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3 Buckets of Opportunities

• Friends, family, colleagues 

•  Niche you already have 

•  Niche you want to try 



When they get in touch, most people asking for strategy 
don’t ask for strategy: 

- “Can I pick your brain?” 

- “Can I bounce some ideas off of you?” 

- “Could you be a sounding board?” 

- “Would you be willing to help me brainstorm BLANK?” 

- “Could you give me some guidance on BLANK?” 

- “I have questions about the best way to go about BLANK.”

Opportunities in 
Disguise



Friends, Family, Colleagues



Take the no-pressure approach.



Niche You Already Have



“I can also guide you and Tara through a Roadmapping Session. I friggin’ 
love Roadmapping because it results in an actionable plan. We do a 90-
minute work session where we get you clarity, set direction, and define 
next steps. Roadmapping Sessions are typically for people who know they 
need help with business development or branding but aren't quite sure 
where to put their focus. The cost is a flat $1,500 for the work session and 
deliverable, and the deliverable is a clear roadmap for moving forward 
with confidence. You can read more about the rationale behind 
Roadmapping here: [link].”



3 Buckets of Opportunities

•  Friends, family, colleagues 

• Niche you already have 

•  Niche you want to try 



A.I. can’t be ignored. 

Many clients need this. 

It’s still a blue ocean opportunity. 

Many clients will pay a premium for this. 

Thousands more freelancers and consultants 
come online every day. 

Competition creates noise, and these offers 
help you stand out and demonstrate expertise.

How will you put this 
offer in front of people?



Detective vs. Cook
Instead of acting like a short order cook writing down 
requests, you act like a detective searching for the truth: 

• Ignore the client’s initial request (”I want…”). 

• Ask thoughtful questions to peel back layers until you’re both 
looking at the core problem, need, or opportunity (”What I 
really need is…”). 

• Uncover more ways you can help. 

• Position yourself as an expert. 

• Build trust.

https://bit.ly/consultingquestionstoolkit



•  Pretend I know nothing, and tell me, why are we here? 
•  What else is causing you headaches? 
•  What’s the real challenge here? 
•  What have you already tried? 
•  What would a home run look like? 
•  What else would you like to see happen? 
•  Are there any other opportunities I should know about?

Ask open-ended 
questions like these:



If you listen closely, people will always 
tell you what they want to buy and 
how they want you to sell it to them.

Remember…



Use their language 
whenever possible, 
and refine your 
messaging over time.

Me: “Actionable brand strategy” 

Client: “We have many messages. We don’t have a 
focused brand strategy that allows us to give a 
consistent message to our audience. Across all 
advertising and branding, we need consistency 
and a fresh start.” 

Me: “Right now, you’ve got many messages. 
Across all your advertising and branding, you need 
consistency. You need a fresh start. Let’s create 
focused brand strategy that allows you to give a 
consistent message to your audience.”



3 Buckets of Opportunities

•  Friends, family, colleagues 

•  Prospects you already have 

• Niche you want to try 



•  Put your offer in a GDoc. 

•  Think of 10 people in the niche or target audience—e.g., 
existing network (friends, family, former coworkers, past 
clients, someone at church), LinkedIn connections, etc. 

•  Ask them if they’ll poke holes in your offer and say you’re 
happy to spot their coffee (or whatever). 

•  Use their feedback to iterate and improve it. 

•  Finalize the GDoc and add a way to pay (e.g., Stripe Link). 

•  Follow up with the 10: “Would you pay $XXX for this now? 
Why or why not?” 

•  Close 2 of them if you can. 

•  Find 50 more prospects on LinkedIn. 

•  Start one conversation a day.  

•  Pay attention to what wants to happen.

How will you put this 
offer in front of people?



•  Hop on a discovery call (30-45 minutes). 

•  Ask open-ended, consultative questions. 

•  If the client seems to already have sufficient clarity around the 
need, problem, or opportunity, send a quote. 

•  When you see an entry point, explain your offer. 

•  If need, send a recap email with more information about your 
office, including the write-up and booking and payment link.* 

•  Follow up. 

•  Keep following up, at least five times, and assume the answer 
is yes until you get a clear no.

Closing the Deal

*https://bit.ly/custombusinessroadmap



•  Offer Deck 

•  Web Page 

•  GDoc 

• Boilerplate Copy for Emails 

•  Boilerplate Copy for DMs
Ways to Share Offers



Slide Deck



https://bit.ly/w
underbarroadm

appingpage

Web Page





GDoc



Email



Create a GDoc (“24 of Your Best Post Ideas in 60 
Minutes”) and paste in crappy first draft of your juicy 
offer. 

Sign up for a free Calendly account and create the 
event: “24 of Your Best Posts in 60 Minutes.” 

Brainstorm a list of 10 people in your target audience 
you already know. (Be sure to check your LinkedIn 
connections.) 

Reach out and ask if they’d be willing to shoot holes in 
your rough draft. 

Use their feedback to iterate your offer. 

Follow up with the revised offer and ask, “Would you pay 
$XXX for this now? Why or why not?” Iterate as needed. 

Close 1 prospect if you can.

Where do you start?



Find 50 more prospects on LinkedIn or get creative in how you 
identify them—e.g., SaaS-focused startup accelerators in the 
Southeast U.S. 

Add them to your simple tracking system (e.g., GSheet). 

Show up on their radar in other ways / places and plan on putting 
in at least 5 “touches.” 

Start writing and posting about the offer. 

Pitch 1 person a day. (Depersonalize the outcome. You’re still 
testing the offer.) 

Invite them to a 20-minute discovery call—no strings attached. 

Iterate your offer. Pay attention to what wants to happen.

Sales Process



Objections

"We’ve never paid for strategy before.” 

“I’d rather just save this money for the project." 

“Maybe in the future, but we really need a fast 
turnaround on this project.” 

“Let me think about it. Let’s touch base soon.” 

“We don’t have budget for this.” 

“We just don’t see the value."



Holding Your Ground

“If you haven’t been satisfied with past results without strategy, you 
might consider trying something different this time and starting with 
strategy.” 

“If you all already had a clear roadmap for this project and the desired 
outcomes, I’d recommend we dive right in. I suggested this because 
there’s still ambiguity, and I’d feel more comfortable helping you 
create an actionable plan first. We’ll probably discover a better plan 
together.” 

“I totally feel your urgency. What I hear you saying is you’re going to 
move forward with this project whether I’m the one helping or not. If 
that’s the case, would you agree to a shorter session, say 30 minutes? 
It would cost $XXX. We can get that scheduled ASAP.” 

“Take all the time you need. I’ll follow up in a week.” 

“I totally understand budget constraints. If you were to pick your 
single highest priority, what would it be?” 

“In terms of value, I think it comes down to clarity, confidence, and an 
actionable plan. In the past, when I have agreed to dive in head first 
while there’s still ambiguity, we end up wasting time and effort on 
moving targets and dead ends. I proposed this session because I 
want to protect your time and budget and get the relationship started 
on the right track.”



Selling the Value

Clients who value strategy don’t need to be sold on the value 
of strategy. 

People who are always running and gunning need help 
connecting the dots between the lack of strategy and 
lackluster results. 

Some clients will always prefer speed and execution over 
strategy even if that approach has proven ineffective. You 
can’t easily sell them strategy, and they typically don’t make 
great long-term clients anyway. 

The value is the client’s clarity, confidence, and an actionable 
plan—not a quantifiable dollar amount. 

Put the burden of framing the value on the client: “What single 
outcome would make this session worth $XXXX to you?” 

Repeat that back multiple times before the session, during, 
and when you deliver the report: “You said getting clarity 
around X would be worth $XXXX with you. Our session was 
really productive, and I’m honored you invited me in. Here’s 
the report….”



Terms & Conditions

I typically don’t use a contract for one-off strategy 
engagements, only for longer engagements with lots 
of deliverables. 

With that said, I give the client the option and offer to 
send my MSA if they’re more comfortable with that. 

I don’t guarantee “results,” only the actionable plan. 

I ask clients to pay 100% up front. 

I don’t schedule the session until the client has paid. 

I usually have the report in their hands within 2-3 days.



Basic Legalese

“You agree that this Service provides you strategy and 
does not, in any way, do the work for you. This is not a 
‘done-for-you’ service. You are responsible for taking 
action on Provider’s advice.” 

“You agree that this service is provided on an ‘as is’ 
basis without warranty or guarantee of results 
beginning when you sign this agreement.” 

“You understand that you are not eligible for payment 
delays or refunds for the Service already delivered.”


