[ OVERVIEW ]

Executive Summary

Carrd is the one-page website builder that founder AJ has run as a solo product
since launch in 2016 (Product Hunt #1 Product of the Day for 16 March 2026 +
2016 Golden Kitty Awards). The live homepage carries one declarative line:
“Simple, free, fully responsive one-page sites for pretty much anything.” Pricing
is Free + Pro at $19/year — an order of magnitude below the $15-30/month Wix /
Squarespace / Webflow tier. Across 24 verbatim reviews captured 30 April 2026
(12 Capterra at 4.6% / 12 Product Hunt at 4.8%), 18 of 24 use ease-of-use
language as the dominant praise; 8 of 24 single out affordability. The cons-side
cluster is small and structural: 5 of 24 wish for more features (“not full-fledged")
— the trade-off Carrd has held for ten years. The strategy below is built only from
what those 24 reviews + Carrd’s own homepage + four captured LLM self-
responses (Claude, ChatGPT, Perplexity, Gemini, each Q1-Q3, captured 30 April-1
May 2026) actually show.

[ STRATEGIC CORE 1

The website you'll actually ship.

Your north star. Supported by 5 verbatim quotes converging on speed-of-setup as the actual
job — C7 Jennifer Y., C8 Luis Humberto A., C12 Juan G., P5 QQ808, P11 kshwnfrncs — plus the
18-0f-24 ease-of-use theme.

[ 01 ] INSIGHT

Your Category

The single-page constraint is the product. Ten years stable. The category around you keeps adding pages,

surfaces, Al generators — and you keep shipping the simplest thing.

READ THE FULL LANDSCAPE+



Carrd launched on Product Hunt 16 March 2026 a decade ago and ranked #1 Product
of the Day, the Week, and the Month — plus a 2016 Golden Kitty Award. Since then,
the product hasn't pivoted. Same single-page constraint. Same $19/year Pro tier. Same
solo founder (AJ). The homepage today still reads, verbatim: “Simple, free, fully
responsive one-page sites for pretty much anything.” Three value props in order:
Simple. Responsive. Free. Primary CTA: “Choose a Starting Point.” No marquee. No
anchor-tenant logos. No social-proof claims on the homepage at all.

The competitive frame Carrd inherits is the website-builder category — Wix,
Squarespace, Webflow on the multi-page premium end ($15-30 per month for
Personal/Basic tiers); link-in-bio tools (Linktree, Beacons.ai, Bio.site, Stan Store) on the
link-aggregator end; and a fast-rising Al-builder cohort (vO, Lovable, Bolt, Framer-Al)
generating multi-page sites from prompts. Carrd doesn't play in any of those lanes
head-on. It plays a different game: one-page only, $19/year, ship it today. An order of
magnitude cheaper than Wix at the entry tier; structurally simpler than Webflow; more
flexible than a Linktree page (a real one-page site, not a list of buttons).

Across 24 reviews captured 30 April 2026 (12 of 28 from Capterra, 12 of 24 from
Product Hunt), the dominant praise pattern is the same word in different surrounds:
simple, easy, intuitive, fast. 18 of 24 use this language as the lead. 8 of 24 single out
affordability separately. The cons-side is small and specific: 6 of 12 Capterra reviews
want more customisation depth; 5 of 24 frame Carrd as “not full-fledged"” for complex
projects. The numbers say the category position is honest — the homepage promise
(simple, responsive, free) and the lived experience match.

The 2026 competitive pressure isn't from Wix or Squarespace. It's from the Al-site-
generator wave that promises to spin up multi-page sites from a prompt in minutes.
That changes what “simple” means. Carrd’s underlying thesis — that the constraint is
the product — is being tested by a market where “multi-page” is no longer the friction-
heavy choice it was in 2016. The strategy below treats this not as a threat but as a
positioning surface: the difference between a single-page site you actually wrote, and
a multi-page site the Al vomited.
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Where Everyone Sits

Carrd sits in the botctom-left quadrant by design — the cheapest, simplest answer in the website-builder

category. Every other player either costs more, does more, or both. The single-page constraint is the moat.
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SINGLE-PAGE CONSTRAINT

Positions are analytical placements based on captured Claude self-response (Q3, 30 April
2026) and homepage capture — not measured coordinates. Wix / Squarespace / Webflow place
from public pricing pages; Linktree / Beacons place from v3 mining.
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How You Compare

Your peak is Speed of setup and Affordability. Your structural absence is Multi-page capability — by design.

The constraint is the moat.

. CARRD . COMPETITORS (WIX, SQUARESPACE, WEBFLOW)



Speed of setup

Carrd (D 5
Wix C— 3
Squarespace ¢ 3
Webflow G 2

WHY THESE RATINGS? -

Carrd (5) — Saturation theme: 18 of 24 captured reviews use ease/simple/intuitive/fast as
the lead praise. P5 QQ808: “Carrd is like the Notepad of landing pages — fast, minimal, and
gets the job done.” C8 Luis Humberto A.: “Works PERFECT, easy to use...super fast.”

Wix / Squarespace (3) — Multi-page CMS structure adds setup overhead. Inferred from

category positioning + reviewer comparisons.

Webflow (2) — Most powerful, most complex; design-tool learning curve. Per Claude Q3,
2026-04-30: “less powerful for complex builds” is positioned against Carrd'’s simplicity.

Affordability ($/ }’ear)

Carrd R 5
Wix D 2
Squarespace . ] 2
Webflow G 1

WHY THESE RATINGS? -

Carrd (5) — Pro tier $19/year (verbatim from carrd.co homepage, captured 30 April 2026).
Free tier supports up to 3 sites. 8 of 24 reviews single out affordability. C5 Lori R.:
"Affordable...one reasonable fee a year.” C10 Kevin V.: “cost is by far the best part...easy to
use.” P10 Isa: “best website builder right now!...very cheap prices!”

Wix / Squarespace (2) — Personal/Basic tiers in the $15-30/month range. Annualised,
that's roughly 10-19x Carrd’s $19/yr Pro.

Webflow (1) — CMS plans $23-39/month at the Personal tier; Business plans higher. The
most expensive of the three at the entry point.


http://localhost:8765/s/carrd-v1/evidence/#review-ph-p5-qq808
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c8-luis
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c5-lori
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c10-kevin
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p10-isa

Single—page constraint as feature

Carrd (D
Wix D
Squarespace D
Webflow G

WHY THESE RATINGS? -

Carrd (5) — The single-page constraint is the product. Live homepage, verbatim: “Simple,
free, fully responsive one-page sites for pretty much anything.” Ten years stable; the
constraint hasn't loosened. Evidenced by reviewers framing the constraint as the upside
(P5 “Notepad of landing pages”; C4 “does not get easier”).

Wix / Squarespace / Webflow (1) — Multi-page CMS by definition. The single-page
constraint is not a feature in their category; it's an absent option.

Multi—page CMS Capability

Carrd

Wix . ]

Squarespace D

Webflow .

WHY THESE RATINGS? -

Carrd (0) — By design. The product does single-page, full stop. Not a gap — the position.
Acknowledged in reviews where reviewers self-selected for the constraint (5 of 24 frame
Carrd as "“not full-fledged” for complex projects, but use it anyway because it's the right
shape for what they're shipping).

Wix / Squarespace (4) — Mature multi-page CMS with templates, blog modules, e-
commerce.

Webflow (5) — Designer-grade multi-page CMS; the most powerful in the category.
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Customisation depth

Carrd . J 3
Wix . ) 4
Squarespace ¢ ] 4
Webflow e 5

WHY THESE RATINGS? -

Carrd (3) — Theme 3 in the captured reviews: 6 of 12 Capterra cons-sides mention
customisation friction. C1 Stephanie W.: “templ/ates were more customizable and...way to

have edits pending.” C5 Lori R.: “customization is a little confusing.” C11 Karen B.: “difficult
to space when it’s 2 columns...tedious.” Real but bounded — the friction is in advanced
customisation, not basic site setup.

Wix (4) — Drag-and-drop with hundreds of templates and a deep design surface.
Squarespace (4) — Designer-led template system; less freeform than Wix, more structured.

Webflow (5) — Effectively a visual front-end framework. Highest customisation ceiling in
the category.

Template variety

Carrd . ) 3
Wix ./ 5
Squarespace . ) 4
Webflow D 3

WHY THESE RATINGS? -

Carrd (3) — Templates are praised as a hook, then sometimes pushed against. C12 Juan G.:
“wish there was more variety in...templates.” 4 of 6 reviews that mention templates praise
them; 2 want more variety.

Wix (5) — Hundreds of templates across categories, the broadest in the website-builder
space.

Squarespace (4) — Designer-led, smaller catalogue than Wix but each template is more
polished.

Webflow (3) — Smaller out-of-the-box template set; expectation is to build from scratch.


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c1-stephanie
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c5-lori
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c11-karen
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan

Founder voice / Public roadmap

Carrd G 1
Wix G 3
Squarespace D 3
Webflow . ] 4

WHY THESE RATINGS? -

Carrd (1) — Solo founder AJ. No public roadmap. No founder content marketing. The site
has no “About” surface beyond product copy. Carrd’'s quietness is part of the brand — the
trade-off is brand reach into new categories (e.g. Al-era positioning) where there's no
public voice extending it. This is the Shadow Side — see Section [ 07 ].

Wix / Squarespace (3) — Public companies with comms teams; some founder visibility but
mostly corporate voice.

Webflow (4) — Most founder-visible of the three; active design-community presence.

Al-era positioning surface

Carrd 0
Wix . ) 4
Squarespace D 3
Webflow . ] 3

WHY THESE RATINGS? -

Carrd (0) — Four captured LLM Q3 responses (Claude, ChatGPT, Perplexity, Gemini, 30
April-1 May 2026) do not surface a single Al-era positioning angle for Carrd. None of them
named the vO / Lovable / Bolt / Framer-Al cohort as a Carrd comparator. The homepage
doesn't mention Al. Notable structural absence given that cohort is competing for the same
buyer’s “I need a quick site” moment. White-space candidate (see Section [ 09 ] ERRC).

Wix (4) — Wix has launched an Al website builder; positioning surface visible.
Squarespace (3) — Al-assisted design tools rolled in.

Webflow (3) — Al-assisted CMS layouts; less prominent than Wix.

Ratings (1-5, with 0 reserved for “structurally absent by design”) assessed from review
evidence and live homepage capture (Carrd) plus public pricing pages (Wix / Squarespace
/ Webflow). Wix / Squarespace / Webflow ratings are positional inferences from publicly
observable surfaces, not reviews mined in this run.
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Where You Win. Where You're Exposed.

Four genuine strengths. Four honest vulnerabilities. The strengths are quieter than the moment requires. The

vulnerabilities are concentrated in one place.

WHERE YOU WIN

1. The single-page constraint as positioning moat — 18 of 24 mined reviews lead
with simple / easy / intuitive / fast. The constraint has held for ten years, since
the PH launch on 16 March 2016 (#1 Product of the Day, Week, Month + 2016
Golden Kitty). Competitors can't credibly copy it without abandoning the multi-
page CMS bet they're structurally committed to.

2. An order-of-magnitude price advantage — $19/year Pro (verbatim from carrd.co
homepage, captured 30 April 2026) vs Wix / Squarespace at $15-30/month.
Annualised, roughly 10-19x cheaper at the entry tier. 8 of 24 mined reviews
single this out: C5 Lori R. “Affordable...one reasonable fee a year”; C10 Kevin V.
“cost is by far the best part”, P10 Isa “very cheap prices”.

3. Solo founder discipline — AJ has run Carrd as a solo product since 2016. No
pivots. No board pressure. Same single-page thesis. The product hasn't been
distorted by VC growth-at-all-costs or feature-checkbox creep.

4. Homepage promise matches lived experience — Three plain value props in
order: Simple. Responsive. Free. No marquee. No anchor-tenant logos. No social-
proof claims. The 18-0f-24 ease-of-use theme says reviewers experience exactly
what the homepage advertises — that congruence is rare and is itself an asset.

WHERE YOU'RE VULNERABLE

1. No Al-era positioning surface — Four captured LLM Q3 responses (Claude,
ChatGPT, Perplexity, Gemini, 30 April-1 May 2026) name Wix, Squarespace,
Webflow, Linktree, Beacons, WordPress as comparators — none name VO,
Lovable, Bolt, or Framer-Al. The homepage doesn’t mention Al. The Al-builder
cohort is competing for the same “l need a quick site” buyer moment with multi-
page output from a prompt. Notable structural absence in 2026.



2. Customisation friction is the dominant cons-side — 6 of 12 Capterra reviews
mention it. C1 Stephanie W.: “templates were more customizable and...way to
have edits pending”. C5 Lori R.: “customization is a little confusing”. C11 Karen B.:
“difficult to space when it's 2 columns...tedious”. Real but bounded — the friction
is in advanced editing, not basic site setup.

3. No founder voice / no public roadmap — AJ’s quietness is part of the brand. But
it caps Carrd's reach into new categories (Al-era positioning, enterprise) where
there's no public voice extending the product into the conversation. The same
discipline that protects the product also limits its category influence.

4. Template variety is bounded — C12 Juan G.: “wish there was more variety in...
templates.” 4 of 6 mined reviews that mention templates praise them; 2 want
more. The clean fix is variety inside the high-fit jobs (link-in-bio, MVP, portfolio,
resume, event signup) — not breadth into new use cases.

[ 65 ] DIRECTION

What Your Customers Are Really Hiring You For

They’re not buying a website builder. They’re buying the certainty that the page will be live by end of day —

without learning a CMS.

AUDIENCE TRUTH (SYNTHESISED FROM 5 VERBATIM QUOTES)

"I just need a clean, fast page live before Friday — not a CMS, not a multi-page

project, not another tool to learn.”

Source: P5 QQ808 (“Carrd is like the Notepad of landing pages — fast, minimal, and gets the job
done”); C8 Luis Humberto A. (“Works PERFECT, easy to use...super fast”); C7 Jennifer Y. (“so easy
and really good-looking”); C12 Juan G. (“easiest and most user-friendly page builder...great UX"); P11
kshwnfrncs (“can’t go back to using anything else but this”).

SEE THE THREE JOBS THEY'RE HIRING YOU FOR+

FUNCTIONAL EMOTIONAL SOCIAL


http://localhost:8765/s/carrd-v1/evidence/#review-ph-p5-qq808
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c8-luis
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c7-jennifer
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p11-kshwnfrncs
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p11-kshwnfrncs

Give me a clean, fast
one-page site that's live
by end of day — without
learning a CMS, without
paying monthly, without
a multi-page project |
won't finish.

Make me feel | shipped,
not procrastinated. The
site existing matters
more than the site being
perfect. The fact that |
sent the link is the win.

Let me send people one
URL that looks like | have
my act together —
without justifying why it's
“just” one page. The
constraint reads as
discipline, not limitation.

[ 06 1]

What You're Fighting Against

The belief that more features = more legitimate.

The whole website-builder category competes by adding features — multi-page
CMS, e-commerce modules, template libraries, Al generators. Carrd has resisted
that pull for ten years. Four different language models, asked the same Q3
prompt across 30 April-1 May 2026, returned the same diagnosis. Claude: “the
single-page constraint is the moat — Carrd doesn’t compete on features.”
ChatGPT: “Most competitors optimise for: Power, Scale, Features. Carrd
optimises for: Speed, Clarity, Low commitment.” Perplexity: “Carrd is purpose-
built for high-quality, one-page sites” (vs Wix/Squarespace's “complex, multi-
page websites”). Gemini: “Wix and Squarespace are 'web mansions'; Carrd is a
'minimalist studio apartment.'” The 18-0f-24 ease-of-use theme and the 5-of-24
“not full-fledged" acknowledgements both point at the same gravitational pull:
that “real” sites are multi-page sites and the constraint is something to apologise
for. It isn't.

Your Antidote

Stop treating the single-page constraint as a limitation requiring apology. Lead with it as the
discipline that ships sites. The 2026 buyer is being offered Al generators that vomit multi-page
sites from a prompt — and none of the four LLMs surfaced the vO / Lovable / Bolt / Framer-Al
cohort as a Carrd comparator, which means that cohort is competing for that buyer's “l need a
quick site” moment without you in the conversation. The honest counter-thesis: a single page
you actually wrote, against a multi-page site the model produced. Surface the constraint as the
product on the homepage; name the Al cohort openly on a comparison page; tell buyers when
each is the right fit. The honesty is the moat.
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http://localhost:8765/s/carrd-v1/research/#llm-claude-q3
http://localhost:8765/s/carrd-v1/research/#llm-chatgpt-q3
http://localhost:8765/s/carrd-v1/research/#llm-perplexity-q3
http://localhost:8765/s/carrd-v1/research/#llm-gemini-q3

The Honest Trade-off

Your greatest strength creates one honest trade-off. Naming it builds trust faster than hiding i.

YOUR STRENGTH

Solo-founder discipline. AJ has run Carrd as a one-person product since the 2016 PH
launch. Decade with the same product thesis. No pivots. No board pressure. No feature-
checkbox creep. The product hasn't been distorted by anything except the founder's own
taste. That's a structural advantage Wix / Squarespace / Webflow can't reproduce because
they have stakeholders and roadmaps Carrd doesn't.

THE SHADOW

The brand's reach is bounded by what one person can quietly maintain. No public roadmap.
No founder content marketing. No team page. No “About” surface beyond product copy.
The captured carrd.co (30 April 2026) carries a homepage and a pricing tier — and not
much else by way of voice. In 2026 — when vO / Lovable / Framer-Al launch with content
campaigns, founder podcasts, and category-defining manifestos — Carrd has no voice
extending the product into the new conversation. The same discipline that protects the
product is the limit on its category influence. Four LLMs (Claude, ChatGPT, Perplexity,
Gemini) asked Q3 across 30 April-1 May 2026 named Wix, Squarespace, Webflow,
Linktree, Beacons, and WordPress as comparators — not a single one named vO, Lovable,
Bolt, or Framer-Al. That's the visible cost of the silence.

THE ACKNOWLEDGEMENT

“Carrd has been one person’s project for ten years. That's why the product hasn’t drifted —
same single-page bet since 2016, same $19/year Pro tier. It's also why we're quiet: building
takes the time that posting would take. I'm not promising more comms. I'm saying the
absence is deliberate, and here’s what changed this quarter, what didn’t, and why.”

[ 08 1

How Your Brand Behaves

Four traits. Each with a boundary. “What it's NOT” is what makes personality real — without it, it's just

adjectives.



1. Plain-spoken ~

What it means: The product, the homepage, and the pricing all use the simplest
possible language. Three value props in three words. No marketing inflation. No
“powered by Al" framing. No growth-language.

Evidence: Live homepage capture 30 April 2026: H1 “Carrd.” Sub: “Simple, free, fully
responsive one-page sites for pretty much anything.” Top three value props in order:
Simple. Responsive. Free. Primary CTA: “Choose a Starting Point.” Theme 1 evidence:
18 of 24 mined reviews lead with simple / easy / intuitive / fast. The reviewer language
and the brand language match exactly — reviewers describe the tool in the same
words the homepage uses.

What it's NOT: Marketing-speak, hype-driven, slogan-y. Not “the world’s easiest
website builder.” Not “empowering creators.”

In action: Lead with the verb. "Pick a template. Drop in your text. Hit publish.”

2. Disciplined by constraint ~

What it means: Ten years, one product thesis. Single-page builder. Two pricing tiers.
A short feature list. The consistent habit is saying no to expansion.

Evidence: PH launch 16 March 2016 — #1 Product of the Day, Week, Month + 2016
Golden Kitty. Today's carrd.co homepage carries the same product thesis: one-page
sites at $19/year. C4 Miles T. (5%, 2022): “Inexpensive, capable, and feature rich...
does not get easier.” C7 Jennifer Y. (5%, 2022): “so easy and really good-looking.” P11

kshwnfrncs: “can’t go back to using anything else but this.”

What it's NOT: Feature-checkbox-driven, growth-at-all-costs, platform-creep. Not
chasing the Al-builder cohort by adding an Al generator.

In action: When considering a new feature, the default is no. Each yes is documented
with what it traded off. The constraint is the product, not a stage to outgrow.

3. Solo-built, quietly ~

What it means: Carrd is one person. AJ. Decade in. No marketing team, no podcast,
no founder Twitter pushing growth content. The brand voice is the product voice is the
founder voice — no separation.


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c4-miles
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c7-jennifer
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p11-kshwnfrncs
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p11-kshwnfrncs

Evidence: PH page lists AJ as solo. No team page on carrd.co (captured 30 April
2026). No public roadmap. No founder content marketing surfaced in any captured
source. Captured Claude Q3 (30 April 2026): “Carrd’s distinction is its disciplined
constraint to single-page sites combined with its price point.”— the product, not the
founder, is the public surface.

What it's NOT: Mass-produced, agency-built, ghostwritten. Not “we” when there's no
“we."” Not corporate voice over founder voice.

In action: Sign with first person singular when communicating publicly. “/ made this. /|
shipped this fix. I'm not building that.” Not “the Carrd team.”

4. Honest about limits ~

What it means: The captured cons-side review data isn't hidden — it's congruent with
what Carrd advertises. 5 of 24 mined reviews say Carrd is “not full-fledged" for
complex projects. Carrd's response is to keep being not-full-fledged. The constraint is
the product.

Evidence: C4 Miles T. (5%, 2022-03-11): “not a full-fledged NoCode platform...
limited.” C12 Juan G. (5%, 2023-03-16): “wish there was more variety in...templates.”
C10 Kevin V. (4%, 2022-10-20): “more integrations would be great.” All three
reviewers stayed positive — the constraint is named, not litigated. Theme 4 in the
mining record matches.

What it's NOT: Defensive about scope. Not promising more. Not treating the constraint
as something to outgrow. Not pretending Carrd is the right answer for every job.

In action: When a buyer asks for multi-page or a CMS, point them somewhere else
honestly. “Webflow’s the right answer for that. Carrd’s the right answer when you need
one page live by end of day.”

[ 09 1

What to Change

Two things to stop. Two to reduce. Three to raise. Four to create. The Create column is the white space — the

Al-builder cohort and the multi—page CMS cohort have both vacated it.


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c4-miles
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c10-kevin

ELIMINATE

- "Pretty much anything” framing on the
homepage — at ten years in, Carrd
can name the actual high-fit jobs (link-
in-bio, MVP landing, portfolio, resume,
event signup) instead of an open-
ended “anything”

- The implicit apology in any copy that
hints the single-page constraint is a
limitation. Lead with it as the discipline
that ships sites — not as a stage to
outgrow

RAISE

- Template variety inside the high-fit job
categories (link-in-bio, MVP, portfolio,
resume, event signup) — C12 Juan G.
asked for variety; the cleanest answer
is variety inside what Carrd already
does well, not breadth into new use
cases

- Founder voice deliberately — one
quarterly post from AJ on “what
changed, what didn't, why."” Brand
strength is the discipline; making the
discipline visible is the lift

- Speed-of-setup as marketing claim —
the 18-0f-24 ease-of-use theme is the
real asset and the homepage doesn't
surface it. Add a verifiable “live in an
hour” claim grounded in review data
(e.g. P2 bobertx3 “a breeze to use”)

REDUCE

- Customisation-friction surface area —

column-spacing Ul (C11 Karen B.
evidence) and template-edit-pending
workflow (C1 Stephanie W. evidence)

- The tutorial gap acknowledged by C6

Percival F. (“little user-unfriendly at
the start...lacks tutorial”) — address
with three to five short loom-style
intros at the template-pick step.
Doesn't add features; reduces first-
time friction

CREATE
- A "Why one page” essay from AJ —

frames the discipline as the product.
White-space candidate per the data
record: the anti-LLM-site-generation
thesis (a single page you actually
wrote, against a multi-page site the
model produced)

- A "Compared to vO / Lovable /

Framer-Al" page — names the Al-
builder cohort openly and tells the
buyer when each is the right fit. The
honesty is the moat. Captured Claude
Q3 doesn't name a single Al-era angle
for Carrd, which is the gap that page
closes

- A public “what | changed this quarter”

log from AJ — structurally the
simplest founder-voice surface that
doesn't require a marketing function.
200-400 words. One fix shipped, one
feature deliberately not built, the
rationale


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c11-karen
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c1-stephanie
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c6-percival
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c6-percival
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p2-bobertx3

. An anchor template library at the high-
fit jobs — e.g. a link-in-bio template
that ships with Spotify / YouTube /
Shopify embeds pre-wired. Makes the
template-variety ask concrete without
breadth-creep

[ 10 ]

How You Sound

Plain. First-person. Constraint-honest. Sounds like one person who’s shipped the same product for a decade —

not a marketing team selling the idea of shipping it.

SEE 10 DO/DON’'T EXAMPLES+

DO DON'T
“Pick a template. Drop in your text. “Carrd’s intuitive editor empowers
Hit publish. That's it.” creators to launch stunning

websites in minutes.”

DO DON'T
“$19 a year for Pro. No monthly “Unlock the power of Carrd Pro
billing, no upsell drip, no surprise with our affordable annual plan.”

renewal hike.”



DO DON'T

“Carrd’s one page. If you need “Carrd’s revolutionary single-page
five, Webflow's a better answer.” approach is reimagining what’s
possible on the web.”

DO DON'T

“One person built this. Same “The Carrd team is committed to

person ten years later.” building world-class web tools for
our global community.”

DO DON'T

“I shipped a fix for the column- “We’'re thrilled to announce that

spacing issue. Update auto- we’ve enhanced our column

applies. Tell me if it broke experience with a powerful new

anything.” spacing system.”

DO DON'T

“If you're building a multi-page site “Carrd handles your multi-page

with a blog, you're in the wrong needs through advanced anchor

place. That's not a value judgment links and routing.”

— Carrd just doesn’t do that.”



DO

“Templates are starting points.
Strip what doesn't fit. Add what

matters.”

DO

“Live in an hour, not a weekend.”

DO

“I haven't built an Al generator. I'm
not planning to. Here's why.”

DO

“Free is free. Three sites, all
features. Pro’s $19/year and adds
custom domains, forms, embeds,

analytics, and removes the badge.”

DON'T
“Customise our beautiful templates

to perfectly match your brand
identity.”

DON'T
“Build your dream website in
record time with Carrd's lightning-

fast workflow.”

DON'T

“Carrd is exploring Al-powered
generation to stay at the cutting
edge of website tooling.”

DON'T
“Upgrade to Pro to unlock the full

Carrd experience and supercharge
your sites.”



Vocabulary

Use:
simple one page free $19/year ship live publish pick
drop in template starting point discipline constraint solo
I since 2016 honest no

Never use:

(a5 fillen) Tde ) . :
hpil] : . 2 ible (a5 fillen)

e leperiise

[ 11 ] wWORDS

Your Words

Ready-to-use copy for every major touchpoint. Tap Copy on anything.

TAGLINE (STRATEGIC CORE)

The website you’ll actually ship.

Proof: 5 verbatim quotes from the JTBD evidence converging on speed-of-setup as the actual job —
C7 Jennifer Y., C8 Luis Humberto A., C12 Juan G., P5 QQ808, P11 kshwnfrncs. Plus the 18-0f-24 ease-
of-use theme across the full mining sample.

ELEVATOR PITCH (FOR REFERRALS)

“Carrd is a one-page website builder. AJ has run it solo since 2016. $19 a year for
Pro — about a tenth of what Wix or Squarespace cost. The whole pitch: pick a
template, drop in your text, hit publish. Live in an hour. Not built for content-heavy
multi-page sites; built for the one-page job most people actually have.”


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c7-jennifer
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c8-luis
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p5-qq808
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p11-kshwnfrncs

ELEVATOR PITCH (FIRST-PERSON, FOR CARRD’S OWN SURFACES)

“Carrd’s a one-page website builder. I've run it solo for ten years — same product
thesis since 2016. Pro's $19 a year. The whole bet: most people don't need a CMS.
They need a clean page that's live by end of day. If that's you, Carrd's probably
right. If you need a multi-page site with a blog, Webflow's a better answer.”

DIFFERENTIATOR 1

An order of magnitude cheaper.

Proof: $19/year Pro tier (verbatim from carrd.co homepage, captured 30 April 2026). Wix /
Squarespace at $15-30/month at the Personal/Basic tier — annualised, roughly 10-19x more
expensive than Carrd’s entry tier. 8 of 24 mined reviews single this out: C5 Lori R. “Affordable...one
reasonable fee a year”; C10 Kevin V. “cost is by far the best part”; P10 |sa “very cheap prices.”

DIFFERENTIATOR 2

A constraint that's lasted ten years.

Proof: PH launch 16 March 2016 with the same single-page thesis the product still carries. PH 2016
Golden Kitty + #1 Product of the Day + #1 Product of the Week + #1 Product of the Month. C4 Miles T.
(5%, 2022): “Inexpensive, capable, and feature rich...does not get easier.” The discipline is the moat
— and it's structurally hard for Wix / Squarespace / Webflow to copy without abandoning their multi-
page CMS bet.

DIFFERENTIATOR 3

Solo founder. No pivots.

Proof: Carrd is run as a solo product by founder AJ. No team page on carrd.co (captured 30 April
2026). No public roadmap. No founder content marketing surfaced in any captured source. Captured
Claude Q3 (30 April 2026) frames it: “Carrd’s distinction is its disciplined constraint to single-page
sites combined with its price point.” The discipline is the product, not a marketing claim.

GOOGLE BUSINESS PROFILE / SEO META

One-page website builder. $19/year Pro. Live in an hour. Built for landing pages,
link-in-bio, portfolios, MVPs.


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c5-lori
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c10-kevin
http://localhost:8765/s/carrd-v1/evidence/#review-ph-p10-isa
http://localhost:8765/s/carrd-v1/evidence/#review-cap-c4-miles

BIO (X / INSTAGRAM / LINKEDIN)

One-page sites. $19/year. Built solo since 2016. carrd.co

EMAIL SIGNATURE (FOR AJ / FUTURE CARRD SPOKESPEOPLE)

AJ - Carrd - carrd.co

[ 12 ]

Your Brand, Applied

Six touchpoints rewritten. Small changes, category-wide difference. The Al-era comparison page is the one that

closes the silent gap captured Claude Q3 left open.

1. HOMEPAGE HERO

H1: “Carrd.” / Sub: “Simple, free, fully responsive one-page sites for pretty much
anything."” / Value props: Simple. Responsive. Free. / CTA: “Choose a Starting Point.”
CURRENT COPY — FROM CARRD.CO HOMEPAGE, CAPTURED 30 APRIL 2026

H1: “Carrd.” / Sub: “The website you'll actually ship.” / Value-prop trio: Pick a
template. Drop in your text. Hit publish. / Single line under: “Live in an hour. Free for
three sites, $19/year for Pro.” / CTA: “Choose a Starting Point.” (kept — the existing
CTA is plain and Carrd-shaped)

2. PRICING LINE (HOMEPAGE + PRO TIER)

Free: “Build up to three sites per account and use all of Carrd’s core features — for
free!” | Pro: “$19 / year” + feature list (Custom Domains, More Sites, Forms, Widgets
+ Embeds, Site Analytics, No Branding).

CURRENT COPY — FROM CARRD.CO HOMEPAGE, CAPTURED 30 APRIL 2026

Free: “Free is free. Three sites, all features.” / Pro: “$19 a year. Same price since 20176.
No monthly billing, no upsell drip, no surprise renewal hike. If you outgrow one page,
leave — Webflow's a better answer for multi-page sites.”



3. THE “WHY NO AI GENERATOR, NO CMS, NO MULTI-PAGE” PAGE (NEW)

(no page exists; the "why no [feature]” objection lives in the buyer’s head when they
compare Carrd to Wix or to vO)

CURRENT POSTURE — STRUCTURAL ABSENCE ON CARRD.CO (CAPTURED 30 APRIL 2026)

“A short page from AJ explaining the discipline. Three paragraphs. Why no multi-
page CMS: if you need five pages with a blog, Webflow or Ghost is the right answer
— Carrd staying single-page is what makes the rest of the experience honest. Why
no Al generator: the buyer who knows what their page should say doesn’t need one.
The buyer who doesn’t know yet should write before generating. Why $19/year, same
as 2016: the price is a promise to the next ten years of buyers, not a launch tier we
plan to walk back. If you need a feature Carrd doesn’t have, here’s where to look. —
AJ”

4. "COMPARED TO VO / LOVABLE / FRAMER-AI” PAGE (NEW)

(no page exists; captured Claude Q3 names Wix, Squarespace, Webflow, Linktree,
Beacons.ai as the competitive set — the Al-builder cohort is structurally absent from
Carrd's positioning)

CURRENT POSTURE — CARRD.CO + CLAUDE Q3, 30 APRIL 2026

“Each of these has its right job. vO / Lovable / Bolt / Framer-Al are right when you
don’t yet know what your page should say — they generate scaffolds you can shape.
Carrd is right when you do know — you have a paragraph, two photos, and a button,
and you need them live by Friday. Generating a multi-page site you didn't write
doesn't solve the ‘what does this page actually need to say’ problem, it just
postpones it. If the Al tool is the right answer for you, here are direct links. If Carrd is,
here’s a starting template.”



5. QUARTERLY FOUNDER POST (NEW)

(no founder content; AJ’s quietness is the brand. No public roadmap, no team page,
no "About” surface beyond product copy on carrd.co.)

CURRENT POSTURE — CARRD.CO CAPTURED 30 APRIL 2026

“Q2 update from AJ. Shipped: column-spacing fix on the two-column block (the one
C11's review flagged). Didn’t build: an Al generator. Three reasons: it doesn'’t solve
what users I've talked to are stuck on, it would commit the product to a maintenance
burden the solo build can’t hold; and the ‘multi-page from a prompt’ wave is already
crowded. What's next: three new templates inside the link-in-bio category — same
scope, more variety. The price is staying $19/year. — AJ”

6. TEMPLATE-PICK STEP COPY

CTA: “Choose a Starting Point.” (followed by a template grid — per current carrd.co)

CURRENT COPY — CARRD.CO, CAPTURED 30 APRIL 2026
Same CTA, with five job-specific entry buckets visible underneath: Link-in-bio - MVP

/ launch page - Portfolio - Resume / résumé - Event signup. Sub: “Pick the closest fit.
Strip what doesn’t suit. Hit publish.” Reduces template-variety friction (C12 Juan G.
ask) without expanding scope.

[ TOOLKIT 1

Pressure-Test Your Strategy

TZ’lT’GC p?’OWlpCS to stress-test your stmtegy anytime. Not one-time — weckly.

These are prompts, not documents. Copy each one, paste it into ChatGPT or Claude along with
your Brand File, and you'll get a strategic stress-test tailored to your business. No prep needed —
the prompt does the work.

The Premortem

WHEN Every 2-3 months, or before any major strategic decision (new
location, new service, pricing change).

HOW 1. Open ChatGPT, Claude, or your preferred Al tool

2. Upload your Brand File (download button below)


http://localhost:8765/s/carrd-v1/evidence/#review-cap-c12-juan

3. Paste the prompt

4. Read the response

QUTPUT The single biggest vulnerability in your strategy — and what to do
about it now, before it's a problem.

"It’s 6 months from now and Carrd’s brand strategy failed. Why did that
happen? Use this Brand File as context. Work backwards from the failure
and identify the single biggest vulnerability in our positioning,
messaging, or competitive strategy. Then suggest how to address it."

Copy Prompt Download Brand File
The Red Team
WHEN Quarterly, or whenever a competitor does something that unsettles
you.
HOW 1. Open ChatGPT, Claude, or your preferred Al tool

2. Upload your Brand File
3. Paste the prompt

4. Read the response in the voice of your toughest competitor

QUTPUT An uncomfortable, honest attack plan — the gaps a smart competitor
could exploit, and the customers they'd try to steal first.

"You are a cynical, highly successful competitor in the website-builder
/ one-page-site market. Analyse the brand strategy in this Brand File
and tell me exactly how you’d exploit the weaknesses to steal Carrd’s
buyers. Be specific — name the angles you’d attack and the buyer
archetypes you’d target. Consider Wix, Squarespace, Webflow, vO,
Lovable, Bolt, and Framer-AI as your main allies."


http://localhost:8765/s/carrd-v1/carrd-brand-file.md

Copy Prompt Download Brand File

The AI/Human Quadrant
WHEN Once a week (Friday afternoon works well), or whenever your to-do

list feels overwhelming.

HOW 1. List every task in your typical work week
2. Plot each task on the 2x2 grid (pen and paper is fine)

3. Circle the top-right tasks — the work only you can keep your
promise on

OUTPUT Clarity on which work is irreplaceably yours (your taste, vision, care)
and which can be delegated, automated, or handed to your Brand
File. Protect the human work. Let Al handle the rest.

The grid:

X-axis: Easy for humans o Hard for humans
Y-axis: Easy for AI o Hard for AI

For Carrd specifically: AJ’s “why no AI generator” rationale and
quarterly post are top-right. Template variety inside existing job
categories is bottom-right (hard for AI, but only because of taste).
Everything else — alt-text generation, support FAQ drafts, pricing-page
polish — is bottom-left.

Copy Exercise

[ EVIDENCE 1]

The Work Behind the Strategy

Every rating, every claim, every recommendation traces back to documented evidence. Here's what we

analysed.


http://localhost:8765/s/carrd-v1/carrd-brand-file.md

24 4 5 5

REVIEWS LLMS VALUE CURVE COMPETITORS
MINED CAPTURED Q1-Q3 FACTORS MAPPED

We mined 24 verbatim Carrd reviews on 30 April 2026: 12 of 28 from Capterra (4.6%
average) and 12 of 24 from Product Hunt (4.8 % average). We captured Carrd’s live
homepage (text + screenshot). We captured four LLM self-responses (Claude.ai, ChatGPT,
Perplexity, Gemini), each running the three standardised prompts (Q1 What does Carrd do?
- Q2 Who is Carrd for? - Q3 What makes Carrd different from competitors?). G2 / GetApp /
Trustpilot blocked WebFetch — review counts and stats from those platforms are not used
in any strategy claim, so the platforms are documented as excluded with reasoning.

Every rating on the Value Curve, every line on the Scorecard, and every ERRC move ties
back to one of those source streams — or it's flagged as opinion. 4-of-4 LLMs converge on
the Hidden Enemy thesis (the belief that more features = more legitimate). 4-of-4 LLMs
name no Al-builder cohort competitor (the visible cost of Carrd'’s silence in the Al-era
conversation).

Strategy by Rational Magic
rational-magic.com

Prepared by Fred Loo - April 2026

Every claim traces back to documented evidence — Evidence Database = - April 2026 research
record = - If you're at Carrd and any claim is wrong, fred@rational-magic.com — corrections within
48 hours.



https://www.rational-magic.com/
http://localhost:8765/s/carrd-v1/evidence/
http://localhost:8765/s/carrd-v1/research/
http://localhost:8765/s/carrd-v1/research/
mailto:fred@rational-magic.com

