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Session 1 
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.



• Juicy Offers

• Strategy Flavors 
1-4

• Assignment
Session 2 
Preview



Juicy Offers



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?









• Trojan Horse (e.g., project roadmapping)

• Flagship (e.g., copywriting, ghostwriting)

• Subscription (e.g., blogging retainer)

3 Offers Every 
Freelancer Needs



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
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Make a copy of my juicy offers 
worksheet.
https://bit.ly/juicyoffersworksheet



Strategy 
Flavors 1-4



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.



1. Discovery / Project Roadmapping

2. Content & Copy (incl. web, email, social, 
blogging, thought leadership)

3. Brand  / Positioning / Messaging

4. Web / Conversion / Funnel

5. Launch / Go-to-Market 

6. Marketing / Growth 

7. Product Strategy

8. Ideation / Brainstorming

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

9 Flavors of 
Strategy You Can 
Sell



Steps for You

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. Use client’s answers to create agenda.

5. Ask open-ended questions and take 
notes.

6. Define the problems and available 
solutions.

7. Repeat back what you have heard—
often.

8. Turn your notes into an actionable plan, 
and deliver it within 2-3 days.



Flavor 1
Discovery / Project Roadmapping



“I want 
this.”

Client’s Initial 
Request





“I need 
this.”

“I want 
this.”



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



Pieces You 
Need

• Offer

• Onboarding Questionnaire

• Agenda

• Consulting Questions

• Notes + Report Template with 
optional proposal section



https://w
underbarw

orks.com
/

hire/

Offer



Onboarding 
Questions*

What is your name?

What is your preferred email address?

Are you the primary decision-maker for this project?

Can you tell me a bit about the current state of your 
business, including what kind of work do you do and what 
do you sell?

What's special about your business or company?

What kind of marketing are you currently doing, if any, and 
from where does most of your new business come?

What business case led you to reach out to Wunderbar?

Do you currently have a budget to invest in business 
growth, and if so, which model best suits your needs?

When are you wanting to get started?

Is there anything else you'd like to tell us?
*https://austinlchurch.typeform.com/to/ByRxZ4



Agenda = Their 
Answers + Followup 
Questions

*https://bit.ly/22consultingquestions

“In the questionnaire, you said [fill in the blank]. Is 
that still the case?”

“Which part would you like to focus on in this 
session?”

“And which part of that?”

“Let me put you on pause for a second. This 
seems to be a new direction. Do you want to go 
this new direction or stick to original subject?”

“Can you help me see how that connects to the 
outcome you’re after?”

“What would you like do see happen? What does a 
home run look like in this situation?”

“So if we were to get you some clarity around that, 
then you’d walk away feeling good about our time 
together today?”



https://bit.ly/projectroadm
appingreporttem

plate



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



Sell one 90-minute Project 
Roadmapping session.

Best Way to 
Start



Flavor 2
Content & Copy, incl. web, email, 
social, blogging, thought 
leadership



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



Pieces You 
Need

• Offer

• Content Roadmapping Questions

• Notes + Report Template with 
optional proposal section



https://hdcopywriting.com/services-buy-my-day-signup

Offer



https://www.kelleygardiner.com/work-with-me/

Offer



Content 
Roadmapping 
Questions*

What questions do your clients ask most 
often? Brainstorm a list of 20.

What do you want to be known for?

What stories do you often tell to illustrate a 
business principle?

What advice do you give all the time?

What do you find yourself saying over and over 
again, like a broken record, both to people at 
your company and to your clients?

What is one thing you wish you'd known before 
you got started in this industry?

*https://bit.ly/contentroadmappingquestions



Report Template 

• Goals
• Competitors
• Audience
• Important Aspects of Client’s Story (10 ideas total)
• Client’s Unfair Advantage (28 ideas total)
• Resources
• Optional: Proposal Section
• Total Pages: 4



Sell one 90-minute 
Content Roadmapping 
session.

Best Way to 
Start



Flavor 3
Brand / Positioning / Messaging



Define what the brand is.

Create the brand strategy. 

Help the client make on-brand decisions.

Grow the clients' confidence in their ability to 
operate and grow the brand in the real world.Problems 

Solved for 
Clients





Pieces You 
Need

• Offer

• Branding Questionnaire

• Agenda

• Notes + Report Template with 
optional proposal section



DIY Guide: https://library.gv.com/the-three-hour-brand-sprint-3ccabf4b768a

3-Hour Brand Sprint – Maker City Church

• 20-Year Timeline
• Simon Sinek’s Golden Circle (What, Why, How)
• Top 3 Values
• Top 3 Audiences
• Personality Slides
• Competitive Landscape
• Total Exercises: 6



Service professionals in crowded markets book a 
sprint with me when they need actionable brand 
strategy and don’t want to wait months. 

1-Day Brand Sprints



What is a 1-Day 
Sprint?

My sprints are single days where I give 
undivided attention to your branding and strategy 

needs. Each sprint is designed to achieve 
maximum results in minimum time.

This works particularly well if you’re working 
inside a tight timeframe.
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Why do I offer 1-Day 
Sprints?
→ To work with tight timelines. Business 
can move really fast, and many leaders 
can’t wait months for stakeholder 
interviews and comprehensive brand 
strategy. Let’s do it in a day instead.

→ To stay efficient. Unanticipated 
delays, dozens of email threads, and 
moving targets dampen the enthusiasm 
of both parties. Let’s focus instead on 
crossing off one or two top priorities.

→ To accommodate diverse needs. Many 
leaders need a mix of planning, branding, 
and strategy. Instead of a beefy proposal, 
you get a flat price. And we’ll use the pre-
sprint Kickoff Call to make a gameplan.

→ To keep things simple. As proud as I am 
of Balernum’s complete brand 
development methodology, service 
professionals can usually get away with a 
less rigorous and complex process.



Branding 
Questionnaire

What is the reason your organization exists? Beyond 
generating profit, what motivates you and your team to 
serve your customers?

What do you want to be known for? What is the bold 
rallying cry that will inspire your employees to give their 
best to the business and to customers?

What are the 5-6 operating principles that guide how 
your brand treats team members, customers, and other 
people? 

What are 3-5 adjectives that describe how you want your 
brand to be perceived?

What are the wants, needs, goals, fears, and objections 
(to buying your products or services) of a real person in 
your target audience?

And so on…*https://balernum.typeform.com/to/bQS6XBtS
*https://bit.ly/9essentialquestions

*https://bit.ly/9essentialquestions



Sample 
Agenda

Brand Purpose

Brand Values / Operating Principles

Brand Goals

Client Diary (Pains & Wants)

Two Customer Avatars (Frustrated Avatar, Future-
Based Hero)

Key Differentiators

Value Proposition

Messaging Pillars

Wordbank (words, phases, ideas)

Visual Language Exercise



Brand Book 
Template

Brand Purpose

Brand Values / Operating Principles

Brand Goals

Client Diary (Pains & Wants)

Two Customer Avatars (Frustrated Avatar, Future-
Based Hero)

Key Differentiators

Value Proposition

Messaging Pillars

Wordbank (words, phases, ideas)

Visual Language Exercise



Sell a 3-hour brand sprint.

Best Way to 
Start



Flavor 4
Web / Conversion / Funnel



Figure out the client’s goals for the website or 
funnel—i.e., what conversion looks like.

Clarify the sequence of steps or actions for 
potential customers.

Figure out what customers need to know to 
take each step—questions that need to be 
answered; objections that need to be 
addressed. 

Decide on the call to action at each step.

Get outside perspective from a domain 
expert.

Clearly define this entire flow.

Problems 
Solved for 
Clients



Pieces You 
Need

• Offer

• Questions

• Notes + Report Template with 
optional proposal section



https://hdcopywriting.com/services-buy-my-day-signup

Offer



Question
s

What are your goals?

What is the sitemap? What are the 
stages in the funnel?

How do you define “conversion”?

What goals do your prospects have?

What questions need to be answered? 
What objections need to be addressed? 

What emotions do you want to invoke? 

What is the call to action at each step?



Report 
Template

What are your goals?

What is the sitemap? What are the 
stages in the funnel?

How do you define “conversion”?

What goals do your prospects have?

What questions need to be answered? 
What objections need to be addressed? 

What emotions do you want to invoke? 

What is the call to action at each step?



Sell a 1-hour Strategy 
Session.

Best Way to 
Start



Juicy offers are easier to sell than generic 
services.
The main thing you do is ask questions.
You enrich their ideas with your perspective.
The agenda and your notes  become the report.
You can start small.
Your confidence will grow through doing.

Let’s take it one 
step at a time.



What 
Upcoming 
Sessions Cover

Session 3 – Strategy Flavors 5-9

Session 4 – Marketing & Selling Strategy

Session 5 – Leading Effective Strategy 
Sessions

Session 6 – Avoiding Pitfalls + Getting 
Started



Session 2 
Assignment

• Which type of strategy do you find 
most enticing so far? 

• Which type of strategy do you think 
you can sell once you have an offer 
and well-defined structure? 

• Which type is intriguing but would 
be more of a stretch?

Capture your first impressions. 


