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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. 



What is a “juicy offer”?



Copy this worksheet.

https://bit.ly/MYAOfferWorksheet



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

7 Parts of a Juicy Offer



What will be different and better for the client afterward? 

Think about the client’s single biggest challenge, 
opportunity, or need, and encapsulate their desired change 
in a single sentence. 

Example: “Give me 2 hours with your email marketing 
setup and I will find the gremlins and opportunities that 
other SaaS founders miss. I’ll then tell you exactly what you 
need to do to see better results in the next 30 days.”

Make a bold promise.
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Why is this engagement worth more than the 
client will spend? 

We default to thinking about dollars-and-cents 
ROI, but the value of what our clients get is 
much bigger than that: clarity, confidence, 
renewed passion or sense of purpose, speed, 
risks avoided, relief, and efficiency.

Quantify the value.
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What should clients watch out for?  

You’re more aware of the risks than most 
clients. They’ll try to achieve the goal or solve 
the problem without realizing their methods 
are outdated, ineffective, or incomplete. You 
can show your expertise by calling out some 
of the most common mistakes. This 
differentiates yourself and earns trust. 

Explain the risks.
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What does the client get? What will be different? What 
is the before and after? 

Outcomes can include deliverables, such as an 
actionable plan, and emotional benefits, such as clarity, 
peace of mind, or confidence. 

Use short, declarative sentences that get straight to the 
point and leave no ambiguity: 

“By the end of the project, you will have…”  
“Here’s what you will get….”  
“Within 30 days, I will….” 
“You will get….”  

Identify key outcomes.
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How does this project unfold? 

By sharing 3 to 7 important steps, you help clients better 
understand what they’re signing up for. 

Go back and look at your key outcomes and ask yourself, 
“What steps are necessary to get to those outcomes?” 
Voila. There’s your process.

Outline the process.
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How can you reinforce your credibility? 

Proof is a crucial part of your offers because it makes it 
easier for your clients to believe and trust you. You can 
leverage three types of proof: proof of path, proof of 
capability, and proof of results.

Add some proof.





“Have a bias towards action – let’s see 
something happen now. You can break that 
big plan into small steps and take the first 
step right away.”

Indira Gandhi 
Former Prime Minister of India



“Strategic planning has a positive, moderate, 
and significant impact on organizational 
performance in the private and public 
sectors, across international settings.”

Public Administration Review 
Even More Boring Than It Sounds



Offer



What’s the nature of the work you’ll be doing? 

Diagnostic → Looking for problems and opportunities. 
Example: SEO Audit 

Strategic → Helping clients decide how they’ll meet goals 
Example: Content Strategy 

Planning → Defining the steps from Point A to Point K 
Example: Marketing Plan 

Choose Your Own Adventure → Deciding what needs to 
be done, how to do it, and perhaps even doing it 
Example: Project Roadmapping

Pick the offer type.

bit.ly/47C6s6Q



To whom are you selling this offer? 

By zeroing in on a specific audience—better yet, a real 
person in that audience—you’ll have an easier time 
thinking through their problems, pain points associated 
with those problems, and desired outcomes.

Pick your audience.



Will delivering the outcomes take you one hour, one 
day, or one week? 

Keep the timeframe on the shorter side so that you’re 
helping the client get relatively quick insights and quick 
wins. Your strategy offer will position you to sell your 
signature offer to the right clients.

Set a timeframe.



Will you be doing a coaching call, strategy session, 
workshop, sprint, or live training? Will you gather 
insights on your own, share them in a video call, and 
close with recommendations? 

Think through the most effective way to do the work and 
create a valuable, satisfying experience for the client.

Choose a delivery 
mechanism. 



What is everything you need to do, beginning to end? 

Think through the container, or main piece of work, 
required to deliver the outcomes, as well as other 
discrete tasks, such as sending a questionnaire, pulling 
reports, doing competitive analysis, interviewing 
stakeholders, or running through a diagnostic checklist.

Define the workflow.



What will you give to the client? 

One-off strategy sessions may not have a deliverable, 
except for the session itself, but other strategy 
engagements may culminate in a written plan, report, 
recap, roadmap, or slide deck.

Pick the deliverable, 
if needed.



What will make the engagement more valuable, 
meaningful, and memorable for clients? 

Depending on how you do the work, you can increase the 
perceived value through beautiful design, lunch or 
snacks, strong communication, surprises, freebies, and 
engineered wow moments.

Map out the 
client experience.



What are you going to call this offer? 

Giving something a name makes it more significant, and 
when in doubt, name the offer after the single most 
valuable outcome. 

You can take several different approaches with the name: 

Focus on the process—for example, Audit, Analysis, Deep 
Dive, Evaluation, Diagnostic, Investigation, Examination, 
Checkup, Tuneup, Reboot, Refresh, Review, or Overhaul.  

Focus on the outcome—for example, Smart Growth Plan, 
Brand Beautified, Clarity Session, Homepage Blueprint, or 
Custom Business Roadmap 

Use a metaphor—for example, Alarm Clock (waking up), 
Cleanse (getting out the bad stuff), Makeover (making it 
prettier), CPR (bringing it back to life), Firestarter (starting 
something exciting), Idea Bounce, or Wayfinding Workshop. 

Name it.



What is the client thinking, feeling, and doing now, 
and what will they be thinking, feeling, and doing 
after the engagement? 

By communicating both their current state and future 
state, you position yourself as an authority and paint a 
picture of the desired transformation.

Nail down messaging.



What are 3-5 key differentiators that enable you to do 
this kind of work better than most? 

Look beyond your creative and problem-solving skills and 
consider what else enables you to deliver key outcomes 
and create value for your clients—for example, your 
unusual background, specialized knowledge, character 
and personality traits, network, or methodology and tools.

Brainstorm key 
differentiators.



What amount of money would you feel great about 
making for this amount of work? 

At the very least, think about how much you want to make 
per hour, multiply that times the number of hours you 
expect to invest in the engagement, and add an extra 20%.

Name your price.



Pricing



Pricing

Dream Rate x Hours x 1.2 (or, 20% cushion) = Price 

(or) 

What amount of money would you feel great about 
making for that amount of work? 

(or) 

Value-Based Price → Dream Rate x Hours x 2 to 5x



Dedicated 
Worktime


