[bookmark: _kdejc6pj0rjy]🖤 THE UN-MESS YOUR MESSAGE KIT
Because your copy can’t convert if your message is chaos.
[bookmark: _m7fp02swp187]⭐ START HERE
First things first, this isn’t homework (You can unclench whatever you’re currently clenching.)

Instead, think of it as a guided clarity session with yourself… a space to scribble, rant, ramble, and finally land on the words that actually sound like you.
👉 File → Make a Copy → rename it “Un-Mess Your Message – [Your Biz Name].”
You can move through this document however you want. Start at the beginning, skip around, or dive into the part you’ve been avoiding (lol). Every section stands alone, so there’s no wrong way to do this.
By the end, you’ll walk away with:
· A message you feel confident sharing

· Language that feels easy to show up with

· Two simple one-page guides you’ll come back to whenever things start feeling fuzzy again
This kit helps you connect the dots between:
· what you do

· how you do it

· why it matters

· and how to say it clearly
And when those pieces click, talking about your work gets easier, selling stops feeling like painful contortion, and your copy finally feels like a true reflection of you.
[bookmark: _m489hzctmtv2]What’s Inside
1. Get Clear on the Core Message
2. Know Your People (for real)
3. Name What Makes Your Way Yours
4. Articulate the Transformation
5. Your Message Map
6. Find Your Voice
7. Your Voice Map 
8. Put It All to Work
Quick note: the Message Map and Voice Map aren’t new “lessons.” They’re your summaries that you’ll come back to again and again when you’re actually writing.
So, grab your drink of choice, your comfiest hoodie, and let’s un-mess your message.

[bookmark: _tb5s9mgu373y]1. GET CLEAR ON THE CORE MESSAGE 💭
Before we can refine your message, we need to name what you actually do without buzzwords, jargon, or the “elevated, empowering experience” fluff that looks good on a website but tells people nothing.
This is the part where you strip things back to the truth: What do you help people do, and why does it matter?
It sounds simple, but most people get stuck here because they’re too close to their work. So we’re going to break it down in a way that’s actually doable.

[bookmark: _171yeyfejsci]Step 1: Say What You Do (Plainly)
Think: your best friend, on the couch, glass of rosé in hand.

How would you explain your work without overthinking it?
A few angles to try:
· “People usually come to me because…”

· “The short version is…”

· “If I had to say it in one sentence…”

· “Honestly? What I really do is…”
You’re not writing a super creative tagline here, you’re naming the core of your work in normal-person language.

[bookmark: _p0k3f8yygxp5]Step 2: Name the Problem You Solve
What are your people struggling with even if they can’t articulate it yet?
Look for:
· the frustration they feel

· the thing they keep trying to fix

· the part they blame themselves for

· the pattern they’re stuck in
Often, the real problem is different from what they think the problem is.

[bookmark: _3j5cb7woqmw2]Step 3: Clarify What They Think They Need vs. What Actually Helps
This part matters because it shapes your messaging more than you think.
Examples:
· They think they need: “a prettier website.”
They actually need: better branding and design so people stick around long enough to understand what they do.

· They think they need: “more discipline.”
They actually need: nervous system support and a realistic routine.

· They think they need: “a rebrand.”
They actually need: stronger positioning and words that match their work.
The gap between assumed need and true need is often where your strongest message lives.

[bookmark: _ik5jnluufh27]Step 4: Why Does This Matter?
Most of us aren’t saving lives on the daily, but that doesn’t mean our work isn’t impactful. So… how does the work you do actually make a difference to your ideal client? Be specific!
Think:
· What changes when someone gets this problem solved?

· What becomes easier?

· What becomes possible?

· What stops being such a constant struggle?
This is the “why” behind everything else you’ll write.

[bookmark: _co71g4yfsn3a]📓 Action Step: Your One-Sentence Core Statement
Write a one-sentence “what I do” statement that would make sense to a distracted friend scrolling TikTok.
The goal is to make it accurate, simple, and human. It doesn’t have to be pretty or polished right now, just true. 
Examples:
· “I design spaces that feel lived-in, not staged.”

· “I help people stop fighting food and start feeling normal around it.”

· “I build websites that show what you do and why it matters.”

[bookmark: _n1xrm3bqhha4]Common Pitfalls to Avoid
· Writing what you wish you did instead of what you actually do

· Defaulting to industry jargon because it feels safer

· Trying to impress instead of trying to communicate

· Writing for your peers instead of your ideal clients

[bookmark: _j9fyyajeltgo]2. KNOW YOUR PEOPLE (FOR REAL) 👯
Now that you’ve named what you actually do, let’s anchor it to the humans who need it. This is where your clarity starts being shaped by real people, not assumptions or ideal-client fantasies.
When you understand what your people care about most (and you line that up with what you do best), your message stops feeling generic and starts feeling targeted, relevant, and grounded in real life.

[bookmark: _kql170p6byom]Step 1: Notice the Moment They Realize “I Can’t Keep Doing It This Way”
This moment tells you more about your people than any demographic ever will. Think about what’s happening right before they start looking for support. Again, be as specific as possible. Like, “They’re spending 2 hours tweaking one Canva graphic every time they post on Instagram” and not, “They’re struggling to post.”
Try asking:
· What are they doing when it hits them that something needs to change?

· What are they tired of trying, fixing, or forcing?

· What keeps looping no matter what they do?
These are the friction points your message should speak to.

[bookmark: _8n05pesg7bja]Step 2: Define What “Better” Means to Them
Not the perfect future that’s probably unattainable anyway, but their real-life version of “better”. Because what people want tells you what they value.
Ask:
· What does “better” look like in their day-to-day life?

· What do they imagine will improve first?

· What does that reveal about what matters to them (ease, confidence, stability, clarity, time, etc.)?
This helps you write with real-world specificity instead of vague promises.

[bookmark: _59qdeccic2jl]Step 3: Find the Thought That Would Make Them Pause Their Scroll
This is essentially figuring out: What would make them say, “Oh… it me”?
Think:
· What belief, frustration, or recurring thought lives under the surface for them?

· What truth would make them feel seen?
If you can capture that in your message, you’re ahead of 90% of marketers.

Example:

Belief/frustration under the surface: “I’m exhausted from thinking about food all day and still feeling like I’m doing it wrong.”
Their unspoken thought: “I shouldn’t be this overwhelmed by something I do three times a day.”
Scroll-stopping message: “If thinking about food feels like a part-time job, you’re not the problem. Your rules are.”



[bookmark: _yhi65xkz5nyg]🪞Reflection Prompt
Where do your strengths meet their biggest unmet need?
This is the intersection where your most resonant message lives!

[bookmark: _jcdirghwztkb]📓 Action Step: Their Everyday Language
Fill in:

I help people who ____ so they can ____.
Then rewrite it the way they would say it (AKA no jargon or vague language).
Examples:
· “I help new business owners clarify their message so they can finally get paid for the work they love.”

· “I help women stop burning out trying to eat ‘perfectly’ and find a rhythm that feels sustainable.”


[bookmark: _m7je4iqj8jqr]2.5 THE FEELINGS BENEATH THE FACTS 💓
You understand what they want, now let’s get into how they feel. Because decisions start emotionally and then get justified logically.
People don’t buy information. They buy the feeling of relief, safety, possibility, pride, clarity, or ease.
This section helps you understand the emotional landscape your message needs to speak to.

[bookmark: _9psuwx4kssha]Step 1: What are they feeling right now?
Think of the emotions beneath the problem, not the problem itself.
Examples: frustrated, unseen, burnt out, scattered, ashamed, stuck, overwhelmed
[bookmark: _9gf3zuy55bhe]Step 2: What do they want to feel instead?
These are the emotions they hope your work will make possible.
Examples: proud, clear, calm, capable, confident, relieved, grounded, energized
[bookmark: _a3sl5uhcy3oy]Step 3: Identify the “Bridge” Emotion
This is the turning point: the feeling that starts shifting before the big external results show up.
A few questions to find it:
· What emotion usually marks the moment your clients start seeing progress?

· What changes inside them that allows everything else to change outside?
This “bridge” is often the real transformation of your work.

[bookmark: _dat9m42roltu]💡 Examples
	Before
	Bridge Emotion
	After

	Overwhelmed by constant decisions
	Clear / grounded
	Confident in choices

	Stuck in restriction + guilt
	Permission
	Peaceful

	Disconnected from self
	Self-awareness
	Self-trust

	Embarrassed
	Seen / proud
	Confident in showing up

	Burnt out trying to do it all
	Supported
	Energized again



[bookmark: _6e4d1kpqkiw]🪄 Action Step
Write:

I help people move from ____ to ____.
Examples:
· “From overthinking every meal to feeling confident in their choices.”

· “From cringing at their website to feeling proud to send the link.”

· “From feeling stuck in survival mode to feeling grounded and present with their kids.”
The clearer you are on their emotional starting point (and the feeling that bridges it) the easier it becomes to show the actual change your work creates.

[bookmark: _nfcfdq51d2f0]💭 Pause
At this point, you know what you do and who you do it for. You understand what your people are craving and how they want to feel instead.
Now it’s time to figure out why your way of helping them works so well — the part of your process, perspective, or personality that makes everything click.
Because people don’t buy what you do. They buy how you do it differently.
If you’ve ever looked at your own message and thought, “It’s fine… but it doesn’t feel like me,” the next section is where that changes.

[bookmark: _j6jllw7sg8p1]3. NAME WHAT MAKES YOUR WAY YOURS
(AKA your “it’s here somewhere” moment) ✨
You know what you do and who you do it for. Now it’s time to name what makes your way of helping them actually work.
Think of this like digging through your clean laundry pile for that one black tank top that makes you feel like the hottest version of yourself. You know it’s in there because you wore it last Thursday and felt great, but somehow you keep pulling out everything except the thing you’re looking for.
That’s what this part is!

You’re not creating something new, you’re just uncovering the thing that’s already yours.
The part of your work that feels natural to you, and meaningful to the people you help.

The thing clients love you for, even if you’ve never named it out loud.
Let’s find it.

A heads-up: you don’t have to answer every single one of these and then curse my name forever. Pick 2-3 that feel the most relevant to you and go from there.

[bookmark: _jipequb6uudb]The Six Places Your Differentiator Usually Hides
[bookmark: _9jx268ettxut]1️⃣ Process — what you do
This is the practical side of your magic: your steps, your structure, your method.
Ask yourself:
· What steps do you include that others skip?

· What do you slow down for that most people rush past?

· How do you make the experience easier, smoother, deeper, or more grounded?
Your process reveals more than you think.

[bookmark: _mcjrflz28fhz]2️⃣ Philosophy — what you believe
Your beliefs shape your approach, and your approach shapes your results.

This is where the backbone of your message lives.
Prompts:
· What do you believe about your work that most of your industry gets wrong?
(“Professionalism can mean 18 different things to 18 different people.”)

· What’s a hill you’d happily die on?
(“Marketing shouldn’t cause panic attacks.” “Design should feel lived-in, not showroom-ready.”)

· What do you believe your clients need to understand before any real change happens?
 (This often becomes a core message or brand belief.)

· What outdated belief or misconception do you consistently help people unlearn?
 (These become powerful messaging anchors and content angles.)
These beliefs often reveal the deeper difference behind your personal “sparkle”, the part of your work that shifts how people see themselves, their goals, or what’s possible.

[bookmark: _3ppn6st6nfwj]3️⃣ Presence — what people feel
This is your energy, your vibe, and the emotional experience you create.
Reflect on:
· What do clients always comment on about how you show up?

· How do people feel after interacting with you: seen, grounded, motivated, relieved, confident?

· What compliments make you think, “Wait… that’s just how I do things”?
Your presence is part of your differentiator.

[bookmark: _y5p3swwyakt4]4️⃣ Proof — what they say
Your clients often name your magic attributes more clearly than you do.
Look for:
· Themes or phrases that show up again and again in feedback

· Outcomes they rave about most and why those matter to them

· The things they celebrate that you barely realized you were doing
Patterns here are gold, Jerry, gold!!!

[bookmark: _uvjj3q122yku]5️⃣ Effortless Sparkle — what feels natural
This is your intuitive, “of course I do it that way” genius.
Consider:
· When does your work feel almost effortless, like, “Oh, this is what I was meant to do”?

· What are you doing or saying in those moments?

· What’s something you always say to clients, even if it’s not “part of the process”?
Effortlessness is often your most honest differentiator.

[bookmark: _p5wfbmjphura]6️⃣ Expression — what it sounds like
If your difference had a bumper sticker, what would it say? Or, if you were on Real Housewives, would your opening credits tagline be? (Lol.)
Examples:
· “Honesty over hype.”

· “Ease counts as effort.”

· “No more hiding who you really are.”
This becomes part of the tone and filter for your message.

[bookmark: _znd1kcw12v4]🪄 ACTION STEP
Pick the 2–3 categories above that sparked the strongest reactions.

You do not need to answer them all. (Though you’re welcome to collect a gold star if you do.)
If you catch yourself thinking,

“But doesn’t everyone do that?”
 
They don’t. That’s your differentiator speaking up.
Now, write a one-sentence summary of what makes your work yours.
Examples:
· “I design spaces that reflect how you actually live, not what’s trending on HGTV.”

· “I guide clients to find the answer they already know — I just ask the questions that unlock it.”

· “I turn the way you naturally work into workflows that support you instead of slowing you down.

· “I help families build calmer days by focusing on what’s underneath the behaviour, not just the behaviour itself.”

· “I teach strategy you can use on a Tuesday, not theory you forget by Thursday.”
To finish this section, ask yourself:

If this is the thread, how can I weave it through the rest of my message?
You don’t need a costume version of yourself to stand out. Your way was here the whole time, we just had to dig it out of the pile.

[bookmark: _kvnnv2tgg6xy]4. ARTICULATE THE TRANSFORMATION 🪄
You’ve uncovered what makes your way different. Now it’s time to connect that difference to the actual change your clients experience.
Because the truth is: Your differentiators only matter if they move someone from where they are to where they want to be.

This is where you name that shift clearly, simply, and in regular everyday language.

[bookmark: _iy0zyqy29qg7]Step 1: Name the Before + After
Start by grounding yourself in the emotional and practical truth of their experience.
Prompts:
· Before working with you, they feel ____.

· After working with you, they feel ____.

· What can they now do or believe that they couldn’t before?

· What changes specifically because of your way of doing things?

· How does that ripple into their bigger life or business?

· If your work had a movie tagline, what would it be?
Keep your answers honest and specific. It’s the real results that make an impact, not the exaggerated or “that one crazy successful client” ones. 

[bookmark: _ex2agg2af1q7]Step 2: Look for the Specific Shift
Most transformations have two layers:
[bookmark: _p8n9jqludn3c]The emotional shift
How they feel differently on the inside.
[bookmark: _xee2o0beqskh]The practical shift
What becomes easier, clearer, or more possible on the outside.
When you can name both, your messaging becomes much stronger and more believable.

[bookmark: _9krfwfvekuo]💡 Examples of Real Transformations
	Before
	After
	Why It Matters

	Confused about what’s “right” to eat
	Confident in flexible habits
	Food stops being a stressor

	Tired of a site that feels outdated
	Proud to share their website
	They finally feel seen

	Stuck in overthinking
	Clear and decisive
	Decisions get easier

	Running on burnout
	Grounded and supported
	They have capacity again


Your work creates change, and this table is here to help you name it more clearly.

[bookmark: _abxsy9z3galh]Step 3: Create Your Snapshot
[bookmark: _asxl43o5dwn]🪄 Action Step
Write a simple Before/After statement that captures the shift you help create.
Examples:
· “From marketing that feels forced to messaging that feels natural.”

· “From chaos in the kitchen to calm confidence with food.”

· “From hiding your website to showing up proud and ready.”
This snapshot is the heart of your transformation.

You’ll use it in your copy, on your website, in your content, and in your sales messaging because it’s the clearest, truest way to communicate the work you do.
When you can describe both the emotional and practical shift, your copy becomes easier to write — because you’re simply naming what already happens.
You now have all the pieces of your message: the what, who, why, difference, and transformation.
Section 5 pulls everything together into one clear Message Map you can use in your copy and content.

Woot!


[bookmark: _1u4yoq1efk2z]5. YOUR MESSAGE MAP 🗺️
[bookmark: _7lgp9ltujjdb]Your One-Page Summary of What Makes Your Message Yours
You’ve pulled your way, your sparkle, and your voice out of the pile. Now it’s time to put it somewhere you’ll actually use it.
Everything here should come directly from the work you’ve already done in Sections 1–5. Replace my examples with your answer to keep the page clear and concise.

[bookmark: _kwcujzqs5mzl]1. What I Actually Do (Core Message) 💬
A clear, human description of what you do  in language a half-distracted friend would understand.
Examples:
· Copywriting: “I take what’s in your head and turn it into something your audience instantly gets.”

· Brand Design: “I help small-business owners look like the polished, confident brand they already are.”

· Coaching: “I help you see what’s actually going on so you can move forward with confidence.”

· Web Design: “I turn your website into something that sells for you while you head to the cottage.”

[bookmark: _r97c8vcjowk2]2. Who I Help (Your People) ✨
Describe your people in real-human terms, not demographics.
Examples:
· Photography/Videography: “Brands who want visuals that help people trust them before they ever book a call.”

· Family therapy: “Parents who want calmer days and fewer meltdowns… from their kids and themselves.”

· Systems/VA: “People who want to spend less time doing admin and more time doing the work they’re known for.”

· Web Design: “Entrepreneurs ready for an online presence that actually matches the quality of their work.”

[bookmark: _2qy7px4nca0n]3. The Problem They’re Facing (Their Starting Point) 💡
What friction, pattern, or frustration brings them to you?
Examples:
· Brand/Web Design: “Their ideal client has evolved, but their branding and website hasn’t.”

· Copywriting: “They’re only attracting red flag inquiries.”

· Social Media Management: “They’re posting every day and only getting likes from their Mom.”

[bookmark: _izzsmy377eld]4. The Feeling They Want Instead (Desired Emotion) 🩶
The emotional state they’re hoping your work will create.
Examples:
· Coaching: “Calm, steady, and in control instead of reactive.”

· Branding: “Put-together without feeling over-polished or fake.”

· Systems/VA: “Like they finally have breathing room.”

[bookmark: _xuy1mqtrfyyh]5. My Difference (Your Way) 💎
The part of your process, philosophy, presence, or perspective that makes your work work.
Examples:
· Consulting: “I make complex things feel simple without watering down the depth.”

· Brand Design: “I design from the inside out — the visuals start with who you are, not what’s popular.”

· Therapy: “I mix practical tools with nervous-system understanding so change actually sticks.”

[bookmark: _ap1nfkois31d]6. Proof & Patterns
What shows up again and again in your client feedback: the themes, outcomes, phrases, or emotional shifts that confirm your approach actually works.
Examples:
· Coaching: “I finally feel understood,  like someone actually sees how my brain works.”

· Systems/VA: “You made the process feel calm, organized, and doable.”

· Branding: “I didn’t realize how much clarity I was missing until now.”

· Copywriting: “You helped me say what I’ve been trying to say for years.”

· Nutrition: “This felt like the first time I wasn’t being judged or rushed.”

[bookmark: _yf5bfuyluux0]7. My Core Belief or Philosophy
The hill you’d die on. The belief that sits at the centre of your work, shapes your approach, and helps your clients experience real change.
Examples:
· Branding: “A brand isn’t how it looks. It’s how it makes people feel.”

· Therapy: “People grow when they feel safe, not judged.”

· Coaching: “Slow growth is still growth.”

· Copywriting: “Your voice isn’t missing, it’s just buried under overthinking.”

[bookmark: _kjk8vr72n73]8. The Emotional Through-Line (Transformation) ❤️
This is the Before/After you mapped in Section 4.
Examples:
· Photography/Videography: “From not recognizing themselves in their visuals to feeling deeply seen.”

· Therapy: “From shame and confusion to compassion and understanding.”

· Systems/VA: “From doing everything themselves to feeling supported and spacious.”


[bookmark: _u1rpvji6agv4]9. My One-Sentence Message (Your Snapshot) 💬
This pulls everything together into a simple, usable statement.
Template:
 I help [who] [do what] by [your unique way], so they can [emotional result].
Examples:
· Systems/VA: “I help service providers scale smoothly by simplifying their backend, so they can stop firefighting and start focusing on their zone of genius.”

· Therapy: “I help clients break old patterns by blending awareness with practical tools, so they can move through life with more ease.”

· Social Media Management: “I help small-business owners stay present online by taking content off their plate, so they never disappear during busy seasons.”

· Web Design: “I help small businesses modernize their site by pairing strategy with clean design, so they feel confident sending the link.”

[bookmark: _74bm1bj6ae3t]BONUS: My Go-To Phrases / Signature Lines 🪄
These are the small lines or micro-phrases that sound like you… the ones you find yourself returning to.

Examples:
· Design: “Design that feels like you.”

· Coaching: “Confidence looks good on you.”

· Nutrition: “Real over rigid.”

[bookmark: _w257k6g97nd6]Keep this sheet close.
Every caption, headline, email, or client proposal you write can trace back here.

This isn’t where your message is invented — it’s where you remember it.

[bookmark: _uzmqfz6nb0hp]💭 Pause
Your message is clear. Yay!
Now it’s time to figure out the other half: how you sound when you say it.
Section 6 guides you through finding your natural voice, and Section 7 turns that clarity into a simple Voice Map you can reference anytime you write.

[bookmark: _mllot9l00rbq]6. FIND YOUR VOICE 🎤
[bookmark: _cd6xtgji3fwj]How to Sound Like You (Consistently and On Purpose)
You’ve clarified the what, who, and why of your work. Now let’s figure out how you sound when you say it.
Because “sound like yourself” is only helpful if you know what “yourself” actually sounds like on the page.
This section gives you the raw material you’ll need for your Voice Map in Section 7. For now, focus on exploring, and Section 7 is where you’ll organize.

[bookmark: _xjt798kozocz]THE FOUR ELEMENTS OF YOUR VOICE
We’ll walk through each one with guided prompts so you actually uncover your patterns, not just think about them.

[bookmark: _c836xwdxmpn5]1️⃣ AUTHORITY — Your Stance
How you position yourself when you communicate.
Prompts:
· Do I tend to sound like the expert, the guide, the peer, or the friend?

· When I explain something, do I teach? Interpret? Simplify? Challenge? Encourage?

· What moments bring out my clearest, strongest voice?
Notes:


[bookmark: _k031mkp03bds]2️⃣ OUTLOOK — Your Lens
Your worldview:  how you see people, problems, and possibilities.
Prompts:
· Am I naturally calm? Direct? Optimistic? Blunt? Thoughtful? Strategic?

· How do I tend to interpret the problems my clients face?

· What emotional tone do I bring when I explain something?

Notes:


[bookmark: _cr1dbntiw6uu]3️⃣ LANGUAGE — Your Words + Patterns
This is the part people recognize most.
[bookmark: _r1kxb181w3ck]Sentence Rhythm (How You Sound Out Loud)
Say a few sentences out loud and write down what feels like “you.”
Prompts:
· Do I speak in bursts? Slow and steady?

· Do I pause often?

· Do I naturally simplify things or elaborate?

Write 2–3 sample lines:

Now consider how this translates into writing…

Prompts:
· Do I write in short, punchy lines or longer, flowing thoughts? Or a mixture of both?
Pro tip: Relate this to your stance and outlook! A chill, thoughtful guide often uses longer sentences. The expert who’s motivational often uses short punchy lines. A peer who’s strategic yet encouraging often uses a mix of both!

· Do I use stories? Metaphors? Plain talk? A little humour?

· What phrases or sentence openers do I use often?
 (“Here’s the truth…” “Let’s be real…” “The thing no one tells you is…”)

· What words do clients repeat back to me?

Notes:


[bookmark: _wyl3zd56aag3]4️⃣ ENERGY — Your Emotional Effect
How people feel after reading you.
Prompts:
· Do I want people to feel calmer? Clearer? Braver? More grounded? More capable?

· What emotional shift do I tend to create without trying?

· What words do clients use to describe how I make them feel?

Notes:

Pro tip: When you’re writing, read back what you’ve said and see if it incites the emotion you’re striving to create. 

[bookmark: _csvylxxb3i3k]QUICK CONTRAST: Sound Like You, Not Like Them
Understanding your “voice drift” helps you avoid it.
Example:

When I sound like me:
 → grounded, honest, clear
 → I write like I talk
 → I focus on connection, not performance
When I don’t sound like me:
 → I start mimicking people I follow
 → I write to impress instead of communicate
 → I get formal, stiff, or overly polished
Now fill in your own…

When I sound like me:

When I don’t:


[bookmark: _49lg166zsjee]SIGNATURE LANGUAGE (Your Verbal Fingerprints)
These are the micro-phrases or concepts that show up again and again.
Prompts:
· What phrases do people quote back to me?

· What metaphors or visuals do I naturally reach for?

· What tone words show up often?

List a few:


[bookmark: _nx5fs8jppy0p]WHY THIS MATTERS
When you understand your authority, outlook, language, rhythm, and energy, you can:
· write faster

· stay consistent

· avoid sounding like everyone else

· speak with confidence

· sound like a human, not a template
And in Section 7, you’ll take all of this and distill it into a simple Voice Map you can reference anytime you write.

[bookmark: _mvkp87wn1mw4]Remember:
Your voice isn’t something you manufacture, it’s something you notice and refine over time.

[bookmark: _oukvdliwxs5h]7. YOUR VOICE MAP 🎤
[bookmark: _nkha2y5u4w0s]Your One-Page Guide to Sounding Like You
You’ve explored the elements of your voice: your stance, outlook, language patterns, sentence rhythm, and energy. This page pulls all of that together into a simple reference you can use anytime you write.
Everything here should come directly from Section 6.

[bookmark: _l04htq67ws34]1. My Voice Elements 🧭
Choose 3–4 traits that define how you naturally show up.
 
Examples:
Grounded Expert
· Sounds like: steady, clear, matter-of-fact, calm explanations, reader feels informed and competent

· Avoids: hype, urgency, overly familiar language

Warm Guide
· Sounds like: encouraging, human, thoughtful, spacious sentences, gives off hope

· Avoids: cold, clinical, harsh directives

Strategic Peer
· Sounds like: practical insights, plain talk, structured but friendly tone, reader feels seen and understood

· Avoids: vague generalities, condescension, jargon

Playful Truth-Teller
· Sounds like: witty lines, light humour, quick rhythm, honest clarity, inspiring tone

· Avoids: forced jokes, cynicism, performative hype


[bookmark: _62u5hqyyychv]2. My Sentence Rhythm ✍️
Pull 2–3 lines from Section 6 that genuinely sound like you when spoken aloud. These become your “voice calibration” references.
· 
· 
· 
· 
If you ever feel stiff or “off,” reading these will bring you back to your natural tone.

[bookmark: _33ws2hmh1l9j]3. Signature Language (Verbal Fingerprints) 💬
List the words, metaphors, or turns of phrase you naturally reach for:
· 
· 
· 
· 
Tip: These often show up in client quotes or in lines you find yourself writing over and over.

[bookmark: _5lqqd3hhmrut]4. Sound Like You / Not Like Them (Contrast Clarity) 💡
A quick way to spot when you’re drifting out of your natural voice.
	When I sound like me…
	When I don’t…

	_________________________
	_________________________

	_________________________
	_________________________

	_________________________
	_________________________


This helps you stay you, even when writing fast.

[bookmark: _qoi6v61slxho]5. The “Sounds Like Me” Checklist 🪄
Before you hit publish, run through this quick test:
☐ Would I say this out loud?
☐ Would my best-fit client understand it immediately?
☐ Do my Voice Anchors show up here?
☐ Will it make my readers feel the way I want them to?

[bookmark: _gtj23x863b3g]6. Optional: Signature Phrases Bank ❤️
If you have lines or phrases that feel distinctly you, list them here.
	Situation
	Go-To Line

	Introducing yourself
	________________________

	Soft CTA
	________________________

	Encouragement
	________________________

	Sign-off
	________________________


These become reusable “voice threads” you can sprinkle across your content and copy.

[bookmark: _ahhwyx2l6cxh]8. PUTTING IT ALL TOGETHER 🪞
[bookmark: _dgyfovu320z]How to Use Your Message + Voice Maps in Real Life
You’ve done the work. You’ve got clarity.

Now let’s make sure it doesn’t just sit sadly in a Google Doc like a forgotten gym membership 🫠.
Before you write anything, glance at your Message Map and Voice Map.

They’re your GPS!
Here’s how to actually use them in your marketing 👇

[bookmark: _9lnhf9dxm4wo]💻 WEBSITE COPY
[bookmark: _4demlles6jxe]Homepage Headline
Use your difference + their desired outcome/feeling.
Examples:
· “Therapy that helps you stop bracing for impact and start living on your own terms.”

· “Coaching that gets you out of your head and back into your life.”

· “Websites built to convert with clarity, not pressure.”

· “Systems that make your day-to-today business tasks more fun.”

· “Nutrition support that’s rooted in real life, not restriction.”

[bookmark: _q5paxi46r4yh]About Page
Lead with your Core Belief or Philosophy from your Message Map. This gives people instant context for the way you work.
Examples:
· “Healing happens when you feel safe, not when you push harder.”

· “Your nervous system shouldn’t be sacrificed in the name of productivity.”

· “I believe clarity creates momentum and confusion kills it.”

[bookmark: _qafnycig2bm0]Services Page
Use Your difference + Your Transformation sections. People need to know what you do, how you do it, and why it actually works.
Examples:
· “Design that reflects who you are now, not who you were when you DIY’d your brand.”

· “Therapy that helps you understand the ‘why’ underneath the pattern.”

· “Web design rooted in research, clarity, and actual user behaviour.”


[bookmark: _nf7i1glw93al]📩 EMAILS
Write like the version of you who’s already comfortable.

Pull directly from your Voice Anchors when you feel yourself slipping into “professional internet stranger.”
[bookmark: _4gxpz6vp6zap]Strong openings:
Lead with honesty, insight, or a truth your people haven’t put into words yet.
Examples:
· “What would it look like to actually trust yourself with food this week?”

· “Most entrepreneurs aren’t overwhelmed… they’re under-supported.”

· “Here’s the one thing I wish every [ideal client] knew…

· “Ever notice how much energy goes into avoiding the thing you want to do?”
[bookmark: _aeh0hdgcqi19]Strong Stories:

Think about how your readers are feeling now, or how they want to feel. Now think of a time you felt either way. Tell the story (whether it’s businessy or not!) to show them you understand, you’re on their side, and you know how to help them get what they want.

Starting with the feeling is a great way to get writing when you feel stuck. 

Strong endings:
Invite reflection or conversation — not pressure (and not nothing!).
Examples:
· “Hit reply and tell me what your biggest struggle with [topic] has been this year.”

· “And if you’re ready for support, I’m so here for it.”

· “What’s one thing you want to feel more of this season?”


[bookmark: _8555081fkolb]🤑 CONVERSATION & SALES
[bookmark: _mqdm4ky7vu4b]Your intro line = What I Actually Do
Use it everywhere: networking, DMs, podcasts, collaborations, referrals.
Examples:
· “I help overwhelmed entrepreneurs get clear about their message so marketing feels easier.”

· “I help women feel normal around food again.”

· “I help small businesses stay visible without posting 24/7.”

· “I help families create calmer days through nervous-system-led parenting support.”
[bookmark: _cq7qblx37d0x]Your Difference = Why your way works
This is basically your positioning in one sentence.
Examples:
· “I help you hear yourself clearly so you can create a business you actually like.”

· “I focus on clarity first because confidence always follows.”

· “I bring design, psychology, and user experience together so your website actually works.”

· “I make complicated things feel simple without losing the depth.”

· “I help you build habits that last by focusing on rhythm and rituals, not restriction.”

[bookmark: _wu8ba41fn2fu]🥂 OMFG… you did it!
You un-messed your message, you named what makes your work yours, you found your voice, and you learned how to bring all of it into your marketing.
Now everything you write — every caption, email, offer, or conversation — has a home base.
Your message isn’t meant to sound perfect.
 
It’s meant to sound like you.
When you’re ready, we can talk about where to go from here — but for now, enjoy feeling really accomplished (and yeah, a bit smug).

[bookmark: _s370bzc8un5y]9. RECAP + NEXT STEPS ✨
[bookmark: _os58mvnae0jg]You found your through-line… now let it do its job!
Messaging and Voice work is the part most people skip, and then they wonder why writing feels like guesswork.

So… what now?
Here are a few ways to keep the momentum going: paid, free, DIY, and all valid:

[bookmark: _n7iyclyuq07f]OPTION 1: IMPLEMENT + PRACTICE (DIY)
Use your Message Map and Voice Map as guidelines for everything you write:
· Update your website copy

· Revisit your offer descriptions

· Refresh your About page

· Write emails that actually sounds like you

· Pitch collaborations or podcasts with your new clarity
You already have what you need. Your job now is simple: use it as liberally as my kid spreads Nutella on toast.

[bookmark: _g04voddd89j7]OPTION 2: COMMUNITY + FEEDBACK (G6 COPY LOUNGE 🦥✈️)
If you want support applying your newfound clarity consistently (like, not just once and then never again in a million years), The G6 Copy Lounge is where I help people do exactly that.
Inside, you get:

🪞 Weekly copy reviews to feel confident in what you’re writing
🎙 Monthly group Q + A calls to connect with awesome people and strategize your shit
💻 1:1 and Community Slack access for writing support and ongoing feedback
✉️ Weekly email prompts that help you write fasterand easier
📁 Strategic copywriting resources so you’re never starting from scratch
It’s a low-pressure place to practice your message until it feels second nature.
Get more info on The G6 Copy Lounge here. 

[bookmark: _l54jfg6hb0zf]OPTION 3: DEEP DIVE SUPPORT (Brand Voice & Messaging Intensive)
If you want this level of clarity done for you and sharpened even further, the Intensive is where we go all in.
It’s for the service provider who wants:
· their message distilled even more

· a custom Brand Voice & Messaging Guide

· messaging that makes selling easier

· a strategy built around their actual personality and process

· support implementing it across their brand
Learn more about the Intensive here. 

[bookmark: _ghudk69v4wi8]OPTION 4: TAKE ONE SMALL STEP
Not ready for community or deeper work? Cool.
Here are simple next-step ideas:
· Write one homepage headline using your Message Map

· Update your “What I Do” sentence everywhere it lives

· Draft one email that sounds like your Voice Map

· Rewrite one offer description with your difference front and center

Small steps count. (And frankly, they’re where most real progress happens.)

[bookmark: _6pld40gl811w]FINAL THOUGHT 💌
Whether you DIY, co-create, or hand it off… clarity will keep working for you long after this kit is closed.
Your message isn’t meant to sound perfect. It’s meant to sound like you.
Now go use your voice. Your people can feel the difference, and now you can finally name it.
xx G


Ⓒ Gerry Tait 2025
