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Any marketing you do for your interior design business will be wasted if you first don’t plan for and use 3 

important strategies: 1) Clearly identify your unique, ultra-focused niche in the industry 2) Show photos, 

testimonials and proof of successful project results, and 3) Creating a clear, easy path forward for your 

clients to take to potentially work with you. 

Most Interior Design firms do okay on #2, but they totally miss, glaze over or don’t even think about what 

their unique niche is, and they certainly don’t call their clients to action by taking the first, easy step 

through their website, emails, social media or other online marketing.  

To help you nail this, I’ve put together a Checklist with more detail on those 3 areas. 

If you master these 3 techniques, you’ll be ahead of more than 90% of interior design firms that don’t 

know what their unique niche is, don’t focus on client success stories enough, and don’t call their clients to 

take some sort of super small, easy action.  

So here you go. Let’s start at the beginning, with strategy Number 1. 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1 | Clearly identify your unique niche 
There are hundreds of thousands of interior designers in the United States. Most of them say something 
like “I will take all projects, big or small, locally or internationally, every style for every client, forever!” 

This broad marketing tactic does not motivate your clients to work with you, because you don’t stand for 

anything unique. You must identify your core niche, what makes you different than every other interior 

designer in the world, and make that extremely clear on your marketing material. The more specific you 

can be, the more effective your marketing will be. 

Here’s how to clarify your niche: 

- What ties together your best clients? Look at your best-ever, best-paying, most-fun-to-work-with clients. 

What are the commonalities between them? For instance, their gender, age, cities they live in, hobbies, 

career focus, marital status, stage of life, aesthetic interests, etc. 

- What do you want to specialize in? What gives you the most excitement, joy and desire to work hard 

every day for your best-ever clients? What is the purpose, mission, calling and reason you want to do 

what you do? 

- Create a Slogan Statement. Create a 3 to 7-word slogan for your business that speaks to your ideal 

clients and your strongest interior design passions. This is something you should start using on all your 

marketing material. For instance “Live An Urban Farm Life” or “Modern Living For Retired Couples” or 
“Play Spaces Where Children Create Dreams.” Try to make this slogan clear, easy to understand and 

as short as possible.  

- Create a Slogan Sentence. Your 3 to 7-word slogan will not tell it all. It’s just a simple, memorable 

phrase that sets you apart from your competition. But you should also develop a branding sentence that 

clearly explains your slogan in more depth. For instance: “If you live in the City but long for the Farm 

life, we’ll transform your home into the country lifestyle you miss.” Or, “Now that you’re retired, it’s time 

to design that modern home you’ve always wanted to spend each day in with your spouse.” Remember 

that these sentences are based on what you already know your clients can easily relate to. Don’t make 

these up. It should combine your design passion with what you already know your clients connect to.  

- Refine along the way. This will always be an ongoing process as your business develops. That’s why I 

love email marketing, websites, and digital marketing because you’re always able to improve your 

business marketing quickly. Keep working on your Slogan, Niche and marketing sentences over time as 

you figure out who your best clients are. The better this material, the more it will emotionally connect 

with your best clients.  
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2 | Prove your experience through your Portfolio 
On your website, over 50% of your visitors will go to your Portfolio first. They will skip over your About 
page, Blog, Services, Press, Testimonial and everything else. They want to see photos. This is primarily 

because they want proof of your experience. They also want to imagine “What it could be like” to live or 

work in a new, completed space that you create for them. Your Portfolio is the most important and 

powerful of all, because that is where your clients are going to spend the most time when considering to 

hire you. 

Here’s how to use your Portfolio more effectively: 

- Pair your Portfolio images with real-life client testimonials. This way, not only are your photos 

awesome, but a real client who actually paid you was thrilled with the final results! This is just like why 

people go on Amazon or Yelp and look at the reviews to make sure they’re not purchasing a terrible 

product. Use real-life testimonials on your website, Yelp, Google Business, Facebook and social media 

and always pair them with photography of final work for more impact. 

- Use more “Before and After” shots. Your clients love these, because it shows “what could be” and it 

tells a short story. The first photo is some ugly, old home with everything falling apart. And the end 
result is this ridiculously awesome space that you helped bring to life. Clients just get it when they see it. 

- Show your best work first. This seems obvious. But Interior Designers forget to show their best work 

first, or they put their work in chronological order. Put your most inspiring work first, so that your clients 

get excited and inspired by the most impressive ideas you have. Even if your best project was a $20 

Million project from some high-paid CEO, your Clients want to know what the possibilities are in 

working with you. They’ll say, “I love this project, that’s what I want.” But maybe their budget is only 

$20,000 or so. Even still, they want to know that at least you are capability of producing something 

amazing. Cut out your ugly work, the work or styles you don’t want to do, and keep it short. In fact, 

about 80% of your clients on your website will only look at the 1st project, and they make their decision 

fast. So put your best, most awesome project first on your website, and show it on all your marketing 

materials, and get rid of those old, out-dated projects that bring down your best work.  

- Keep showing your work on everything. Clients do not get tired of seeing success stories and final 

results. It’s proof that you’re still in business and thriving. It’s proof you can get work done, and it’s 

proof that other clients got a great result. Show your successful projects on your website, your email 
marketing, social media, print cards, and the like. Sometimes, Interior Designers start talking too much 

about themselves, and not about the successful results their Clients get. Your Portfolio is all about your 

clients. It’s not about you.  
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3 | Clearly call viewers to take the next, easiest step 
Average interior designers use a boring or un-clear “Call To Action.” I think it’s because most interior 

designers just look at what everyone else is doing and just copy them. This is a big mistake. A boring 

Contact page on your website has less than a 1% conversion rate. The typically contact page says 

“Contact me” and then a form with “Enter your name, email, phone and message.” This is accomplishing 
nothing for your business. It’s too vague for your visitors. Here’s how to do a better “Call To Action” on 

your website, email marketing, and social media. 

Here are 3 ways to make a better “Call To Action”: 

- Identify the next, easiest step for your clients. Clearly lay out what the next step is in working with 

you. Your website, email marketing and social media is not a good way to ask people to “Sign the 

dotted line right now.” They’re not even close to that point. You need to think several steps before 

signing the agreement and paying the deposit. Write out your process of on-boarding a new client. Do 

they first want to schedule a call with you? Do they first ask about pricing? Do they want to meet you, or 

have you meet them at their home? Do they just shoot you some questions via email first? Whatever it is 

that they do first —before anything else— is what your Marketing needs to do. Invite people to take that 

very first, easy step and they will be more likely to take the 2nd step after that. 

- Repeat it everywhere. On all marketing material, use this Call To Action so that it is very, very easy for 

new clients to take the next step. If you don’t tell clients what to do, they’re not going to do anything. 
You are the expert here, and you need to lead your clients well.  

- Use the following examples. I believe you need to map out and create a checklist that works for your 

business, based on what your best clients in the past liked and used when they first became a client of 

yours. Go through your email history and figure out how the process went for your best projects in the 

past. To help you figure think of some ideas, here are some common ‘Call To Actions’ below: 

- Schedule A Free Call 
- Schedule A Meeting At Your Home 
- Schedule An Appointment 
- Get Pricing 
- Get A Free Proposal 
- Fill out a Project Questionnaire 
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N O W  Y O U  A R E  A  M A R K E T I N G  P R O F E S S I O N A L  

There is a lot more to learn about marketing, but if you don’t get these 3 things correct, then all other 

marketing you do will end up being wasted. 

And that is because of these following 3 reasons:  

1. Clients wont understand why you are better than any other interior designer. 

2. Clients wont see proof of successful projects you’ve completed for other clients. 

3. Clients wont know how to get information from you to potentially work with you. 

Once you understand how to position your Interior Design firm in these areas, you can start applying them 

to more marketing material. But that’s not the last thing you need to do. There is more to come, but I really 

want you to think about these 3 areas first. Then, we can get a little more advanced.  

Action items for better interior design marketing:  

1. Figure out what your unique niche is. What makes you better than all other interior designers? What 

style do you specialize in, what kind of person is your client? What cities do you work in, what 
process do have which is unique? What gets you excited about the interior design industry? What 

kind of projects, clientele, styles, furniture companies or anything else that establishes a unique niche 

that no other interior designer has?  

2. Figure out your number one best project ever from the past. This will be the project you use for 

most of your marketing material, because you know it attracts new clients. See if you can get a 

testimonial from that client. See if you can find Before & After photos from that project. Connect with 

that client on social media so future Clients see proof that you actually did the work for them and 

you’re still in touch with them. Then, find your 2nd best ever project and do the same.  

3. Figure out what the first step is for your typical on-boarding sales process. Based on projects 

you’ve done in the past, what do your Clients naturally want to do or need to know in order to 

consider working with you. You’ll use this for all marketing material to call your potential new clients to 

take action and take that very first step.  

Have questions? Simply email me at any time to get help at design@jpwdesignstudio.com.
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