
A guide to 
winning work
How to bring in business when you work for yourself



THROUGH THE LOOKING GLASS AND WHAT ALICE 

FOUND THERE, LEWIS CARROLL, 1871

‘I’m sure I’ll take you with pleasure!’ the Queen said. 

‘Twopence a week, and jam every other day.’

Alice couldn’t help laughing, as she said, ‘I don’t 

want you to hire ME - and I don’t care for jam.’

‘It’s very good jam,’ said the Queen.

‘Well, I don’t want any TO-DAY, at any rate.’

‘You couldn’t have it if you DID want it,’ the Queen said.  

‘The rule is, jam to-morrow and jam yesterday – but never 

jam to-day.’

‘It MUST come sometimes to “jam to-day,”’ Alice objected.

‘No, it can’t,’ said the Queen. ‘It’s jam every OTHER day:  

to-day isn’t any OTHER day, you know.’

‘I don’t understand you,’ said Alice. 

‘It’s dreadfully confusing!’
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Before you 
begin
Do you work for yourself? 

Or are you planning to start out as a freelancer, contractor, 

consultant or self-employed professional?

In that case, you probably want to know how to get 

clients and generate revenue as quickly as possible. 

Or, if you’ve already been doing this a while, maybe 

you want to know how to grow your revenue.

Either way, this guide will help you with that.

As you work through it, remember this: 

When you’re self-employed, you’re a business owner. 

No matter how small your business, it’s still a business. 

Even if it’s just you. Even if you work with one client at 

a time on long-term contracts or freelance gigs.

Unlike an employee, a business doesn’t get a guaranteed 

wage, sick pay, holiday pay and so forth. 
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Your business relies on you to go out and find clients willing to 

buy its services – whether that means a single gig, a series of 

projects, or a long-term retainer contract. 

Which is why you’re reading this, right?

As a business owner, you’re probably facing the same four 

questions that practically every business starts out with:

1. What problem do you solve?

2. For whom do you solve it?

3. How much would they be willing to pay?

4. How do you reach them?

Let’s start with some ideas for tackling those questions:

WHAT PROBLEM DO YOU SOLVE?

Here’s a great quote to pin on your wall: 

“People don’t want a quarter inch drill, they want a 

quarter inch hole.” 

(It’s from Theodore Levitt, the American economist who 

revolutionised the way we think about marketing).

The quote reminds us to focus on the customer’s needs, which 

is the starting point for designing the most relevant solution. 

The more precisely you can zone in on the problem/solution, 

the more compelling your story. 

For example, if you’re an IT Project Manager for banks, there 

are various ways you could describe what you do.

Which of these two descriptions grabs your attention the most?

“I deliver IT projects on time and on budget.” 

Or…

“I ensure seamless updates to payment systems, so that 

millions of people get paid on time.” 
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So how do you identify the 
problems you’re going to solve?

Daniel Priestley, best-selling author of Key Person of Influence, 

built a multi-million dollar business by age 25. He offers this advice: 

“It has to be something that you can be good at. And it needs 

to be something that lights you up. I think passion is definitely a 

competitive advantage. And finally, you need to be able to make 

money from it. Most people can identify that they have one or two 

out of three and then they can focus on what they need to do to 

enhance the third.”

Gavin is an example of someone who makes a living with two 

out of the three. He has a PhD in Economics and is good at 

writing reports for pension funds. He makes quite a lot of money 

from it. But the work is missing the third ingredient - it doesn’t 

light him up. The way he deals with this is to scout for six month 

contracts, taking three to six month breaks between contracts 

to work on his real passion, music.

Luke was lucky enough to 

find all three. 

“While I was training at drama 

school, one of my Belgian friends 

was asking me to help her with 

her English accent,” he says. “She 

knew I was reasonably good with 

accents; I started helping her and I 

realised I was good at it and really 

enjoyed it, so I had an idea that 

maybe this could turn into a proper 

business.” He started advertising 

online, and discovered there was 

high demand for his services as 

an accent coach.G
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Another way to identify potential problems that you could 

solve is to do searches within LinkedIn and Facebook groups, 

or even Twitter and reddit.com. Think about the things you’re 

good at and then do a search on words related to that. 

This can often bring up nuances around the challenges or 

needs that potential clients have. It helps you to niche down 

from general concepts (such as marketing or IT) to more 

specific ones (such as how to design a high-converting lead 

funnel for law firms, or how to evaluate and integrate the 

ideal CRM system).

The better you know the industry you want to target, the easier 

it is to identify the customer’s problems or pain points. 

FOR WHOM DO YOU SOLVE IT?

“I think that one of the most important factors is to be very clear 

about the types of clients that are best suited for you. Once you 

know that, everything just kind of falls into place,” observes Ed 

Gandia, author of The Wealthy Freelancer and Founder of the 

International Freelancers Academy.

“A lot of people don’t do this,” he says. “They have what I call 

a ‘retail mentality’ where they set up shop and whoever comes 

their way or drives by is okay. Well, no, it’s not okay. I think you 

need to be more proactive and identify your ideal clients first – 

and you could have two or three different profiles” Freelance C
orner
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Daniel Priestley thinks it’s essential to 

focus on a particular niche: 

“I find that when I go networking I meet 

people who attempt to be very broad. 

But being broad actually turns you off 

working with them. If someone says to 

you - ‘I’m a business coach and I can 

help anyone at all, it doesn’t matter what 

size business or even individuals, and I 

also do some property investing, and I 

also do some multi-level marketing and 

I also do some IP work’ - the more they 

say, the less you’re interested in working 

with them. 

“But if someone says, ‘I do sales training 

for IT professionals in Oxford,’ you think, 

‘Oh wow, I bet you’re number one at that.’ 

“Bear in mind that your niche can grow. 

For example, Facebook started with a 

micro-niche. It first launched only for 

Harvard students. After that they made it 

for Harvard and Yale students. After that 

they made it just university students, and 

then conquered micro-niche by micro-

niche until they were ready to open up to 

the whole world. So focus on the battle 

you can win today. If you know that you 

can be number one in your local area 

then start with being number one in 

your local area.”

HOW DO YOU DECIDE WHICH IS YOUR 

IDEAL CUSTOMER PROFILE? 

Daniel says that you can segment your 

prospect list “by geography, by gender, 

by special interest or even according to 

the ideology behind what you do.” 

This can spark ideas about the kind 

of clients you’re most likely to have 

a natural affinity with. 

Take Javier. He’s a freelance corporate 

finance consultant, based in London. 

He wears shorts all year round and is 

tattooed from the top of his neck all the 

way down to his feet. There aren’t too 

many traditional firms interested in talking 

to him, but he has a lot of devoted clients 

in the media and creative sectors.

Or Chichi, who won the IPSE Inspire 

Award for creating a thriving business, 

coaching female entrepreneurs, based 

on her experience as a working mother.

Or Katharina, a multi-lingual PR 

Consultant and native German speaker 

who targets UK companies that need to 

extend their press coverage in Europe.
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HOW MUCH WOULD THEY BE 

WILLING TO PAY?

A client’s willingness to pay is often 

more flexible than we think.

For example, when Dominic, an 

independent exhibition designer, was 

invited to pitch for a project against four 

well-established companies, he more or 

less ignored the specifications that were 

laid out in the original brief. As a result, 

his quote to design and build the stand 

was twice that of his competitors (who 

had all rigorously observed the brief).

Amazingly he won the pitch.

Unlike the others, he had gone to a huge 

amount of effort to understand the client’s 

challenge. He understood it so well that he 

could see that the specifications presented 

in the client’s brief didn’t go far enough. 

During the pitch, he didn’t waste valuable 

time talking about himself and how great 

his design was. Instead he focused on 

the end result: how the stand would 

solve the client’s challenge in terms of 

engaging with a difficult audience. By 

the end they knew it would be a false 

economy not to go with him.

Also, bear in mind that there are 

different ways of charging, and that 

they can significantly alter a client’s 

perception of value.

Dorie, for example, used to quote 

£400 a day to write newsletter articles 

for corporate training providers. It used 

to take her the whole day to write one 

article. Over the years she has honed 

her craft, and her industry knowledge, 

to the point that she can now produce a 

high-quality 500 word article in one hour.

Whereas her clients would be quite 

happy to pay her a rate of £400 a 

day, they might well balk at the idea 

of paying £400 an hour. So instead of 

quoting by time, she sells it as if it 

were a product: 

“A 500 word article costs £400. 

It includes research, contributor sign-

off, full proofread and SEO analysis. I 

understand this audience in-depth and 

know which triggers drive sales. Based 

on past performance, you can expect 

around 0.25% of people who read the 

article to buy one of your courses, priced 

at £500. Since your newsletter has 

30,000 subscribers, the article has the 

potential to generate 75 sales with a total 

value of £37,500.”
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This is a useful way of growing the 

business beyond the limitations of your 

rate. Packaging your services as a 

product moves the focus away from your 

rate – clients are more inclined to focus on 

what they get from the product, instead 

of “how much can this person do in this 

amount of time”. Clients benefit because it 

allows them to work to a fixed budget and 

you benefit because the faster and more 

efficient you become at delivering the 

product, the more you earn.

This type of pricing becomes easier 

once you have developed an efficient 

process, and once you have a detailed 

understanding of the potential value you 

can generate.

If you haven’t yet reached the stage 

where you can quantify the results that 

your service is likely to deliver, another 

way of doing it is to shoulder some of the 

risk yourself by offering a performance 

bonus. For example, you could offer 

your client a choice. 

They can choose option A, which is a flat 

fee for your service – for example, £400 

for a newsletter article.

Or they can choose option B, which is a 

fee plus performance bonus –for example, 

£200 for a newsletter article plus £10 

for every sale made up to one month 

following the publication of the article.

The performance bonus doesn’t have to 

be about sales. Some services are harder 

to quantify, but there are plenty of other 

benchmarks you could use to measure 

how big your bonus should 

be, for example:

• Cost savings

• Increased turnover

• Increased profit

• Column inches or influence scores

• Web traffic

• Reduced wastage

• Customer or stakeholder 

satisfaction scores

Another way to rethink your pricing is to 

turn your one-to-one consulting model 

into workshops or seminars, making 

more profit by selling one-to-many. 

Some freelancers combine services with 

products, offering hourly consulting at a 

premium rate along with a range of fixed 

price products, to balance the risk and 

cash-flow.
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Once you start thinking in terms of product rather than service, 

you can start to build your own intellectual property, opening up a 

range of possibilities. A report produced for a particular client can 

become the basis of a book. A piece of software developed for 

a project could sow the seeds for building an app for sale 

on the open market. 

That said, be sure to respect the client’s intellectual property and 

any confidentiality agreements you may have in place. It’s a case 

of building on any assets generated by the project that are not 

covered by copyright, for example any insights you uncovered 

by doing some internet research.

HOW DO YOU REACH THEM?

There are many different techniques and channels through 

which to reach prospective customers. 

Some of these are likely to yield results more quickly, while others 

are longer-term investments with a bigger reward at the end. 

It’s a balancing act between finding jam today and making 

sure there is jam tomorrow.

Which brings us neatly to the next section…
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Jam 
today
A common pitfall when starting out in self-employment is to focus all your time and 

effort on creating a website and marketing materials, and not enough time on getting 

out there and talking to people.

Not that these things aren’t important, but the act of launching your website won’t bring 

in an avalanche of new business. To find that business you need to venture outside.

This can seem intimidating if you’re not a natural self-promoter, but you don’t have 

to be a hard-core salesperson to win business. 

There are options to suit different styles.

Here are three tried and tested ways of reaching clients relatively quickly:

1. THE AGENCY METHOD

Recruitment agencies specialising in freelancers or contractors can be 

a very effective and quick route to finding work.

If you develop the right relationship with the agencies, they can become your marketers. 

In some cases it’s also the only way of reaching the really big clients, because there are 

many that won’t work directly with independent contractors. 

Many contractors work through agencies for years on end, making a very comfortable 

living. It’s particularly common in certain industries such as IT and Oil & Gas, but not 

exclusively to these – and of course not everyone in these industries works this way.

12.

G
ui

de
 to

 W
in

ni
ng

 W
or

k



THINGS TO BE AWARE OF WHEN WORKING VIA AN AGENCY

If you are invoicing the agency, it makes sense to set up a limited company 

so you can receive the payment gross. Otherwise the agency has to deduct tax 

and national insurance, which means you don’t get any tax breaks to offset the 

risk of self-employment, or receive any of the benefits and securities of being 

an employee.

If you do work via an agency as a limited company contractor, it’s essential to 

understand the rules around IR35, and to have the proper contracts and working 

practices in place so you are not classified as employed for tax-purposes by HMRC. 

Also, be very clear about how you want to handle discussions about the project’s 

deliverables. In theory the agency should discuss the contractual terms with the client, 

leaving you free to discuss the actual deliverables directly with the client before you 

start on the project. However, this doesn’t always happen in practice and it can lead 

to communication breakdowns if you aren’t able to have a direct line of contact to 

your end-client at the crucial stages.

Make sure you check the agency and get recommendations. While there are many 

excellent agencies out there, there is also word on the street of a few unscrupulous 

agencies taking unreasonable percentages (between 5-25% is a fairly typical and 

perfectly acceptable agency commission). 

Many agencies publish contracts on their websites and you can sign up for alerts. 

However, bear in mind that they don’t always show the full list of vacancies, so it’s 

usually best to talk to them.

One site worth checking out is reed.co.uk. As well as its own listings, it features 

vacancies from 25,000 agencies and clients across the UK and beyond, and you 

can browse the most popular.

Other job boards include jobserve.com, totalfreelance.co.uk, outsource-uk.co.uk, 

and network-freelance.co.uk. 

Also, the number of freelance marketplaces is growing rapidly, with lots of niche sites 

coming onto the market. This article on Forbes lists 79 of them: www.forbes.com/

sites/abdullahimuhammed/2017/06/16/79-websites-to-get-freelance-jobs-fast.
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TOP TIPS FOR WORKING WITH AGENCIES

Dave Chaplin, founder of contractorcalculator.co.uk, spent 

many years working as a contractor through agencies, and 

since then has collated the experiences of hundreds of 

agency contractors via his website.

Working with agencies is basically a sales process. Make lots 

of applications, but make sure they are well targeted. You should 

also chase up your applications, but strike the right balance – 

don’t keep chasing if it’s obviously a dead lead. 

When you go into a meeting, find out what the problem is and then 

convince the client that you can solve that problem. Perhaps even 

demonstrate that you can add some additional value. And finally, 

ask for the business. You should be trying to get them to offer you 

the role there and then. If they aren’t, ask them why not. This allows 

you to handle their objections, making sure that when you leave 

that meeting they don’t have any concerns. 
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It’s important to know how much you’re worth. You don’t 

want to ask an agent what rate they can get you because their 

job is to sell you to the customer whilst taking the biggest cut 

possible. So if you’re actually worth £600 a day and you ask 

an agent, the agent would probably tell you £300, so they 

can keep the remainder! 

I find a lot of contractors have unrealistic expectations of 

what agents are supposed to do. At the end of the day, they’re 

intermediaries. You’re the product. And they try to sell you on to 

their clients at a higher margin. It’s important to understand that 

recruitment agents aren’t agents in the same way that a famous 

actor will have an agent who looks after them and gives them 

advice. That’s not what a recruitment agent will do. 

Recruitment agents are sales people. 

Agents often call up to ask for references. Be careful not to 

give away all your contacts before there is a real opportunity, 

because often they are just fishing for contacts so they can 

sell their recruitment services. Once you know there is a real 

opportunity (for example if you’ve had an interview) then it’s 

fine to give your referees’ details.

Once you have been offered a project, make sure that you’ve 

actually got the contract signed before you start work. You don’t 

want to be in a position where things are not signed and sealed. 

And finally, when it comes to renewing the contract, in my 

experience it’s best for you to negotiate directly with the 

client, because negotiating rate rises doesn’t pay the agency 

anywhere near as much as expending their efforts on finding 

new roles and placing more contractors, so they won’t 

devote much time to it. 
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2.  THE DIRECT METHOD

It can make a lot of sense to approach clients directly, rather 

than relying on an agency. 

It requires slightly more work, because you have to invest time in 

finding opportunities yourself, but it can be worthwhile for a number of 

reasons. For example, you can charge a slightly higher fee while still 

saving your client money because they don’t have to pay the agency 

commission. You also have more control over your relationship with 

the client, the rate negotiations and contractual terms. 

How to approach clients

If your potential clients are companies, email can be an effective 

way to contact them.

You can send emails to people without their prior consent, as long 

as the person you’re emailing represents a corporate entity.

Make sure that…

1. The email recipient owns or works for a limited company or a 

plc (don’t send unsolicited emails to sole traders, partnerships, 

or private individuals)

2. The topic of your email is relevant to the work they do for 

that company

3. Their email address belongs to that company (don’t use their 

Gmail or Yahoo address for example)

4. You include your valid business address and don’t conceal 

your identity

5. You provide an easy (free of charge) way for the person to opt-

out of receiving further communications from you

6. You keep a list of people who have asked not to receive further 

communications and you screen it to make sure you don’t 

continue to contact them.
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By sticking to these guidelines you’ll stay on the right side of most international direct 

marketing rules, including the UK, the US and the European Union’s GDPR regulations.

Emailing non-corporate customers

If your potential clients are sole traders, unincorporated partnerships or private 

individuals, it becomes a bit more complex because you need to take into account the 

regulations regarding privacy and data protection. These vary according to the country 

where your potential clients are based. For example, if the person you’re emailing 

is based in an EU country, you are subject to the GDPR regulations, even if you’re 

sending the email from outside the EU.

Important: you can be fined for breaching the privacy of individuals and failing to 

protect their data properly, so it’s essential to stay on top of the regulations for each 

country where your potential clients are based. 

A good place to keep track of the UK rules is the Information Commissioner’s 

Office (ico.org.uk), which provides detailed guidance on direct marketing here: ico.

org.uk/media/for-organisations/documents/1555/direct-marketing-guidance.pdf 

Most countries have a Direct Marketing Association where you can check the rules 

specific to that country. For example, in the US it is thedma.org.

If all this sounds daunting, a general principle to keep in mind is that email marketing 

to individuals requires consent before you contact them. For example, you can gain 

consent by attracting visitors to your website, where they can opt-in to receive further 

communications from you. That way you can build a list of subscribers who have 

given their consent for you to email them. 

Make sure it’s a genuine ‘opt-in’. That means that people should actively choose to 

receive your communications by entering their email address and ticking a box saying 

they consent to it. Don’t try sneaky ways to gain their consent, for example by having 

a pre-ticked box – that is frowned upon by regulators. Also, make sure the consent is 

given directly to you and not to a third party provider, such as a list reseller. There are 

plenty of tools to make the process less onerous.

Wix also integrates with email marketing tools such as mailchimp.com, which helps 

you run global email marketing campaigns that are compliant with anti-spam laws 

across the world. 

Freelance C
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How to make your email campaigns more effective

When conducting email campaigns, it helps if you have a series 

of case studies that you can direct people back to. These could sit 

on your website or as projects listed on your LinkedIn profile.

Structure your case studies as follows:

1. The client’s challenge

2. Why they hired your services

3. What you did for them

4. The end result (with tangible figures where possible)

By doing so, you build a compelling case for your services by 

showing the results you can achieve for your clients.

Using the phone or post as an alternative to email

The great thing about emailing, is that it is less intrusive, and 

doesn’t cost anything. However, if you think your prospective 

clients are too saturated with emails, you could 

try phoning or mailing them.
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The same principles apply as with email – if your prospective 

clients represent a corporate entity, you can contact them without 

consent, as long as you don’t conceal your identity, and as long 

as you give them the right to object. You must keep a list 

of anyone who objects and immediately stop contacting them.

There’s one additional step you need to take when calling a 

UK company - check whether their number is registered with:

1. The Corporate Telephone Preference Service at 

corporate.ctpsonline.org.uk/index.php/ctps 

2. The Telephone Preference Service at 

www.tpsonline.org.uk/tps/registered.php 

(NB: you’re obliged to check with both registers).

If the number or address is not registered, you can contact 

them, as long as you don’t hide your phone number. 

As with email, your approach should be highly personalised 

and well-researched in order to achieve the best response.

Freelance C
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TOP TIPS FOR EMAIL PROSPECTING

Ed Gandia, co-author of The Wealthy Freelancer and founder of 

internationalfreelancersacademy.com shares the secrets he used to build 

a six-figure income in 27 months using warm email prospecting.

The right approach to take is what I call warm email prospecting. This 

involves sending out very personalised and properly timed emails to a 

carefully hand-picked list of prospects. It’s really about sending out individual 

emails with custom messages, and not about mass emailing. 

So to start with, you need to create a targeted list. First, identify the 

organisations you want to go after, and then specific individuals within those 

organisations. Then you have to find the email addresses for those individuals 

– a lot of these emails are floating around on Google.

[Editor’s note: if you find an email address for someone else at the company, 

chances are the person you want to target uses the same format, for example 

firstname.surname@company.com] 
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Another trick is to use LinkedIn to find specific people according to 

their role. I prefer to find the person’s work email address because in many 

cases a lot of professionals don’t have their LinkedIn emails going to their 

regular inbox, but my fall-back position is to use LinkedIn messaging. 

Once you’ve found the contact names and email addresses you’ll 

need to uncover and communicate a meaningful connection for each 

prospect. Otherwise it won’t be relevant and will be perceived as spam. 

So you need to find a trigger event – maybe something you read in the 

paper or online about this organisation. Industry trends that impact that 

organisation could be another good reason to email them. Another one 

could be that you recently did something noteworthy such as writing 

a book or presenting at a conference, or anything that can grab the 

prospect’s attention. Or perhaps you know someone they know, in 

which case I suggest you ask your contact to broker the introduction.

Your email has to be short and to the point – 125 words or less.

Don’t say: “Hey look at me, you should hire me, I’m great, I offer this, this, and this.” 

Instead you could say something along these lines: 

‘Hi, I’ve been reading all about the work you’ve been doing at Emory Hospital. 

Based on the work I’ve done with Acme Medical, I may be able to help you get your 

patient surveys accomplished faster and cheaper. Here’s a short article on how I’ve 

helped Acme Medical. Would it make sense for us to chat briefly sometime in the 

next couple of weeks?’

Notice that you’re not trying to sell your services in this email directly. This is a 

conversation starter. You just want to see if they’ll play ball with you. The real selling 

happens after this.

Be prepared for any responses to your emails. Have a set of very simple talking 

points and questions ready in case any prospects call you to learn more about your 

services. You should even have some stock email copy that you can use as the 

basis for a response to anyone who emails you back.
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In terms of follow up, I recommend sending one more email to those who 

haven’t responded. Send it roughly two weeks after the first one.

What I do is to go to my send box and find the email and click on forward. 

I’ll add a note to the original copy saying, ‘Hi again Robert, I sent you this 

email a couple of weeks ago and I forgot to mention that I also recently did 

this and I put together some samples that I thought would be very relevant 

to what you guys are doing. Here’s a link to them.’

When you start emailing, don’t expect that if you send out 10 emails 

you’re going to get eight responses. The fact is most people are not going 

to respond. But if you send out 100 emails over the course of a week or 

two, you could get five or ten responses. Those aren’t bad odds. Because 

one good client could keep you busy for a long time. 

You can grab Ed’s 10 warm email templates here: 

http://b2blauncher.com/crafting-warm-emails-for-prospects 

The referral method

The Boss
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3. THE REFERRAL METHOD

When you ask self-employed people where most of their business 

comes from, frequently they’ll say that it’s through 

word of mouth.

And yet a survey by VCO Global showed that the vast majority 

relies on passive recommendations. Only 16% of independent 

professionals have a formal strategy to drive referrals.

So how could you do this more systematically?

The first step is to draw up a list of every person and organisation 

you know, including everyone you have worked with in the 

past, whether as a client, employer, colleague or supplier. Think 

broadly – sometimes the best projects come from people you 

know personally rather than professionally.

Contact them and let them know you’re now working for yourself 

and a bit about what you’re doing. You could contact them via a 

private message on social media, a phone call, 

email, or even a postcard or Christmas card.

Rather than asking them directly for work, ask them how 

they are and what they’re up against. Try and find out what 

their frustrations are. 

It’s essential to build rapport. If you know they’re interested in a 

particular sport or hobby, talk about that as well. It can work like 

magic, especially if you share the same interests.

If you uncover a need that you’re particularly well-placed to 

solve, ask them if they’re interested in finding out how you 

could help. Otherwise, ask them if they know of anyone who is 

struggling with a particular problem that you’re interested 

in solving, and if they would be willing to introduce you.

Freelance C
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TOP TIPS FOR ASKING FOR REFERRALS AND RECOMMENDATIONS

John Niland is co-founder of the European forum of independent professionals 

and a well-known coach of successful freelancers at selfworthacademy.com

A referral is either an explicit or an implicit recommendation and is usually 

the easiest business to convert because you’re likely to be up against 

low competition. 

The beauty of it is that it reinforces your reputation with the person doing 

the referring just as much as it does with the person you’re being referred to. 

So the extraordinary fact is that if someone makes a connection for you they’re 

actually likely to make multiple connections for you because your reputation 

has been reinforced in their mind.

Before asking a contact to refer you it’s important to start with 

a ‘needs’ conversation. 
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For example, say that my business is to help teams to find new opportunities 

in their market. I could ask my contact what other divisions of the company 

also have this challenge of uncovering opportunity in the market. 

I find it easy enough to start with a question that says, “who else has this 

need?” Whichever way I phrase it, what matters is that the conversation is 

about them as opposed to about me. As long as it is anchored around their 

need, there is no difficulty with making the client feel comfortable. 

And the more I do that, the more the client feels that I’m interested in 

their challenge, their organisation, their risks and their opportunities. 

All we have to do is to be curious about their world. Whether we’re taking 

them for lunch, having a cup of coffee, having a chat on Skype, or even 

just wandering down the corridor. It’s about grabbing those opportunities 

to say, “hey, what else is going on in your world these days?” You’ll find 

that the client welcomes the curiosity.

It does take courage to get this underway, but it’s really not a big deal. 

For example, at the start of a meeting you could say, “Sue can I reserve 

15 minutes at the end of our coaching session today because there is 

something I want to explore with you?” 

It will take you a little while to become fluent in the technique. Eventually, if you 

have one of these conversations every day, it will tell you everything you need 

to know about your marketplace – what the challenges are, the risks, where 

they’re coming from, where they’re going, what they’re worried about. All of that 

will emerge by just cycling around it in different ways. 

Ideally you want to be having the conversation when the relationship is alive 

and well. One of the best times to do it is the moment they decide to hire you. 

And the easy way into this is the question: “what was the crucial reason why 

you decided to go with me?” That’s the beginning of a referral conversation.

Bear in mind that a weak way of asking is: “if you know of anyone who needs 

my services please don’t hesitate to get in touch.” That just means nothing at 

all. The conversation has to be about specific needs. 

Importantly, never forget to say thank you. I connect a lot of people and I’m 

astonished at how few people even come back to say how it went!
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Adam Smith runs hsqproductions.com, a high-quality, fast-

turnaround video and photography production service based 

in Manchester. 

HOW I STARTED OUT

I launched my business in the summer of 2015 and landed my 

first client within a couple of weeks.

I knew there was high demand for video, but also that it 

was a very competitive market. I therefore needed to offer 

something different. 

I have a background in journalism and was used to fast turnaround 

projects. So I adapted those techniques to design a unique 

workflow that enabled me to shoot and edit a finished video in 

one day. 

I closed my first deal while walking the client to the train station. 

During the 15-minute walk we negotiated what was going to be 

shot, when, and how.

That first shoot formed the basis for my most popular package, 

Done in a Day. Done in a Day has become a brand in its own right, 

reinforcing the overall brand of the company, HSQ Productions, 

which stands for High Speed Quality.

Having this distinct brand has created a brilliant talking point, 

which has helped me build the business gradually over the last 

two years. By July 2017 I had signed up numerous new clients 

and was fully booked for the next six months.

Case study: How Adam Smith 
launched his business in a 
competitive field
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HOW I ACHIEVED SIX MONTHS OF BOOKINGS

The key is to block out enough time and budget for marketing.

My target is to sell 10 days a month where I’m personally doing 

the shoot and edit. I reserve the remaining 10 working days for 

marketing and innovating my services (about 80% is marketing 

and 20% innovation).

However, if I manage to sell more than 10 production days in a 

month, I call in a freelancer to do the additional days, so I don’t 

eat into my allocated time for marketing and innovation. That’s so 

important because it’s what allows me to continue improving and 

developing the business. Thanks to my innovation efforts, 

I have a number of exciting things in the pipeline that will enable 

my business to remain competitive for many years to come.

THE MARKETING TECHNIQUES I FOCUS ON

I use a combination of networking and online advertising.

In terms of networking, I’m very particular about which events I go 

to. I want to make sure that I’m going to be meeting the right people, 

and that I wouldn’t be better off spending the time and money on 

Google Ads. The two events that stand out for me are Freshwalks 

and Freelance Folk in Manchester.

I treat networking events as a knowledge exchange. It’s not just 

about making a sale – it’s really important to listen. If I’m talking to 

Bob, I’m interested in Bob and what he does. I’ll ask what projects 

he’s working on and if I find out he’s an expert in something, 

depending on what it is, I’ll ask for advice. People love to give 

advice, so that’s a great way to connect with someone.
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After an event I’ll follow up several times. I recently landed a project 

with someone I met months ago at a networking event. I sent a 

couple of reminder emails and eventually they got in touch.

Online advertising is a more recent addition to my marketing. 

I started trialling pay-per-click on Google two years after 

launching. I saw the results straight away – in the first month 

I landed one new client and another one in the pipeline.

I’ve invested in help and training to work out how to optimise my 

campaigns. I use Google Analytics and any other tools I can get 

my hands on to figure out how to improve the cost per acquisition. 

I know that for every £500 I spend on advertising, I need to 

convert 10 sales, in other words 10 shoot days. It’s 

reasonably predictable – I know if I spend a certain 

amount, I’ll get a client.

By keeping an eye on Google Trends I knew 

to stop the campaign in August, because 

everyone is on holiday. I increased the 

budget in September, which is when 

Google showed that people were 

spending more on keywords such 

as ‘corporate video production’. 
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Online advertising is helping 

to increase both new and repeat 

clients. Currently about 30% of my 

clients come back at least once a year, 

and this looks likely to increase. 

I also find that online advertising drives organic 

search traffic – on some days the web traffic coming 

from search engines is more than from the ads. 

HOW I ORGANISE MY TIME

The beauty of the online advertising is that marketing 

campaigns are running while I’m out shooting on location. 

I check my emails during breaks in a production and respond 

to any enquiries as quickly as possible. 

My business hours are 8am to 8pm. Outside of those hours I don’t 

respond to emails, because it’s really important to switch off. 

Having a life outside of business allows me to do better in 

business, to grow as a person, to work more efficiently. It all 

comes together, and clients notice it. 

I spend at least three nights a week doing non-work activities, 

including going to the gym. I might spend the other two days 

doing something a bit more work related such as going for a drink 

with a client or freelancer, or watching an inspiring TED talk, but 

I enjoy those things and class them as fun, rather than work.
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Once a week I invest about four to five hours doing a blog post, 

mostly about various ways of using videos for marketing. I aim 

for well-researched articles of around 1000 words. 

I think a blog is important because it helps you learn more 

about your product or service, how you can be different, and 

how to articulate your offering. So I see that time as being as 

much about personal development as it is about marketing.

I also invest a lot in other forms of professional development, 

such as leadership training and learning how to manage 

freelancers and other production crew. 

HOW TO SUCCEED IN A COMPETITIVE MARKET

Creative industries tend to be very saturated. There are so many 

creatives out there that it can be hard to stand out, and there 

is a lot of pressure on price.

It is possible to succeed as long as you do things differently. 

Competition is healthy because it forces you to innovate – whether 

that’s by reducing the amount of time or money it takes to produce 

something, or finding ways to increase the quality.

For example, Done in a Day has proved to be the key differentiator, 

because I’ve found the ideal solution for clients 

with mid-sized budgets.

The key is never to give up. Keep going, even when it gets tough. 

As long as you keep working on your differentiators, over time you 

start winning bigger projects, which enables you to charge more.
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Jam tomorrow

Once you’ve found a source of work that gives you a steady 

income, why worry about tomorrow? 

After all, there are people who make a comfortable living for 

years on end from a handful of trusty clients, or from a couple 

of agencies who provide an endless stream of contracts.

But the thing is, how can you be sure it will last forever? 

Circumstances change. 

Clients go out of business. New competitors steal your thunder. 

Industries get disrupted. Ways of working evolve. 

Isn’t it better to create your own insurance policy? A pipeline of 

prospects that is owned by you and not someone else? A system 

that ensures a ready supply of jam tomorrow?

John Niland points to the work of William Cobb, who found that 

60% of any market will eventually become commoditised, which 

means that the only way to win business is to drop your rates. If 

you manage to stay above the 60% level, you’ll find your market is 

less price-sensitive. The top 4% of the market is made up of those 

who provide a unique service and who can raise their rates 

without a noticeable drop in business.

To stay above the 60% and to get to the top end, you have 

to develop a strong brand.

John Niland says the answer lies in developing a new mindset that 

moves beyond the idea of being a service provider and towards 

the concept of being a key influencer or valued authority. The 

service provider mindset usually means trying to sell yourself on 

expertise and qualifications and competing with thousands for 

every project going. The influencer on the other hand is someone 
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who develops a relatively scarce niche 

and is sought after for the outstanding 

results that clients are able to achieve 

by working with that person.

Service providers talk about themselves: 

their experience, skills, methods, 

availability. Influencers talk about the 

client’s world: their issues, results, 

impact, evidence.

These are the pitfalls to avoid if you 

want to be seen as a key influencer 

or valued authority:

• Re-doing the CV, the website 

or your brand identity

• Making lots of offers, too readily

• Sending out more frequent emails 

to the same people

• Getting more qualifications, 

more letters after your name

• Being available any time

• Spending hours on proposals, 

building the offer for the client, 

rather than with the client

The secret to becoming an influencer 

is to invest your time and resources in 

finding out everything humanly possible 

about the challenges that prospective 

clients face and the context in which they 

operate. The better you understand your 

client’s world, and the less everyone else 

in your market understands it, the more of 

a valued authority you will be.

John recalls the example of a successful 

project manager he works with who 

researched why it is that 72% of projects 

disappoint those who were responsible 

for the project inception: “These aren’t 

generic statistics taken from McKinsey, 

but very specific insights based on 

informal and formal research with the 

people he’s working with. This has 

allowed him to fashion some very key 

distinctions of his own, and anyone who’s 

interviewing him will immediately see 

that this is a project manager with 

a difference.”
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Daniel Priestley says, “I’ve found that 

most people who are working in any 

given industry are not doing the actual 

things required to be a key person of 

influence. Being a key person of influence 

doesn’t mean necessarily that you’re the 

person who’s been in the industry for the 

longest time or that you’re the person with 

the most qualifications. A key person of 

influence doesn’t necessarily have to 

be an expert.”

In www.keypersonofinfluence.com, Daniel 

urges self-employed professionals to 

work on the five Ps: pitch, publications, 

products, partnerships and profile.

Let’s look at each of these:

1.  YOUR PITCH

So how do you refine your pitch?

“We have no shortage of problems 

that need solving right now and as an 

independent professional you can 

help solve them,” says Priestley. 

“There’s also never been more money 

on the planet. Most small business 

people are standing on an absolute 

mountain of value which they can’t 

see. They can see their immediate 

surroundings but they’re missing this 

mountain of value that they’re 

standing on. 

“So try and spend some time reflecting. 

Talk to other people, or maybe get some 

coaching or some outside perspective 

as to what additional value you could be 

offering. I have yet to meet a business 

owner who hasn’t been able to discover 

that they’re actually sitting on a lot more 

value than they originally thought, once 

they get a different perspective.”

Taking the time to identify your perfect 

market niche will enable you to refine 

your pitch, because you’ll be able to 

state clearly:

a.  Who you work with

b.  What you help them to achieve

c.  How you help them to achieve it.

2.   YOUR PUBLICATIONS

One of the keys to becoming a highly-

paid and sought-after person in any 

industry is to publish. To get an idea of 

just how far this can take you, Clayton 

Christensen, who wrote the bestselling 

book The Innovator’s Dilemma, reputedly 

charges $90,000 a day for his consulting 

services (as long as you’re willing to 

travel to his office – if you want him to 

come to yours, it’s quite a bit more!)

Another well-known leadership coach, 

Marshall Goldsmith, has written several 

influential books and earns over $120,000 

a month in consulting fees.
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But you don’t have to shoot to the top of the bestseller list to do 

well. Although we’re saturated with information and there are 

millions of books and publications competing for our attention, 

as always, the key is to niche down. For example, one of Daniel’s 

coaching clients, Katie, published a book aimed specifically at a 

tiny niche audience within the NHS. 

The goal wasn’t to make money from book sales – instead she sent 

it to around 200 prospective clients. The attention she gained from 

it resulted in her landing a six-figure contract with the NHS on three 

days a week. She had been trying to win this contract for over 

three years, but it wasn’t until she wrote the book that 

she succeeded.

A book can be what you want it to be – why write 300 pages 

if you can make a strong case with 30?

3.   YOUR PRODUCTS

Developing a product strategy can transform your ability 

to generate and convert leads.

Daniel advises his clients to work on developing four products:

The first is a free product, or gift, designed to capture people’s 

attention and to build an email list.

The second is an entry-level product that enables your 

client to get to know your business in a low-cost/low-risk 

way – the goal is to build their trust. 

The third product is your core business and the fourth is a logical 

next-step for your clients, so that you can generate repeat business.

Remember that even a service can be packaged as a product. Just 

look at how Adam Smith has productised video production with his 

Done in a Day package: www.hsqproductions.com/packages.
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4.   YOUR PARTNERSHIPS

The fourth element to becoming a key person of influence is to find 

the right joint ventures and partnerships that help you to sell more, 

attract the right people, and help you to build a strong brand. Who 

could you approach? Do you have something you could offer them 

– such as free content, a workshop or talk – in return for access 

to their audiences?

5.  YOUR PROFILE

The fifth part of becoming a key person of influence 

is to raise your profile.

Here are some things you might consider doing:

• Public speaking

• Offering to do local radio or podcast interviews 

on topics you’re an expert in

• Issuing press releases to relevant trade journals

• Scouting for editorial or advertorial opportunities 

with key publications

• Writing white papers and technical articles 

• Writing a blog and contributing to other popular 

professional blogs 

• Publishing regular case studies about recent projects 

on your website and LinkedIn

• Posting regular video presentations on your website, 

Facebook and LinkedIn

• Entering awards 

These tactics can all build on one other, but trying to do it all at 

once would be completely overwhelming. The trick is to pick 

one element to begin with, and to see it through. Gradually other 

promotional opportunities will begin to emerge off the back of it.
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Entering awards can be a great way to gain recognition for 

your work – the annual IPSE awards provide a huge amount of 

exposure to the winners and finalists. To enter, contestants must 

have already invested in raising their profile by creating content-

rich websites and a strong brand.

Kelly Gilmour-Grassam, who won the 2015 award, publishes 

around three blog posts a month on www.makingyoucontent.com, 

offering tips on content marketing strategy and copywriting, which 

position her as an expert in this field.

Similarly, Paul Allington’s blog at www.thecodeguy.co.uk features 

numerous ideas to help clients, and potential clients, innovate 

through technology.

Rebecca Shipham’s website www.shipsandpigs.com features 

detailed case studies and a cleverly presented CV. She has also 

published nearly 20,000 Twitter posts, earning her over 

2000 followers.

Freelance illustrator Emmeline Pidgen, who won the 

2016 award, says: 

“I spend about 40% of my 
working week on promotion! 
I’m always on the lookout for 
new leads and opportunities, 
and that has kept me 
in a constant stream of 
commissions for six years.”
“The main way I do it is by spending time on blogging at 

blog.emmelineillustration.com, promotion on social media, 

and getting involved in networking or collaborative events. 
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On my blog and social media channels 

I post a lot about projects I’m working on. 

Illustration lends itself incredibly well to 

social media; it’s the kind of thing people 

share. I also write about issues that crop 

up in the creative industries, such as late 

payment; which gives me authority 

in my field.”

“I use social media more often than the 

blog. For example, on Instagram I post 

quick visual snapshots, and then use the 

blog for more detailed behind-the-scenes 

posts. I always ask the client if it’s ok to 

document and publish the work. They 

usually say yes because it’s good for 

them as well, particularly if I tie it into the 

launch promotion. For example, when I 

was working on the cover of Peter Pan, 

I would take screen shots of each stage 

of the illustration. Once the book was 

launched I published them along with 

a detailed ‘process post’.”

“Not only is it good publicity, it’s also a 

great learning tool for me as I’m able to 

track and review my progress over time. 

So I get two benefits in one!”

“The other thing I do is go to networking 

events and meetups with other illustrators 

and creatives. Obviously there is going to 

be competition between designers, but I 

like to be part of a community of people 

who understand what I’m going 

through, and we often refer each 

other for commissions.”

“Blogging and social media is essential 

to my work. I get so many leads from 

it. For example, for the last two years 

I’ve done a one-month blog campaign 

called ‘What Emmeline Wore’ in which 

I illustrated my outfit every day for that 

month. I worked with brands like Laura 

Ashley, Fat Face and Oasis to 

collaborate with me on it.”

Finding time to build your profile as 

well as delivering client-work is, of 

course, hard work. 

Kelly manages to work on her blog whilst 

handling between 20 and 40 projects a 

month. “I’m an early bird, so I love getting 

ahead on projects before everyone else 

wakes up,” she says.

Emmeline says: “It was very hard 

work to produce an illustration a day, 

particularly as I was still working on other 

commissions! So I wouldn’t be able to 

sustain it all year round, but that one 

month got me over 100,000 views on my 

blog, which is amazing for my profile.”

And one more thing…

You don’t need to be too serious to 

build your profile as a professional.
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Chichi was a finalist in IPSE’s Inspire 2017 award for innovation and 

excellence. She has built a flourishing consulting firm, helping thousands 

of women to start their own online businesses. 

Her launch strategy achieved £22,000 in sales just 30 days after leaving 

her job. Her consulting calendar was fully booked for the next six months. 

She grew her Facebook community to over 2000 members in five 

months and has been featured in a range of publications, including The 

Huffington Post and The Guardian. One of her Facebook Live videos went 

viral with over 150,000 views.

We asked her how she managed the transition from having a full-time job 

to being a successful business owner, all while being a mum to her two 

young children.

HOW I STARTED OUT

I had been working in Commercial Banking, then Project Management, 

for HSBC since leaving university.

After the birth of my daughter in 2012, I began exploring the idea of 

starting a business, something that I could do from home, because I 

knew that long-term this was the path I wanted to take.  I launched my 

own web and graphic design business, helping other entrepreneurs get 

online and brand themselves. It was just me in the business, selling time 

for money, which wasn’t particularly scalable.

After some time, I found that people started to approach me for advice 

on how to grow their businesses online. So rather than focus on ‘done 

for you’ work, I would coach and train them on how to do it. This gave 

me a taste for coaching and also creating my first e-course, teaching 

entrepreneurs how to build their own websites. To date, over 

70 people have been through this course. 

Case study: Chichi 
Eruchalu shows what’s 
possible, if you want it!
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In May 2015, after having my second child, I went back to full-time work.

I now had two kids under four, my husband was travelling a lot and I was working 

really late. By the time I got to July I realised things couldn’t continue like this.

I was burning out.

So I took some time out to reflect. I realised I needed to design the lifestyle I wanted 

and build my business around it. I didn’t want to be working all the time and looked to 

find ways to create more flexibility and freedom.

As my coaching practice developed, I focused on growing my business as quickly 

as possible, so that I could leave my nine-to-five and go full time.

KEY CHANGES I MADE

One of the most important changes was to set clear boundaries. In the past 

I would be working all the time. So I made a firm commitment not to work weekends. 

I started to look at how to leverage 

my time more. I focused on improving 

my systems, including having a solid 

website, and hired a virtual assistant to 

free up my time to focus on doing the 

highest value tasks. My business should 

be working around the clock, but that 

doesn’t mean that I should be!

After my first successful online 

course, I began to run regular paid 

masterclasses, leveraging my time by 

selling products that required me to 

create it once and sell over and over.
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For the services that did require my presence, I realised I needed 

to increase my prices to make it sustainable. I also launched a 

group coaching program, so that I could serve more women. 

I needed to become very focused and stop saying yes to 

everything. I don’t respond instantly to every message or email 

and am clear about my lead times in terms of how long I take 

to respond.

I also became much more open about the fact that I have kids. 

I used to hide it, but I’m now very clear that my family is a key part 

of my life, so clients are aware of how much availability I have. 

HOW I GROW THE BUSINESS

I focus on doing the tasks that will have the biggest impact.

Visibility is a vital part of my business growth. If people can’t find 

you they can’t buy from you. I make sure I’m visible every single 

day. Facebook livestreaming has become my tool of choice to do 

that. Video is a great way to build relationships quickly and it has 

helped me to grow my community and reputation as an expert.

Of course, when I started out, I had to work through all the usual 

fears that no-one would be watching, or worrying about what 

people would think. 

But I soon learnt to drop my ego and committed to showing 

up each day. By sharing what you do, you build the trust factor 

quickly. Building relationships and genuinely caring for people 

is key too.
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My typical day consists of an early start, so I get up at 

5am and jot down thoughts from the previous day. My 

Facebook community is a great asset for this, because 

it shows me what people are worrying about. I also visit 

other Facebook groups to listen to what people are 

saying and to find their pain points.

Then every day I publish a Facebook livestream or 

post. You never really know what will resonate until you 

try – by being consistent and persevering day after day 

I gradually built a following and eventually one of my 

videos went viral.

Being visible doesn’t mean that I actually have to be 

there in person all the time. So for example, I can create 

a series of short videos on my phone and then use 

software to publish it automatically according to the 

schedule I set. I use a programme called SmarterCue 

to do that.

I create one piece of good content and then repurpose 

it to syndicate it across my various platforms, such as 

my blog, my community and Facebook group. It’s about 

having a good workflow.
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TIPS FOR LAUNCHING YOUR OWN BUSINESS

When you first start out, talk to people. 

Ask them what their pain points are. 

Really get a handle on the language 

that they use.

Then think about what they want as 

opposed to what they need.

For example, if someone wants to lose 

weight, what they need is a plan and 

the discipline to follow the plan. But 

they won’t buy that. So instead you sell 

the dream – the perfect body that they 

crave, the increased confidence they 

desire. Then you give them the plan, and 

work out a way to instil the discipline.

Once you know what people want, or 

what their pain points are, you can look 

at your skills to work out how to solve it.

It’s really important to get out there 

and test the idea before spending lots of time and money 

on a website or anything like that. I never invest in building 

a solution until it’s been presold. So for example, I’ll ask my 

community if they are interested in a particular masterclass. 

If enough people sign-up and pay, I’ll go ahead and make it. 
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It’s also a good idea to offer various services at different 

price points. Offer something inexpensive early on, and 

once a client trusts you, it’s easier to upsell them. If you 

only offer one service, you’re potentially leaving money 

on the table.

Remember you need seven touch-points on average 

before someone will buy from you.

Think about what those touch-points could be. Maybe 

rather than investing a lot of time writing a blog that 

nobody reads, you would be better off writing articles 

on another platform with a bigger audience, and then 

repurposing the content on your own website. If you can 

say you have been featured in a prominent publication 

it adds a lot of credibility.

Also, follow-up is huge. You have to check in with people 

all the time. I have posted the same piece of information 

up to five times, and still had people tell me they didn’t 

see it. It’s not that they’re disinterested, they’re just 

busy, so you have to keep reminding them.

When you’re starting out, don’t struggle in silence. Get support. 

I invested in my own development, with coaching and mentoring 

that really helped me get off the ground.

Most importantly, have fun with it. Go in with both feet first!

Freelance C
orner
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Never give up!
Finally, if you get to the point where it feels as if you’re getting 

nowhere, remember those seven-touch points.

So many people quit after the second or third contact with a 

potential client. Keep going. Obviously you don’t want to pester 

and annoy them by asking them continually for work. But you can 

persist gently by offering creative and ongoing value, whether it’s 

a simple catch-up call, a useful tip, or an introduction to help 

them out. 

Shane Pearlman, founder of tri.be told us that he persisted for 

three years to land MTV as a client. 

Emmeline says: “I think (aside from a lot of hard work) the key 

is determination. Freelancing can so often feel like the industry 

of rejection, and you have to learn how to navigate those pitfalls 

and build from your experiences to get where you want to in your 

career. It takes a lot of bravery to break out on your own as a 

freelancer in the first place, but it’s that core determination and 

passion for making a living and doing what you love that really 

pushes you forward.”

Rebecca showed that very determination when she was made 

redundant from her London job, which sparked her decision to 

return home to Hull. “Rather than returning with my tail between my 

legs, I came back with a couple of clients from my time in London 

and started up on my own,” she recalls.
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Paul also experienced a major set-back which forced him 

to close his first business, Intelligent Penguin:

“In the winter of 2014, three of Intelligent Penguin’s top clients 

paused their contracts for six months. Sadly, this ripped a 

massive hole in the businesses cash flow. Despite attempts to 

rescue it, Intelligent Penguin was liquidated. It really felt that the 

rug had been pulled out from underneath me.

“I had to accept that we all did our best to recover what 

we had. I realised I then had to go back to my basics – software 

development. I had learnt a lot from Intelligent Penguin. So I 

knew continuing as a freelancer was the only way to get 

back on my feet.”

Using the knowledge and experience he gained from his 

previous business, Paul devised a six-month recovery plan to 

launch and grow The Code Guy into the successful business 

it is today.

Self-employment is not an easy option and there is no single 

technique that works for everyone. So you need to try out 

different approaches until you find what works for you. 

And when you do, there’s no better feeling. Many independent 

professionals wouldn’t swap their independence for the world!

Wishing you every success.
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