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Foundation 
Session Recap

Writing is low leverage and non-hackable. No matter how 
good you get, good writing takes time. Your available time 
inventory caps your earning potential. 

Your highest-value work product often involves other 
aptitudes, including thinking and who you are as a person. 

Selling strategy moves you from a red ocean to a blue 
ocean. Clients really need strategy and will pay a premium 
for it. 

Selling strategy transformed my business. 

You may need a paradigm shift: selling expertise, 
perspective, and insights, not just time, skills, and effort. 

It’s time to reframe the value you create. You offer more 
than words and always have.  

Start with the goal of selling one 90-min session. Your 
confidence will grow through doing.



Paid Discovery / Project Roadmapping 

Content and/or Copy Strategy 

Ideation / Brainstorming 

Brand  / Positioning / Messaging 

Web / Conversion / Funnel 

Launch / Go-to-Market  

Marketing / Growth  

Product Strategy 

Social Media / Thought Leadership 

Business (incl. diagnosis, problem solving, 
prioritization, goal setting, planning)

9 Flavors of Strategy 
You Can Sell

Reference: “9 Strategy Flavors Cheat Sheet”

https://drive.google.com/file/d/19pRLp_K2luMP4AJ6U4b-GH9RH87hZB0O/view?usp=sharing


Thoughts, Defined & Organized 

Faster Decision-Making 

Outside Perspective 

Real, Felt Traction 

Confidence Boost 

Actionable Plan 

Space to Think 

Clear Direction 

Your Expertise 

Fresh Ideas

What do clients get 
when they buy 
“advice”?



Session 01



What We’ll Cover • Real-Life Examples 

• Process



You've gotta ask 
yourself a question:

What kind of advisory offer do I want to create first?



Take notes.

Jot down any past instances when you gave 
advice or did “strategy” of some kind: 
brought clarity, diagnosed the root problem, 
brainstormed ideas with a client, or turned a 
mess of notes into a plan.  
 
Also, jot down impressions from the 
examples that follow. What stands out? 
What intrigues or excites you? What makes 
you say, “Oh yeah! I could…?” What gets your 
gears turning? 

Capture specific words, phrases, and ideas 
that can become pieces of a mosaic you 
can later complete. 

Quality can come later in the edit.



Real-Life 
Examples



1. Project 
Roadmapping



Project Roadmapping



Project Roadmapping



Wayfinding Workshop



Paid Discovery - ETPCS

• Where You Are
• Where You Want to Be
• What You Want to Do
• What You’ll Be Preparing For 
• Why Wunderbar Is Best For The Project 
• How We Can Do This For You 
• What Happens Next
• Total Pages: 8



Paid Discovery - Pope Tech

• Overview
• Goals
• Phases I & II
• Action Plan for Phase I
• Challenges
• Opportunities
• Resources
• Total Pages: 8



Website Roadmap



2. Content + Copy 
Strategy



Website Copy Plan



Funnel in a Day



Messaging Strategy Roadmap



Content Brainstorming



Content Roadmapping



Content Brainstorming



Content Q&A



Content Strategy



Copy Strategy



Content Amplifier Workshop



Idea Generator Content Workshop



Content Audit,  Competitor Analysis, Report



Firestarter Session



3. Brainstorming /  
Ideation



LinkedIn Consultation



1:1 Social Growth Call



1:1 Pick My Brain



1:1 Clarity Call



Stand-Alone Strategy



Start a Fire Session (aka, Brainstorming)



Brainstorming



Idea Generation Session



Brainstorming



1 Hour Strategy Session



Private Strategy Call



Look who we have here…



Conversion Accelerator Call



Lightning Session



clarity.fm/austinlchurch



Process



Feels doable based on the 
confidence you already have 

Uses the aptitudes, knowledge, and 
skills you already have 

Meets a need for clients you already 
have (or could get) 

Works with the expertise you already 
have (supplemented by process & 
tools in this workshop)

By “easiest” strategy 
flavor, I mean…



“Call” (< 30 min) 

“Session” (60-90 min) 

“Workshop” (> 90 min) 

“Sprint” (> 3 hrs) 

Idea Bounce 

[insert cutesy name here] 

"24 of Your Best Post 
Ideas in 60 Minutes” 

[desired outcome]

What should you call it?



What a Response from a Value-Focused Client Looks Like



1. Project 
Roadmapping



Pieces You Need

•  Offer 

•  Onboarding Questionnaire 

•  Agenda 

•  Consulting Questions 

•  Notes 

•  Report Template 

•  Optional: Proposal Section



• Send intake questions before the discovery call so that you can show up 
with context and have follow-up questions already written down.  

• Your follow-up questions will help you gauge the person’s level of clarity 
and figure out how they arrived at certain conclusions. For example, if 
they got in touch about some web copywriting, I might ask, “What made 
you decide you needed a new website?”  

• Within 15 or 20 minutes, you can usually gain insight into whether the 
client had a firm grasp of their problem, need, or opportunity, a sensible 
plan, and a well-defined project. 

• If that’s the case—maybe 30% of the time in my experience—I’ll send a 
short quote the way I always have. 

• More often than not, the initial free discovery call reveals that the client 
lacks clarity and could use help determining what “the project” even is. 

• In those situations, I propose a paid, formal roadmapping session where 
we create an actionable plan together. Whether they hire me to help 
them implement the plan afterward is up to them.  

• In early 2016 I started selling Roadmapping for $500 for a 90-minute 
session. Over the years, I have experimented with different lengths of 
time (60 minutes to 4 hours), prices ($500 to $3,500), and names.

How does this 
usually go down?



Gain clarity around the most important need, 
problem, or opportunity. 

Get help uncovering all the edges (i.e., defining 
the project). 

Rank priorities & decide where to put budget. 

Identify & evaluate the various paths forward. 

Get outside perspective from a domain expert. 

Waste less because you spent more time on 
thinking and “ax sharpening.” 

Pick a path & determine next steps. 

Build an actionable plan around those steps.

Problems Solved 
for Clients



“I want this.”

Client’s Initial Request





“I need this.”

“I want this.”



Remember…

You help clients get clarity, confidence, and traction. 

→ You don’t have to let the strategy session run long.  

→ You don’t have to capture every single thing 
discussed.  

Your report should not be a transcript of the session. 
Your report creates value by skimming the cream of 
the best insights off the top and presenting the 
actionable plan.  

A report that is accurate and comprehensive to the 
point of being difficult to use is less valuable. Shorter 
reports are more valuable if they’re easier to 
consume and use. 



2. Content + Copy 
Strategy



Pieces You Need

•  Offer 

•  Content Roadmapping Questions 

•  Your Notes 

•  Report Template 

•  Optional: Proposal Section



• Copy and content strategy can take a thousand shapes and sizes. It’s by far 
the lowest hanging fruit for freelance writers. You’re probably already doing it, 
but you just haven’t been charging for it.  

• Giving this type of advice involves helping clients decide what to create and 
why. You don’t have to be the genius-writer-magician pulling awe-inspiring 
ideas out of your mind like rabbits out of a hat. Instead, your job is to listen 
attentively, capture the good ideas as you and the client stumble across them, 
and later repeat back those findings. 

• The right questions get you 90% of the way there: What copy and content is 
working? What isn’t? What do the web or social analytics show? What insights 
can you glean from that? What should they keep doing and what should they 
change? Okay, and what will the new-and-improved approach to copy and 
content (aka, strategy) be? 

• Maybe you go do some competitive analysis on your own—e.g., what appears 
to be working for competitors and why? What content opportunities are within 
reach? You catch my drift. Whatever you turn up can enrich the overall plan. 

• That plan may focus on one channel, such as blogging, or a variety, including 
website, blog, socials, email sequences, marketing collateral and sales assets
—really, anywhere their copy and content show up. 

• A surprising number of organizations take a shoot-from-the-hip approach to 
copy and content, so there’s growing demand for a more strategic and less 
wasteful approach.

How does this 
usually go down?



Generate ideas for content and copy. 

Identify their strong opinions, relatable stories, 
important lessons, and best ideas. 

Rank ideas and organize ideas into content 
lanes or messaging pillars. 

Get outside perspective from a domain expert. 

Develop a content roadmap. 

Optional: Outline 1 or 2 initial ideas.

Problems Solved 
for Clients



3. Brainstorming /  
Ideation



Pieces You Need

•  Offer 

•  Questions 

•  Notes 

•  Report Template



• I don’t have to tell you what brainstorming is, but you may need a little 
convincing that clients will value your head just as much as your hands, your 
ideas just as much as your words. Some clients really want and need a 
thought partner who can create and hold space where the creativity can flow. 

• Yes, you can get paid well to help the client generate ideas. Together, you can 
evaluate ideas based on their relative merit. You can narrow down the list to 
the best ideas. And if time allows, you can even create an actionable plan. 

• You can use a brainstorming session to come up with ideas for social or blog 
posts, lead magnet ideas, headline options, tagline options, product names, 
ways to reward loyal customers, any situation where the client needs outside 
perspective and fresh ideas. 

• Here are some questions that I’ve used in the past to prime the pump:How does this 
usually go down? Why are we here? What would be a good use of our time today? 

Let’s talk through your needs, problems, and opportunities. 
Which one would you like to focus on first? 
If we generate a bunch of ideas around X, would you leave satisfied? 
What ideas do you already have? 
If you threw the rules out the window, what would you do? 
Let’s think of the worst ideas we can. 
Let’s go lateral. What would Kim Kardashian do? Elon Musk?



Help the client generate ideas. 

Evaluate ideas based on their relative merit. 

Optional: Narrow down to the best ideas. 

Optional: Create an actionable plan.Problems Solved 
for Clients



What does “offer” mean?

An offer is a service or group of 
services you package up as a 
desired outcome or transformation 
with a fixed price, fixed scope, clear 
benefits, and delivery date. 



• Tied to a specific problem, need, or opportunity 

• Easier for clients to understand & value than open-
ended offers (e.g., copywriting) 

• Better differentiation / stronger positioning for you 

• Easier to sell (get to a yes or no faster) 

• Usually don’t need a proposal & can often get away 
with a simple service agreement 

• More streamlined process 

• More predictable scheduling & delivery 

• More profitable because they’re not tied exclusively 
to  your skill, effort, and time

Why are offers 
important?









What is a “juicy offer”?



1. Promise 
2. Value 
3. Risks 
4. Outcomes 
5. Process 
6. Price 
7. Proof 

7 Parts of a Juicy Offer


