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What We’ll 
Cover

• The 
Challenge

• The Solution
• The Process



The Challenge



Energy → Writing work requires significant 
creativity,  focus, and energy.

Enthusiasm → The work product suffers 
when we’re tired or bored.

Time → Writing is low leverage, non-
hackable. No matter how good you get, 
good writing takes time. Available time 
inventory caps income.

Variability → Similar projects for different 
clients take different amounts of time and 
generate lower return on time (i.e., profit).

Factors That Limit 
Your Income



Our thinking & ideas

Our research & synthesis capabilities

Our ability to make new connections & 
produce new insights for clients

Creative problem-solving, analysis, 
resourcefulness, & good judgment

Expertise  (i.e., specialized knowledge 
combined with knowing what will and 
won’t work in advance)

Who we are as people (i.e., clever, 
curious, multi-faceted)

Writing isn’t 
always the highest 
value end product.





Booked solid with writing

Running the hamster on a wheel of 
words

Competition (millions of other freelance 
writers in a red ocean)

Burning down or burned out as our love 
of writing gets compromised

Where does that 
leave most writers?



1,000,000s 
Worldwide

100,000 Writers in 
U.S.



Don’t always know what they need most 
or know what’s best.

Require marathon discovery sessions.

Don’t always see the deeper problems or 
bigger opportunities.

Have eyes bigger than their budgets.

Have sticker shock at a fair, value-focused 
price for their full scope of needs.

Feel reluctant to go from $0 to $X,XXX.

Meanwhile, our 
clients…



The Solution



Writin
g

Strateg
y



Deal with less competition.
Use other skills and competencies.
Have more variety and creative challenges.
Do more head work, not just hands work.
Strengthen positioning as leader and guide.
Build trust and rapport.
Solve the right problem.

What do you get when 
you sell strategy?



Get more flexibility with scheduling.
Get paid for discovery you have to do anyway.
Get paid to vet new clients.
Get paid to increase scope.
Get paid to create proposals.
Stop trading time for money.
Transition to value-based pricing.

What else do you get?



“Execution brings far more challenges 
[than strategy] in client relationships and 
should be approached with caution.”

– David C. Baker, The Business of Expertise



Space

Clarity

Objectivity

Expertise

Confidence

Organization

Direction

Traction

What do clients get 
when you sell 
strategy?



The Process



In 2015 I was supposed to 
be having a blast at the 
beach with my family. 





Writing was starting to feel like a grind. 

Meanwhile, my capabilities had grown. I 
was more than “just a writer,” had been for 
years. 

My family’s financial needs had changed. 
Kids, you know. I wanted and needed to 
earn more.

I disliked trading time for money. I’d heard 
about value-based pricing and wanted to try 
it. 

My time was precious. I couldn’t afford to 
do marathon discovery sessions for free.

Some of my 
reasons…



I had done strategy in various forms for 
years, only I hadn’t gone paid for it. 

I was tired of spending hours putting 
together proposals for solving the wrong 
problem.

I was tired of potential clients using ideas 
from discovery sessions and proposals 
but not hiring me. 

I was tired—and burning down.

Even more 
reasons…



“Burnout doesn’t come from 
working too hard. Burnout 
comes 'cause I can’t see an 
end in sight.” 

– Grant Cardone



“I do this thing called 
‘roadmapping’….”

– Brennan Dunn
Double Your Freelancing Podcast

















Hand
s
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d

Paradig
m

Shift



Writer Strategist & Writer

Words Clarity, Confidence, 
Direction

Commodity Expert Guide

Order Taker Problem Solver

Vendor Partner

Make Happy Bring Clarity

Key Mindset Shifts



“If a man does not know to what port he is 
steering, no wind is favorable to him.”

– Seneca the Younger, Roman Stoic philosopher



Discovery / Project Roadmapping
Brand 
Content & Copy (incl. web, social media, email)
Web / Conversion / Funnel
Launch / Go-to-Market 
Marketing / Growth 
Product Strategy
Customer Journey / Experience
Ideation / Brainstorming
Business (incl. goal setting, prioritization, planning)

9 Flavors of 
Strategy You Can 
Sell



Space

Clarity

Objectivity

Expertise

Confidence

Organization

Direction

Traction

What do clients get 
when you sell 
strategy?



What You Need



What the heck is “strategy”?

Strategy is the collection 
of decisions you plan to 
make to get from where 
you are to where you 
want to be.



What does “offer” mean?

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





Va
lu

e

Price

$



1. Promise

2. Value

3. Risks

4. Outcomes

5. Process

6. Price

7. Proof 

7 Parts of a Juicy 
Offer



Juicy strategy offer

Logical upsells based on your value ladder

Benefit-focused messaging

Value-based pricing

Marketing materials (e.g., web page or sales 
deck)

Workshop needs (incl. structure, 
questionnaire, agenda, questions, etc.)

Report template

Delivery + client experience

What You Need 
to Sell Strategy



Engagement Steps + 
Flow

Optional – If you like the client, include 2-3 
options for ongoing collaboration in your 
report—i.e., the next step up on your value 
ladder.

1. Share the offer and get the yes.

2. Send the invoice and questionnaire.

3. Once the client pays the invoice, you 
schedule the session.

4. Facilitate the session. 

5. Ask open-ended questions to define the 
problems and available solutions.

6. Take notes and repeat back what you 
have heard—often.

7. Turn your notes into a report and 
actionable plan, and deliver it within 2-3 
days.



Pick a day that works for both parties.

Client pays the invoice.

 I send you the pre-work questionnaire.

 We pick 1 or 2 top priorities or outcomes in the 
Kickoff Call.

 I structure the 1-Day Sprint around those 
outcomes.

 I deliver any support materials beforehand.

 We do the 1-Day Sprint—in person* or on 
Zoom.

 I deliver your actionable brand strategy.

 I check in periodically.

Engagement Parts + 
Flow



Let these ideas marinate for a while.
You offer more than words and always have. 
It’s time to reframe the value you create.
You only need enough confidence to get 
started.
Then, confidence comes with doing a few.

We’ll take it one 
step at a time.



What 
Upcoming 
Sessions Cover

Session 2 – Creating Your Juicy Offers + 
Strategy Engagement Flavors 1-4

Session 3 – Strategy Engagement Flavors 
5-9

Session 4 – Marketing & Selling Your 
Strategy Engagements

Session 5 –  Leading Effective Strategy 
Sessions with Clients

Session 6 –  Common Pitfalls & How to Avoid 
Them + Dialing Things In + How to Get 
Started



Session 1 
Assignment
s

1. Look backward. Reflect back on your 5-10 
most profitable and satisfying projects. What 
did they involve? And what made the 
experience satisfying—e.g., the money, the 
relationship, the work itself, the timeline or 
some combination? 

2. Look forward. How and when have you 
already sold strategy in the form of clarity, 
problem-solving, brainstorming, or 
discovery? Jot down 3-5 ideas of how you 
could turn those experiences into a 
standalone strategy offer.


