/set-your-business-account


Once you’re all set up, visit your profile, click the 3-dot icon on the top left side of the page, 
and choose Analytics.  
 
Under the People You Reach section, click More. And underneath your engagement stats, 
you’ll be able to see the top countries, gender percentages, and top languages of your 
audience.  
 
You can also change the dates at the top of the page if you want a better look at your 
audience over time instead of just the past week. 
 
Facebook 
 
And Facebook allows you to look at the age, gender, country, city, and language of your 
audience, too.  
 
Simply visit your Facebook Page, click Insights in the top navigation, choose People in the 
lefthand menu, and take a look at information about your fans, the people you’ve reached with 
your posts, and the people who engaged with your posts and your page.  
 
You might find that your current audience is pretty consistent across all of these social 
media platforms. If it’s made up of people who fit the profile for your ideal client, this is a 
good sign that you’re on the right track. 
 
Or, your social media audience might be all over the place. That’s okay; it’s just confirmation 
that you need to specialize and narrow your focus on the people who would actually purchase 
your services. Hold that thought. 

 
4  |  Email list 
 
You can also discover the location of your most engaged subscribers through your email list, 
depending on the platform you use to manage it. 
 
While I love ConvertKit, it doesn’t have an analytics feature for subscribers.  
 
But for those of you who use MailChimp, you can find the top locations of the people who open 
your emails by clicking on the Stats button beside each of your lists and scrolling down to the 
bottom of the page.  
 
This feature is especially helpful for those of you whose business is more location 
dependent.  
 

 

 



5  |  Webinar stats 
 
You can also conduct research on your audience through webinar platforms.  
 
In case you haven’t noticed, a lot of websites and apps provide analytics nowadays. 
 
I use Crowdcast to host Elle & Company webinars and they have a convenient analytics section 
on every webinar page. I can see a map that pinpoints where attendees are tuning in from and 
which websites referred them to the webinar. 
 
Even if you don’t host webinars, you might use other apps and websites that allow you to 
interact with your audience. Check to see if they provide analytics and spend the time 
collecting the facts about your current audience.  
 

 
6  |  Conduct a survey 
 
Once you’ve collected the facts from all those different analytics, you might consider reaching 
out to your audience and asking them questions about themselves through a survey. 
 
This can take many shapes and forms, but I would suggest making it as easy on your 
audience as possible. Don’t require them to fill out a 20-question Google Form; that’s way 
too much. 
 
Instead, ask them a short question at the end of a newsletter and ask them to reply with their 
answer.  
 
You can do the same thing with a blog post or a social media post and ask for answers in the 
comments. 
 
Or, you could can even ask a question as an icebreaker at the start of a webinar and have your 
attendees reply in the comments or choose an option in a poll.  
 
It doesn’t have to be a complicated question, but be intentional about what you’re asking so 
that you’re able to learn more about your audience. 
 
“Where are you tuning in from?” 
“What’s your favorite social media platform?” 
“What are 3 products you can’t live without?” 
“What are you hoping to learn from me or my business?” 
“Why do you follow along with [your business]?” 
 

 



People enjoy chiming in with their input, but only if it’s convenient for them. So if you go the 
survey route, make it easy for your current audience to participate by keeping it simple. A really 
simple way to encourage people to participate in your questions or polls is to give something 
away in return for their participation. It doesn’t need to be complex - it could be something 
simple like a checklist, short ebook, etc. 
 
All of these exercises for getting to know your current audience may take some time. And if 
you’re like me, they probably don’t sound quite as exciting as taking a personality test (which 
just confirms my personality type).  
 
But getting to know your current audience is crucial when you’re specializing. By the end of 
these 6 exercises, you’ll have a better grasp on the age, gender, location, and interests of 
the people who are presently following along with you.  
 
Then you’ll be able to determine whether your current audience would be interested in or have 
a need for the offerings you wrote down on page 1 of the workbook. 
 
So for those of you who’ve been in business for longer than a month or two and already have 
an audience, go ahead and take action on any of these 6 research strategies that apply to you.  
 
Feel free to take notes on the facts you uncover on page 3 of the Module 1 workbook.  
 
Don’t skip over this step or put it off until later. Put me on pause and tackle it right now! I’ll wait 
here. 
 
 

 
 
 
You’ve done some research on yourself. You’ve done some research on the people who are 
currently following along with you. And now you need to do some research on your industry. 
 
And remember, research isn’t about taking guesses; research is about coming up with the 
facts in order to come up with a profile for your ideal client.  
 
You’re probably aware of what’s going on in your industry already. You probably follow along 
with other people in your industry. And there are probably a few people in your industry that 
you follow along with extra closely because you want to be in their shoes and run a business 
like theirs.  
 
I’m not here to tell you that’s wrong. In fact, I’m going to have you look at their businesses even 
more closely and figure out what’s working for them. 
 

 



I know what you’re thinking: How does this help me specialize?  I’ll get to that in a moment. 
 
But for now, I want you to write down the names of 5 businesses that you admire in your 
creative field. (There’s space for you to do this in your workbook.) 
 
If you’re a web developer, list 5 other web developers whose business you admire. 
If you’re a copywriter, list 5 other copywriters whose business you admire. 
If you’re a florist, list 5 other florists whose business you admire. 
 
You get the picture.  
 
If you haven’t noticed, you’ll probably be putting me on pause often. So go ahead and do it 
again. 
 

 
 
Now that you’ve made your list, I want you to pull up 2 websites in your browser. 
 

1  |  Alexa 

 
The first is Alexa.com.  
 
Alexa allows you to see website rankings. You may think you’re unable to take a look at the 
website analytics of other businesses in your industry, but this sneaky little tool puts the stats 
right out in the open and compares them to all the other websites in the world.  
 
Not only that, but it also shows you which countries their visitors are in, which keywords people 
are searching for when they stumble upon their sites, their top referral sites, their top referral 
links. It’s crazy.  
 
And it’s free.  
 
Now granted, Alexa’s estimates are just that - estimates. But they’re pretty close and help you 
gauge what’s working for other people in your industry. 
 
Don’t worry about Alexa’s features, pricing, or creating a login. Instead, I want you to scroll 
down to the area on their homepage that says “Browse Top Sites or Enter a site.” 
 
Type the website URL of the first business on your list and click Find.  
 
A site overview will appear and guys, this page is gold.  
 

 



You can take a look at how their website ranks globally. You can see where their audience is 
tuning in from and how their page ranks in each one of those countries. You can see their top 
keywords from search engines and their referral sites.  
 
And this information should confirm two things. 
 
1  |  First, it will confirm or deny your suspicions about the success of this business 
 
It’s all too easy nowadays for someone to hide behind their followers on social media.  
 
But you want to know where all the action happens for successful businesses? Their website.  
 
That’s where people find out more about their services and their process. That’s where people 
browse their blog and portfolio. That’s where people purchase their products. And that’s where 
people contact them to book.  
 
If a business isn’t getting much site traffic, they probably aren’t doing as well as they made it 
seem elsewhere.  
 
And that’s why looking at the traffic rankings on Alexa are helpful. They help you get an honest 
look at how some of these websites are actually doing and whether or not they’re successful. 
 
To give you an idea of good rankings on this site, a good global ranking is usually below 
300,000. A good country ranking is usually below 80,000. 
 
The lower the number, the better.  
 
2  |  Second, this information will confirm which topics potential clients are searching for 
 
The Top Keywords from Search Engines section is helpful for finding out which topics users 
were searching for when they stumbled upon this particular business’s website. 
 
For instance, you can see here that some of the top keyword searches that point people to Elle 
& Company are: 
 

● How to add Google Analytics to Squarespace (how ironic - I couldn’t have planned that 
one better for this module if I tried) 

● Ts logo 
● Squarespace templates 
● Printable cow mask (I can explain...ask me in the upcoming Q+A about that one) 
● Creative video ideas 

 

 



This information is incredibly helpful, especially if the business you’re researching is having 
success.  
 
If one or two of their most popular topics have to do with Squarespace (like mine here), it might 
clue you in on the fact that Squarespace is a popular topic in your industry. 
 
These topics clue you in on what people are already searching for and need help with. And 
remember, that’s the point. You want to specialize in an area of your business that you not only 
love, but that there’s a need for.  
 
So plug in the website URL of each of those 5 businesses you listed and record your findings in 
your workbook.  
 
Then, see how their rankings compare to each other and find out which topics are sending 
search engine traffic their way.  
 
Again, feel free to put me on pause. 
 

 
 

2  |  BuzzSumo 

 
I mentioned pulling up 2 websites in your browser, remember? The second one is 
BuzzSumo.com. 
 
Similar to Alexa, BuzzSumo allows you to see which topics perform the best in your industry.  
 
You can either type in a topic (like content marketing) or a domain (like any of the URLs you just 
plugged into Alexa).  
 
When you hit Go!, the most popular content will appear for your search and you can see how 
much engagement it received by social media shares.  
 
On the left hand menu you can filter by date and content type, too, which is really helpful.  
 
For example, the most popular Elle & Company article over the past 6 months was 50 More 
No-Fluff Content-Rich Blog Post Ideas.  
 
You can also click backlinks to find other articles that have linked to this post on other 
websites.  
 

 



You aren’t looking at this information to copy their content. Copying and mimicking others in 
your industry will never help you specialize well and set yourself apart. 
 
But you are  looking to find out which information is popular among potential clients in your 
industry.  
 
You’re trying to figure out their interests. You want to understand how you can help them and 
meet their needs.  
 
And sites like Alexa and BuzzSumo help you do that by providing the hard facts and data. 
Because remember: When you simply take guesses, there’s a high chance you could be 
wrong. 
 
So take a few minutes and enter those same 5 website URLS into the BuzzSumo search bar. 
Take a look at the popular content of those businesses you admire and see how those topics 
relate to the offerings you listed back at the beginning of this module on page 1 of your 
workbook.  
 
But before you do this, a little headsup: BuzzSumo has a daily limit for the amount of searches 
and information you can look up (and they cap your access at something silly like 5 pages). 
However, they also offer a free 14-day trial, so I recommend taking 2 seconds to sign up for the 
free trial before entering those 5 URLS so you can finish this exercise. 
 
Alright. Put me on pause and get searching. 
 

 
 
All of the data you’re compiling from these exercises may not rule out your offerings 
one-by-one, but it will help you narrow your focus and make informed decisions as we go 
along.  
 
Because there’s no 3-step formula for specializing (although that would be nice, wouldn’t it?).  
 
Instead, all of these tools are helping you gather information so that as you choose a direction, 
you’re able to focus on an area that you enjoy, that has a real customer base, and that you’ll 
ultimately find success with. 

 
Identify your ideal client 
 

 



A large part of narrowing your focus and specializing is identifying your ideal client. You can’t 
figure out what services you’re going to offer without pinpointing the people who would be 
interested in booking them. 
 
I use the terms “potential clients” and “ideal client” often, and while they may seem similar, 
there’s a slight difference between them.  
 
Potential clients are the people who will hopefully, eventually book your services. They’re in 
need of what you’re offering and they have an interest in it. They just don’t know about your 
business and they haven’t booked you yet. 
 
Your ideal client is the person you would choose to work with in a perfect world. You can think 
of your ideal client as a model of what you want your clients to look like. Your real clients may 
not match the profile to a T, but it’s the goal you’re shooting for.  
 
So before you take a stab at creating your ideal client profile, let’s find out more about your 
potential clients; the people who would be interested in booking your services.  
 
Alexa and BuzzSumo were helpful for figuring out what potential clients might be searching for 
and the type of content they’re interested in, but sometimes one of the best ways to figure out 
what potential clients want is to simply ask them.  
 
 

Conduct client interviews 
 
So that’s what you’re going to do. And that’s where your first official Freelance Academy 
challenge comes in.  
 
I want you to reach out to at least 5 people who fall in your potential client category based 
on the offerings you listed at the beginning of this module and ask them a series of 
questions to get to know them better.  
 
These might be people you’ve networked with. Friends of friends. People you admire in other 
industries or follow along with on social media. 
 
Or, these might even be recent clients of one of those 5 businesses you admire. 
 
Whoever they are, they need to be people who would be interested in your industry and the 
services you hope to offer.  
 
I know what you’re thinking: How in the world am I going to reach out to a complete stranger 
and ask them to answer my questions without sounding like a weirdo? 

 



 
That’s what I’m here for. 
 
I’ve provided a sample script for you in your workbook and it goes like this: 
 
Hi ______, 
 
My name is ______ and I’m a _____. 
 
I’m currently participating in Elle & Company’s Freelance Academy to get my freelance 
business off the ground, and one of my first assignments is to reach out to my ideal clients - 
creative small business owners (like yourself) in need of a professional brand and website.  
 
I saw that you worked with ______ recently and I love the design they created for you. I know 
you don’t currently need a new brand and website and I’m sure you’re a busy person, but I  
would love to jump on a 15-minute call with you to learn what your design needs are and how 
I can help people similar to you in this industry. 
 
No sales pitches are involved; just a handful of questions to help me build service packages 
that meet the needs of potential clients. 
 
Thank you for taking the time to read my email and I look forward to hearing from you! 
 
Best, 
Lauren 
 
Here are a couple pointers for these initial client interview emails: 
 

1. Keep them as short as possible to respect their time.  No one wants to read a book, 
especially from a stranger. 

2. Keep them as personable as possible so you don’t sound like a robot. 
3. Include links to your website and social media accounts in your email signature  so 

they have proof that you are, in fact, a normal human being.  
4. And send them from a professional email address.  It just looks more legit. If you don’t 

have a professional email address that correlates with your website (like 
yourname@yourwebsite.com ), you can set one up through Gmail for Work. I’ve included 
that link in the resource section, too. 

 
You may not get replies from some of the people you send these emails to, and that’s okay. 
Keep at it until you can secure at least 5 interviews. 
 
Set up a 15-minute call with them over the phone or on Skype and ask them a series of simple 
questions.  
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● What is their age? Gender? Occupation? 
● What stage of life are they in? 
● Where do they spend their time (physically, on the web, social media)? 
● What are their hobbies? 
● Have they worked with anyone in your industry before? 

○ If so, what drew them to the person that they worked with on that project? What 
did they enjoy most about the experience? What could have been improved? 
What was the price point? 

● What are their greatest frustrations? 
● What would help alleviate those frustrations? 
● Which of your offerings is the most appealing to them? 
● What could you add to the offering to make it an even better fit? 
● Do they know of anyone offhand who might be interested in your services? 

 
Remember to be respectful of the 15-minute timeframe, and make the most out of the call by 
having these specific questions on hand. 
 
I’ve listed all of these questions for you in the workbook. Feel free to print copies of that page 
for each of these interviews to record your answers.  
 
For some of you, this might be a little out of your comfort zone. But conducting these 
interviews will not only help you understand your potential clients better; it will also get you in 
the habit of putting yourself out there.  
 
And, who knows? You just might land a new client from the interview or at least make a new 
friend who might refer you to other people down the road. 
 
The first Freelance Academy challenge is to complete 5 of these potential client interviews, 
as well as the Alexa and BuzzSumo research and the ideal client profile (which I’ll cover in 
just a moment).  
 
The first person to send photos of the completed exercises my way will win 3 months of 
coaching with me. (That’s a $2550 value, guys!)  
 
The package includes: 

- Comprehensive questionnaires to help me get to know you and your business goals 
- One 90-minute Skype session each month to listen to your hangups and design an 

actionable gameplan 
- A video recording of our meeting along with 4 action steps to carry out before our next 

Skype session 
- One weekly check-in via email to track your progress and answer any questions you 

may have 

 



 
This is a crazy good opportunity and I never offer incentives like this.  
 
But I know that I often need some good incentives to push through business tasks that are out 
of my comfort zone, and I’m certain that these exercises will be extremely helpful for you as 
you specialize and identify your ideal clients.  
 
Success starts by taking action (and that challenge is up for grabs!). So get to work on those 
client interviews!  
 
Then come back and finish up the rest of this module. We’re going to sort through all the data 
you’ve come up with to create your ideal client profile and develop your unique POV. 
 
 

 
 
 

Create ideal client profile 

 
I have good news for you! You’re done with the research portion of the module. Now it’s time 
to compile all your data and sort through it to nail down your niche, ideal client, and point of 
view. 
 
By specializing and narrowing the scope of the services you offer, you’re increasing the 
likelihood that you’ll appeal to your ideal clients.  
 
Your business should be like a magnet. You want potential clients to have a polarizing reaction 
to what you offer; they either need to be strongly attracted or strongly repelled.  
 
I said it at the beginning of this module and I’ll say it again: When you try to appeal to everyone, 
you end up appealing to no one. When you offer services that are geared toward different 
audiences, it’s confusing.  
 
You don’t go to Dicks Sporting Goods to buy art supplies. And you don’t go to Ben & Jerry’s if 
you want to eat a salad. Both business have specialized and they attract a distinct audience. 
 
Dicks Sporting Goods strongly appeals to athletes and outdoorsmen. Ben & Jerry’s strongly 
appeals to ice cream addicts like myself.  
 
The same should be true for your business. 
 

 



If you’re a graphic designer specializing in brands and Squarespace sites, you should be 
strongly attracting business owners who need a well-designed brand and Squarespace site. 
 
Now that you’ve done your research, you should have a good idea of who would be 
interested in your services. You need to use that data to create a profile of your ideal client.  
 
I’ve created an ideal client profile template for you to fill out in your workbook.  
 
Yes, I know that coming up with a name for them can seem a bit crazy. But just go with it. I 
promise it will be helpful. 
 
You may have already thought through some of these data points and interests, but it’s helpful 
to write it down on paper and have a record of it, especially when you’re creating your service 
packages, writing sales copy on your website, and posting to social media.  
 
Because, like I said, everything you offer - whether it’s a service package, blog post, 
newsletter, even a pin on Pinterest - should be created with this ideal client profile in mind. You 
should always be asking yourself, “Would this provide value to Emma? Or John?” Or whoever 
your ideal client is.  
 
It’s kind of like a checks and balances system; a ruler that makes sure every component of 
your freelance business measures up and stays consistent. 
 
Also, don’t get hung up on all the details and obsess over getting your ideal client profile 
exactly right the first go round. You’re always going to be learning more and making 
adjustments to this profile as time goes on; change is an inevitable part of running a creative 
business. Remember, you’re doing these exercises to prepare for the long-term.  
 
So do your best, make decisions based on the data you’ve collected, and be open to 
adjustments as you go along.  
 
Go ahead and take some time to fill out your ideal client profile now.  
 

 
 
 

 Developing a unique approach 

 
Alright guys, we’re getting down to the good stuff. I want you to pull out that original offerings 
list you created on page 1 of your workbook.  
 

 



I’m going to run through a series of questions that will help you narrow your scope down even 
further. If some of your offerings and ideas don’t measure up to these questions, I want you to 
go ahead and mark through them. 
 

1  |  Am I good at it?  
 
If you aren’t talented in the area you choose to specialize in, you’ll have a hard time finding 
clients who want to work with you and trust your abilities.  
 
Have others complimented your work in this area? Have you gone to school for it or had any 
previous experience with it? Have you always had a knack for it?  
 
You don’t have to be the best  or the cream of the crop in your field, but you should be skilled 
at it and willing to improve.  
 

2  |  Do I enjoy it?  
 
I mentioned this briefly already when we were talking about identifying strengths, but it’s 
important to enjoy the field you choose to specialize in.  
 
If you’re trying to chase after an offering that you don’t enjoy or feel capable of, you won’t 
be able to sustain it long-term.  
 
Now, there will  be aspects of running a business that you won’t necessarily enjoy or feel 
capable of. And that’s normal.  
 
But in order to find motivation for the long haul, it’s important that you enjoy the providing the 
services you offer.  
 

3  |  Is there a need for it? 
 
Just because you may enjoy what you offer doesn’t mean that there’s an actual need for it.  
 
Think back to your ideal client profile. Do they need what you offer? 
 
It’s all-too-easy to get excited about an idea and fail to answer this question objectively. That’s 
why I challenged you to interview at least 5 ideal clients to get to know them and identify their 
needs. 
 
You might also think people need what you’re offering, but do people know  that they need 
your offering? 
 

 



If they don’t know that they need what you’re offering, they aren’t going to go looking for it. But 
if potential clients are aware of their need and you have a solution to one of their greatest 
frustrations or recurring problems, you’ll find much more success.  
 
That’s where that data you collected can come in handy, too. By looking at the popular content 
and topics in your industry on Alexa and BuzzSumo, you should have a better idea of what your 
potential clients are looking for and the questions they need answered. 

 
4  |  Is it profitable? 
 
After factoring in expenses and setting aside money for taxes, how much will you actually be 
getting paid for this service?  
 
Say you choose to specialize in wedding stationery. You’re really great at it. You enjoy it. And 
friends have been coming to you recently and asking you to design invitations for their big day. 
 
You charge them $4.25 per invitation suite, which includes the printed invitation, RSVP card, 
and envelopes for each. You’re able to take on 5 projects each month, and your clients usually 
average 125 invitations per order. 
 
125 invitations at $4.25 a piece means you’re averaging $530 per project, and if you’re taking 
on 5 projects each month you’ll make $2650.  
 
That’s not too shabby, right? 
 
But that’s the total before you factor in expenses. 
 
You had to purchase the envelopes and pay a local printer to have the invitations printed. So 
you’ll have to subtract those costs - $225 - from the total of each project.  
 
Now you bring in $305 per project, which comes to $1525 per month.  
 
Oh wait, but you also forgot about taxes. You’ll have to take 30% of that total and set it aside, 
because it’s going back to the government.  
 
There goes another $457 of your profit. 
 
At the end of the day, after expenses and taxes have been taken out of the grand total, your 
profit per month is $1068. And if that’s the only income you’re bringing in to pay the bills, you 
might be in trouble. 
 

 



Whatever area you specialize in, you need to make sure it’s actually profitable and will help 
you meet your budget goals.  
 
We’ll cover pricing in Module 3 and accounting in Module 6, but it’s important to consider the 
costs involved with whatever direction you choose to go in and whether or not you’ll actually 
be able to generate a sizable profit. 
 

5  |  Is it sustainable? 
 
Is this direction something that you can sustain for 5, 10, 20 years? Is it something that people 
will need years from now? Is it a fad or passing interest? 
 
Whatever area you choose to focus on should be sustainable for the years to come.  
 
Sure, your business will continue to change and evolve as time goes on, but you want to make 
sure that you’re laying a solid foundation that you can continue to build upon throughout the 
life of your business.  

 
6  |  Is it scalable? 
 
And lastly, is this direction scalable? Does it give you room to grow in the future?  
 
So many times when we’re specializing we’re thinking about what we plan to do in the next few 
months or for a few years. But again, consider the long-term. 
 
Do you dream of bringing others on board? Do you hope to expand into products once your 
audience grows? 
 
If so, you need to consider whether the area you choose to specialize in will allow you to 
accomplish those goals. 
 
All 6 of these questions should help you narrow things down and mark some options off of 
your list. As you’re thinking through them, crunch numbers and visit the data you gathered 
earlier. Use that tangible information to narrow your focus and specialize on one area. 
 
By this point, after doing your research and answering these questions, you should be 
leaning strongly toward one area that appeals to your ideal client profile. 
 
You may offer a couple similar services within that one area, but the scope of what you offer 
should be narrow and focused.  
 

 



Remember, specializing helps you become known for something. When you become known 
for one thing, you become more desirable and more trusted on that subject. The goal is to 
become your ideal clients trusted go-to.  
 
So what area are you going to specialize in?  
 
Make a decision and write it down in your workbook.  
 
 

Differentiating your business 
 
Now that you’ve narrowed your focus to one specific area, it’s time to think through how you 
can set it apart from others in your industry who might offer something similar.  
 
You don’t have to reinvent the wheel to stand apart and develop your own unique point of 
view. You don’t have to come up with a never-before-seen idea. And you don’t have to 
implement each and every differentiation idea that I’m about to share with you.  
 
But take each one into account and consider how you might be able to apply each one to help 
your business stand out.  
 
1  |  Aesthetic 
 
As a creative entrepreneur, you’ve probably already developed a distinct style (especially if 
your field is more visual, like design). Your aesthetic is a tangible way that you can stand out 
among others in your industry. 
 
Your brand would also fall into this category. The color palette, type choices, and logo you use 
to visually represent your business can help set you apart and help potential clients remember 
you. 
 
2  |   Process 
 
We’re going to talk a lot about your process in Module 4, but the decisions you make in that 
module have the potential to set you apart from others in your industry. 
 
What is your time frame?  

● Are your offerings one-of-a-kind because you turn them around quickly or because you 
take your time? 

 
How much client involvement do you allow?  

 



● Do you invite your clients in on every step of the process or do you surprise them with 
the outcome? 

 
What does your client experience look like?  

● Do you surprise clients with gifts and extras?  
● Do you go above and beyond to give them special treatment? 

 
Keep these questions in mind as you continue to work through the remainder of this course. 
 
3  |  Marketing 
 
We’re going to go over marketing in depth in Module 2, but these questions are worth 
considering. 
 
How are you using your blog to set your business apart? 

● Could utilizing it differently than others in your industry help differentiate your business? 
 
How are you using your mailing list to set your business apart? 

● What could you offer your audience that provides value and differentiate your 
business?  

 
How are you using social media to set your business apart? 

● Is your approach to Instagram, Twitter, or Pinterest unique? 
 
How are you using other outlets like webinars to set your business apart? 

● Are there any outlets that your industry hasn’t caught onto yet? 
 
Does the type of content you share set you apart? 

● Does the quality or quantity of your content differentiate your business? 
 
Again, we’ll work through each one of these very soon. But don’t underestimate strategy and 
business smarts as a way to set your business apart. 
 
4  |  Outcome 
 
Does your way of doing thing actually get desired results? What materials do you use? What 
programs do you work with?  
 
How you arrive out the outcome and even how you present the final product to your clients 
and to your audience has the potential to make you memorable and one-of-a-kind. 
 

 



Again, you don’t have to come up with a never-before-seen service, process, or aesthetic. But 
putting your own touch on some of these areas that I just mentioned can help your business 
become more distinct and appeal to your ideal clients.  
 
You don’t have to come up with decisions and ideas for each of the 4, but keep them in the 
back of your mind as you continue to work through Freelance Academy. 

 
 

Writing your mission statement 

 
Before we close out this module, I always find it helpful to identify your why.  
 
You’ve chosen an area to specialize in based on all the exercises and questions I just gave 
you, but why did you write this area down as an idea in the first place? What sparked your 
interest in it? 
 
Your last assignment in Module 1 is to write your mission statement. You’re going to put into 
words what you’re going to do and why you’re going to do it.  
 
Your mission statement should only be one sentence, and it doesn’t have to be complicated.  
 
It can be something as simple as: 
 
“My business does ________ to help ________ do _______.”  
 
For example, “Elle & Company provides tools to help creatives turn their passions into 
successful, profitable businesses.” 
 
Here’s what I do, here’s who it helps, here’s how I help them.  
 
You’ll place this statement on your homepage. You’ll use it when someone asks you what you 
do. And just like that ideal client profile, it’s a helpful check-and-balance to refer back to as you 
come up with new ideas and offerings.  
 
But that mission statement only scratches the surface. It’s great for summarizing what you 
offer and who you help, but there’s more to it.  
 
Storytelling is one of the most compelling, engaging ways to share the why behind your 
mission. It helps answer questions like: 
 

- When did your interest in this subject begin? 
- When did your interest in your audience begin? 

 



- What past experiences or circumstances gave you a passion for this subject? 
- What past experiences or circumstances gave you credibility on this subject? 

 
It helps potential clients relate to you and understand you on a deeper level.  
 
So to round out this section and solidify your niche even more, write out your mission 
statement and your story. Identify why you’re headed in this direction, who you’re trying to 
help, and what you’re trying to accomplish.  
 
I’ve included a link to my own story as well as a few others from entrepreneurs who have 
inspired me in the resources section. Feel free to take a look at them as you craft your own. 
 
However, there’s one thing in this exercise that I want you to steer clear of: 
 
Don’t, under any circumstances, tell me that your mission or your why is that you want to 
inspire someone. 
 
Before you think I’m a grump or a negative Nancy for saying this, hear me out. 
 
Inspiration and encouragement comes through many different shapes and forms; those topics 
are super vague. Setting out to inspire or encourage never inspires or encourages anyone. 
 
Think about the people who inspire or encourage you. They’ve probably overcome tough trials, 
beat the odds, worked super hard, or have some crazy talent. Unless they’re a motivational 
speaker, they probably didn’t set out to inspire you. 
 
Instead, think about tangible ways that you can help your ideal clients.  
 
I’ve provided space for you to write your one-sentence mission statement in the course 
workbook as well as space for you to work through your why.  
 
Once you’re done, share your mission statement with the group in the Course Community! Not 
only will it help hold you accountable, but I would love to read it and I’m sure others in the class 
would, too.  
 

Recap 
 
You made it to the end of Module 1! And you guys did some great work. By this point, you 
should have: 
 

- Listed your current and future offering ideas 
- Completed the Myers Briggs test and shared your results in the Course Community 

 



- Made a list of your strengths and weaknesses 
- Conducted research on your current audience through Google Analytics, social media, 

blog comments, mailing lists, webinar stats, and small surveys 
- Conducted research on your industry with the help of Alexa and BuzzSumo 
- Conducted 5 client interviews to understand the needs of potential clients 
- Created an ideal client profile 
- Answered the 6 key questions for narrowing your focus 
- Considered the 4 ways to differentiate your business 
- And written your mission statement and your why 

 
Keep me posted on your progress and I’ll see you again soon in Module 2!  

 


