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SAMPLE CHAPTER 
Let me make a guess about you: if you are reading these lines, you are a 
creative professional, passionate about your work. As a creative professional, 
you need acceptance, honor and reward for what you do for a living. You 
create awesome products for clients and you want to get what you deserve for 
them. But there are occasions you cannot control. How many times have you 
ended up working more than expected? How many compromises have you 
made to finish a project? How many compromises have you made to get paid? 
How many times have you accused your clients of an ineffective 
collaboration? 

How many times have you felt that you worth MORE? 

It’s such a tough feeling, huh? Knowing that you deserve more than you get. 
More happiness, more money in the bank, more healthy relationships. Well, 
this is the subject of the book you are currently reading. But you already know 
that, don’t you? And, I am pretty sure you have seen quite a lot of people who 
sell magic recipes to help you deal with this. 

Most books that cover freelancing techniques simply tell you how to do things 
right - from the author’s perspective. This book is different. We are human 
beings and humans make mistakes. Apart from what I propose as “best 
practices”, I also give you tips and tricks to recover from painful situations. 
Moreover, I let you know exactly what I’ve been doing in my business, how I 
talk to clients and with what information I provide them. 

This book presents a ton of examples and situations that will help you handle 
your clients effectively and win more projects with (much) higher quotes. 
You’ll read how I react under specific circumstances, how I turn a “no” client 
into a “yes” one and how I raise my rates while my clients thank me for this. 
Apart from the personal advice, I also provide suggestions and applicable 
actions for many more occasions. Finally, you’ll get some valuable insight into 
how my company, LightBuzz, structures its proposals and quotes to persuade 



clients. Purchasing the Complete Package of this book, you can even get the 
styled documents and edit them to fit your own needs. 

If the relationship with your clients seems to be going to hell, you can refer 
back to these scripts. 

You can even apply these practices to your existing clients and evaluate 
instantly. 

The art of reading minds 

Remember that movie where Mel Gibson could read women’s minds? He was 
able to perfectly understand women and, therefore, fulfill their every desire. 
Well, this is exactly what you’ll be able to do when you finish reading this 
book: read minds. OK, you’ll probably not date a Hollywood celebrity (), 
but you’ll manage to understand what the clients truly need from a creative 
professional like you. More importantly, you’ll find out how to interpret their 
words into viable solutions. Even more importantly, you’ll learn how to make 
them willing to pay you more money for solving their problems. Even if you 
charge twice as much as your competitors! 

Sounds far-fetched? It’s not. Here’s an odd, yet powerful, secret: 

Clients do not actually care about your technical expertise, skillset or 
experience. 

Truth is, they do not want you to create an awesome website, logo, application 
or copy. Moreover, they cannot really evaluate your work. Think about it for 
a while. Do your clients have the capacity to judge your work? No. They can 
only judge the outcomes of your work and how these outcomes relate to their 
business. So, the best way to sell your work to a client is to draw a better 
picture of the desired outcomes. 

Which are these outcomes? For most clients, it’s more money, more sales, 
more customers. For non-profits, it may be more donations. For startups, it 
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may be faster company growth. In the end, all clients have a single, common, 
global desire: 

They want you to bring them more profit than the money spent on you. 

This is the key, major, ultimate point your whole sales and negotiation process 
should be built upon. 

It’s not about you, it’s about your client 

You are a professional developer, designer, copywriter or <insert any other 
creative profession here>. You focus on your code, design, copy, etc., because 
you feel more comfortable with it. Moreover, you are a creative person, so 
chances are you love your job and the production process. Similarly, your 
clients care about their own things and do not give a damn about the creative 
process and the technical details! 

Start focusing on the clients. The clients care about making more profit, 
raising sales, etc. Focus on their business and what they do for a living. Grab 
your magnifier and try to learn as many things as possible. Invest some time 
to get in their shoes. What problems do they face? What are their goals? How 
can they take their business to the next level? Do not be afraid to ask questions 
and keep notes. 

It’s your job to solve the clients’ problems. 

You see the difference from commodity freelancers? Almost everybody else 
would say things like “we create beautiful web experiences” or “we are super 
smart geeks” or “we are ninja copywriters”. That is cheap positioning and 
cheap marketing jargon. Nowadays, everybody is a ninja, because it’s so cool 
to have a sword on your business card. Instead of yourself, focus on your 
client. 



Pricing high 

If you are like me, your long-term goal is to not simply cover your expenses, 
but make a decent living and live the life you want. You won’t achieve this as 
a freelancer if you charge low. Why? First of all, charging low is soul-sucking. 
If you end up working days and nights for a project that does not pay you 
well, your creativity goes out the window. Secondly, you became a freelancer 
because you want a different lifestyle than the one an employee position can 
offer you. 

Freelancing comes with more expenses and taxes than a traditional corporate 
job. Additionally, you have to do a lot more than a typical employee: being a 
creative professional is just one of the many hats you’ll need to wear. You’ll 
have to spread your working hours, take care of your accounting, build your 
online presence, do some good promotion of your work and, most 
importantly, find clients. 

All the above imply way more hours than you’d spend if you worked for a 
boss – especially when you are fresh at freelancing. Shouldn’t you be able to 
make good money out of all the additional work? Moreover, when you are the 
boss of yourself, you determine exactly the quality level of your work. You 
strive to provide the best value possible. Don’t you deserve more money for 
this? 

Sadly, when it comes to pricing, most freelancers think like employees. They 
try to achieve a similar salary to what they used to get paid in the past. 
WRONG. Trying to match an employee’s salary will most likely ruin your 
freelance business. You will end up working more for less. 

As a freelancer, you need the exact opposite: working less for more. 

You’ll need to have some quality time for creating your awesome stuff and 
promoting your brand, plus some quality time to spend with your family, 
friends and personal projects. 



You won’t achieve any of these if you charge like an employee. 

You need to start pricing higher. BUT! You’ll also need to persuade your 
customers that you deserve this extra money. You’ll have to stand out from 
your competitors. Ultimately, you’ll have to provide better services than the 
other freelancers. The level of services is not specified by your technical 
capacity only; it is defined by the extra value your clients get from you. 

This must be carved in stone: positioning is everything. If you present 
yourself as “just another freelancer”, clients will face you just like another 
freelancer. You need to establish yourself as an essential, valuable business 
partner. 

Since you are a problem solver, you need to propose solutions. Scientific 
research and statistics are two powerful allies of yours. Why? Because they 
provide you with proven facts. Nobody can argue against these facts. Using 
statistical data throughout your negotiations and proposals will help you 
establish an authority and, more importantly, show the client that you are 
aware of their problems. 

How can you use statistics? Let’s examine a very common paradigm: a 
potential client owns an outdated e-shop website with an ugly logo, awful 
design, verbose or missing copy, inaccurate automatic translation, slow 
loading times and very little traffic. He’s come to you because he wants to raise 
his sales and attract more customers. The means to achieve that goal is a new 
e-shop website. 

You need to prove you can deliver significant value. You need to prove that 
a new design will increase sales. You need to prove that better copy will 
engage more customers. You need to prove that higher performance will 
drive more traffic. In the end, you need to prove that you can bring more 
money to the table. 



“Show me the numbers – show me the money” 
You can prove something only if you build your arguments on a logical 
(scientific) basis. Here are a few stats you can easily provide to support your 
arguments (using our website example): 

• Design 
94% of people cite design as the reason they do not trust a website. 

• Development 
Website performance is important because 40% of the website 
visitors leave pages that take longer than 3 seconds to load. 

• Copywriting 
40% of visitors don’t return to a website if they find its content to be 
dull. 

• Translation 
56% of consumers say that the ability to obtain information in their 
own language is more important than the price of services they 
purchase. 

Chances are you already know these numbers. You can find numerous stats 
that clearly SHOUT the importance of your job! But, have you ever used them 
with your clients? Have you ever showed them what they win via your 
services? Have you ever explained to them what they lose if they do not hire a 
professional like you? Most freelancers do not. It’s a simple yet powerful tool 
in your belt. And you have to use it. 

For example, the following statement will give you an “A” grade to your 
client’s evaluation system: 

“Research has proven that 80% of people do not interact with homepage sliders. 
As a result, I suggest we remove the existing slider from your website, so people 
can interact with your call-to-action.” 

…because you understand their pain, make a scientific analysis and propose 
a logical solution to the problem. 



However, the next statement will give you an “A+”: 

“Company X used a homepage slider in their website. However, research shows 
that people do not interact with such sliders. As a result, we removed the slider 
and experienced an 80% increase of the call-to-action interactions. This is what 
I suggest for your website, too.” 

…because you understand their pain, make a scientific analysis, propose a 
logical solution to the problem, plus you have personally made this particular 
solution work for other people! 

Pro-tip: Use as accurate statistics as possible. People tend to believe the exact 
numbers, especially if they contain decimal points. You’ll gain more trust if you 
say “28.5%” instead of “29%” or “30%”. 

The Proposal 

The Proposal is the document you use to persuade a client to invest in you. 

The purpose of a well-crafted proposal is to present how tomorrow will look 
different for your client. An effective proposal is structured as a story about 
how your expertise can address the client’s problems. The price you quote 
should come as a natural result of your thought process. 

If you do not create written proposals, you should consider doing so with your 
next client. You’d better rely on a written document than oral discussions. It 
may take you some time to write it, but it is really worth it. Why? Because 
most of the clients do not decide by themselves. They discuss about your offer 
with their partners, bosses or shareholders. People won’t remember 
everything you talked about during your meetings. So, why not provide them 
with a crystal clear document with the key points? 

Most of the proposals freelancers use provide a few words about them, some 
of their achievements, technical details of the project, estimated time frames, 



payment and compensation schedule. This is what the majority of freelancers 
and small business owners out there do. 

Structure of a memorable proposal 
Keeping all of the above points in mind, here is the structure a killer proposal 
should have: 

• Cover page 
Include the name of your client, the title of the project, the current 
date, plus your contact details and logo. 

• Problem 
Describe the problems you have identified during your previous 
discussions and customer research. The purpose of this section is to 
show the client you have fully understood their pains. 

• Bright future 
Describe how the life of your client will be different after working 
with you. Stress the potential profits and benefits. 

• Solution 
Describe what you will do to solve the problems. This is the part 
where you break your solution into steps and specify what you’ll be 
doing. It’s the most technical part, though you should avoid 
technical jargon. 

• Copyrights 
This section will give you even more trust. Make 1000% clear who 
the copyrights of the project belong to. Most times, you need to 
assign all of the copyrights to the client. Ensure them that you won’t 
resell their project to competitors (if applicable). This section is 
analyzed in detail in the Contract Agreement. 

• Support 
Another important point is what happens after you deliver the 
completed project. You’ll be amazed by the number of clients who 
fear that you’ll disappear after you get paid. So, address that fear 
from the very beginning and tell them that you’ll be there for 
support. The support period can be free or paid. 



• Packages with variable pricing 
It’s now time to give your clients a few pricing options. Describe 
what each work package contains and give an estimated time frame 
and cost. I like using the word “investment” instead of “cost”. It 
sounds better and gives a subconscious message that the client’s 
money is invested, not spent. 

• Past projects 
After noting the price options, your client may wonder if you’re 
really worth that money. So, present some of your past projects and 
describe how you have helped other clients make better profits. 
Mention the most successful or relevant projects first. Show the 
numbers if possible. Include any testimonials you have from 
previous clients. If you do not have a portfolio yet, you can list some 
college or personal projects you are proud of and focus on what 
problems they solve. 

• Personal details & awards 
Have you or your company won any awards? Have you participated 
in competitions, hackathons or anything relevant? Have you written 
any books or performed any talks? Say it here! Enhance your 
authority and image as much as possible (but keep it humble, not 
“salesy”). 

• Next steps & call-to-action 
So, your client has read everything you described. What do they 
have to do next? Give you a call? Send you an email? Close your 
document with a call-to-action. Most times, the client will need to 
ask questions and clarifications. Prepare for that and ask them 
directly whether they have any questions you can help with. 

Notice that the proposal seems like a story? You start with the bad things, 
describe the bright future, show what the good guy does and, finally, provide 
a call-to-action. Your proposals should make sense. They should address any 
emotional or logical objection. Notice the difference between a storytelling 
proposal and a dull proposal? You need to be on the winners’ side. 



Of course, you may need to adjust part of the structure to fit your work, client 
and goals. And it’s fine. What I want you to do is develop this story-telling 
ability. Before sending a proposal, read it a few times and correct any 
grammar or spelling mistakes. Show it to a friend or colleague and ask them 
whether they understand it. The harder you practice, the greater the results. 

Full samples of all of these documents can be found in the Complete Package 
of this book. The samples are editable Word and PowerPoint documents, 
including the whole styling and design. You can simply download the 
documents, change a few words and use them with your own clients. It’s that 
easy! 

Download the Complete Package 

A good proposal is only part of the selling process. The most crucial part is 
negotiating. Dealing with the client’s arguments. Knowing what to say in 
tough situations. So, fasten your seatbelts and read on… 

The client asks you to reduce the price 

Every single freelancer in the world has been asked to reduce the rates. Period. 
It happens to every one of us. Clients ask us to reduce our fees. What do most 
freelancers do? 

If your client asks you to reduce your price, your mind will spontaneously 
think that this opportunity should not be missed. Chances are you’ll feel fear 
and uncertainty about the future. You don’t know whether you’ll get more 
clients later or if your fridge will remain empty. It’s the natural reaction and 
your survival instinct speaking there. So, most of the freelancers simply 
reduce their rates. And they end up working underpaid for a client afterwards. 

When I started my freelance career, I was easily turned down by my clients. I 
provided first-class quality, yet I was working for ridiculously low rates. 
Everybody was asking for a discount! Even worse? After I had reduced my 
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rates and started working on the project, my clients continued to add more 
requirements and features. Not only did I chop my rates, but I was forced to 
do more unpaid work. Insane! 

Moreover, since I accepted rate cuts, my clients believed that my work was 
not hard or important. I was a sad commodity… 

Soon, I realized that this sick situation had to stop. So, I simply stopped 
reducing my rates and never negotiated with them again. Period. What I did 
instead? If I found out that my client could not afford me, I reduced the scope 
of the project – not my rate. This is tremendously important. Instead of 
accepting less money, accept less work. If your client has asked for 10 features, 
give him 5 features at a lower cost. Keep your rate stable and adjust the project 
requirements until you meet the client’s budget. Simple, huh? 

After all, a mobile app does not need to have a dozen features from day one. 
You can add more and more functionality while the app is rolling. You can 
create the most critical features first (the unique selling proposition of the 
product) and continue adding more and more goodies later on. 

You’ll be surprised by the effectiveness of this strategy. However, be careful. 
You should never present it like you are giving less value to your clients. Let 
them know that you are doing your best to make this product succeed and 
that they can add additional features later. Here’s my common reply when I 
am asked to reduce my fees: 

“I totally understand you are tight on budget these days, but we can’t do the 
whole project for so little money. However, I am determined to make this 
product succeed, so here’s what I propose: we’ll split the development process 
into multiple phases. During the first phase, we’ll implement features A, B and 
C. This way, you’ll be able to get to the market and start generating revenue 
immediately using the product. After you have a return on your investment, we 
can move forward with the rest of the features you requested. It’s a perfectly safe 
solution that will let you kick-start your idea right now.” 



From my experience, the majority of the low-budget clients are fine to go this 
way. As I mention in my statement, reducing the scope of a project is a risk-
free solution. 

The client compares you to $5 freelancers 

Either you are a software developer, a graphics designer, a translator or a 
copywriter, you have faced it at a certain point in your career: you give a 
(hundreds or thousands of dollars) price tag to the client and he responds: 

“But there are guys in fiverr.com who do it for five bucks” 

This is probably the worst kind of client. He has no idea about what you can 
do, he just wants something done, he does not probably have a serious 
business model, yet he thinks he needs a creative professional like you. Most 
probably, the client does not even care about your work and considers you a 
commodity by default. 

As a creative professional, you charge (or should charge) serious money about 
your work. If you design logos, a design could cost 3- or 4-figure numbers at 
least. How could you possibly deal with the almost-free alternative of FIVE 
BUCKS? How could you justify your cost, which may be a thousand times 
bigger than the cost of a freelancer from Fiverr? 

Sacha Greif conducted an interesting experiment about Fiverr and published 
the results in his article “The $5 logo”. Want a short version of the article? 
Here you are: “If you pay peanuts, you get monkeys”. Why? Because 5 dollars 
cannot provide your client with the value of a good logo. A $5 logo / software 
/ whatever will harm their business. 

Clients sometimes believe that your job is of no significant value. You are 
likely to have heard most of the following statements: 

• “I’m just asking for a website – there are people who do it for $15” 
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• “My 12-year-old nephew designs logos for fun. Why should I pay you 
so much?” 

• “You just type a few words for marketing campaigns. Lots of other 
people can do it.” 

• “Google Translate is free. Why should I pay you so much to simply 
review the already translated text?” 

Such a mentality indicates a closed-minded client. These clients are Fiverr’s 
best customers. 

When someone pays for a design asset, a piece of software or some good copy, 
they are not charged for the digital files. They’re charged for the research you 
make, the security you offer and your ability to drive more customers to the 
business. Repeat that. 

A lot of Fiverr “professionals” present projects from others as their own, steal 
other people’s work, use stock graphics for their projects or create work 
nobody can actually use. This is amazingly important to the client! Imagine 
what would happen if two businesses had the same logo or used copyrighted 
material as their own. It could even lead to lawsuits!  

Notice that I do not even mention “quality” (which, by the way, is awful). 

Trusting a true professional guarantees: 

• Security 
• Originality 
• Competition research 
• Usable output 
• Copyrighted, patentable work 

Trusting a true professional is the road to establishing a better relationship 
with the customers and earning more money. 



If you make your case clear and the client insists on buying a logo from Fiverr, 
let the client go. You should not work with such people. They may harm your 
business in the long-term. 

However, if you have demonstrated professionalism to the client, you may be 
rewarded later. It happened to me once. I quoted $5,000 for a project. The 
client preferred to assign the whole development work to freelancers from 
fiverr.com and freelancer.com – for only $150. He later messed with other 
developers and designers from similar websites. He was given an awful 
product that was impossible to sell to customers. In the meantime, he had 
spent way more than $5,000 in total and had ZERO sales. 

Two years after rejecting my offer, he came back to me and paid double, since 
I had increased my rates. Most notably? He earned the money invested in me 
within a month by making actual sales. 

So, here is a rhetoric question I ask when I hear someone buying from Fiverr: 

“Do you prefer spending five dollars and two years in uncertainty or spending 
a few thousand dollars and start selling right now?” 
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