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Your Professional Workhorse Website 
(Supplement) 

 

One of the easiest ways to start building your workhorse website is to grab 

inspiration from other sites you like. (Hold on: that doesn’t mean copy!) By 

looking at how other writers and designers use layouts, page elements, art 

and text, you can apply the same techniques to your web design by 

tailoring it to your niche. 

 

Here’s a classy example from one of our neighbors in Portland’s Alberta 

Arts District. 

 

BLOSSOM Interior Design 

Take a look at the interior design service description for one of our neighbors here in the 
Alberta Arts District here in Portland, Oregon: BLOSSOM. You can view the full site at: 
https://www.blossompdx.com/interiordesign. 

Similar to coaches, they’re offering a highly personal service – reshaping a living space. 
They’ve crafted a beautiful and, more importantly, effective description for their interior 
design consultations. 

I’ve split the full page into two to enable us to see the language and other elements 
better. We’ll start with the top half… 

https://www.blossompdx.com/interiordesign
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Notice a few things about the top half of this page: 

• Strong subheads (highlighted in bold text) 

• Appeal to Ideal Client Avatars in the type of projects they accept under “Our 
Work” 

• Call-to-action right up top: “Schedule with Us” 

• Strong, thematically appropriate images 

• Lots of white space to move the reader through the page 

 

As we move to the bottom half, you’ll notice: 

• More airy, conversational copy 

• Copy describing the “experience” a client can expect in the “Designing with 
Blossom” and “Design Process” sections 

• Breaking the page up with a strong image 

• Bold call-to-action – in fact, the darkened block is one of the strongest elements 
on the page (especially after all the white space they’ve used) 
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Three final things to take note of before we move on:  
 

1. How many CTAs do you count on that one page alone? Including the main CTA 
in the dark block, there are four. Not one of them reads salesy or pushy. Instead, 
they’ve opted for elegance – an extension, no doubt, of the brand experience 
they’re trying to cultivate.  

 

2. You’ll also find their complete contact info at the bottom of the page (and every 
other service description page as well). 

 

3. What could they have done differently?  
a. If you guessed more focus on the client in their copy, you’d be right. While 

the language is friendly and conversational, it’s also focused on their 
company. In essence, the language is more feature-driven than benefit-
driven, at least up top. For example, what do all the items they list under 
“What We Offer” mean for their clients? How does the client benefit?  

 

b. And rather than stating they’ve been in business for a long time, how 
about some testimonials from clients who’ve used their design services? 

 

 

 


