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5
[Your Address]
[Your Website]

TIMEFRAME

To complete the work outlined in the project scope, we’ll need approximately [Estimated 

Timeframe] from beginning to end, depending on when we receive feedback at each 
milestone. Upon signing the proposal we are prepared to start work immediately.

Phase Day

[Description of phase] # - #

[Description of phase] # - #

[Description of phase] # - #

[Description of phase] # - #
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8
[Your Address]
[Your Website]

TERMS
Date: [Date Submitted]

Between “us”, [Your Company], and “you”, [Client’s Company]

You, [Client’s Company], are hiring [Your Company] located at [Your Address] to perform 
consulting and coaching services for the estimated total price of [Cost of Services] as 
outlined above in our fee schedule.

[Place your company’s terms and conditions here]
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Existing Customer

RE: How can I help you?

The good news is, I have some ideas for you.

When is a good time for us to meet/chat this week?

- [YOUR NAME]

Existing Customer

The good news is, I have 
some ideas for you. When 
is a good time for us to
meet/chat this week?

OPTION 2: 

Use this option if the prospect doesn’t mention any of their 

own ideas.
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Existing Customer

I did something kind of 
crazy. I worked  with some 
folks to put together a 
comprehinsive list of all 
the different ways we can 
grow your business.

When we were finished, 
the list was [INSERT 
NUMBER HERE] items 
long. (No wonder we get 
“shiny object syndrome,” 
right?)

I’d love to go over this list 
with you and figure out the 
ONE BIG THING we 
should be focusing on. It 
should be interesting.
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But then life happened. 

3 Ě[ā }ē§ ĊÚ »§Ċ ÚÖ [ éÍ[Ö§ [Ö} ·Ĝ ĊÚ 3ÖiÚēÖ} ĚÃ§Ö ÑĜ 

wife’s water broke. Exciting news, right? Wrong. She was 

only 7 months pregnant. 

For the next 6 weeks, we lived at the hospital. I did 

business in the evenings from a hospital room. All my 

attention went to taking care of my wife and newborn son.

Finally, things got back to normal, but when the dust 

settled, it was time for a report card. Those 6 weeks were 

a good measure of whether my agency could survive if 

anything happened to me.

And sadly, it failed. 
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JÚz Ě§ ·§Ě ĊÚ ǀēāĊÆÖz Ñ§Ċ ĚÆĊÃ ĊÃ§ )Æ»ÆĊ[Í<[þÌ§Ċ§þ āĊ[´´z 

[Ö} sÚÑéÍ§Ċ§} Úēþ '§þĊÆµ§} G[þĊÖ§þ Ċþ[ÆÖÆÖ»î

Now, back in Colorado, we sat down to a blank whiteboard 

and rebuilt our agency’s offerings from scratch. Except 

this time, instead of adopting a partner’s marketing plan 

outright, we contextualized the process to who we are and 

what we do. 

Creating an Ascension Path

We started by creating what we called The Everest 

Ascension Process.

  

Instead of selling individual services, in a graphic that 

é§þ´§sĊÍĜ µĊā ĊÃ§ 'ÍĜÑi iþ[Ö}z Ě§ āÃÚĚ sēāĊÚÑ§þā ĊÃ§ Č 
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Tell a story with your sales presentation. You need to be 

both prescriptive and descriptive, so people walk away 

knowing who you are and what you do and how you differ 

from everyone else. For us, the story was about climbing a 

mountain. It will be something else for your brand.

Make it easy for your customers to sell themselves by 

positioning themselves on the grid of your offerings.

Then make it easy (and fun) to get started with your 

agency. When our Tripwire was a seminar or a happy hour, 

ÆĊ Ě[āÖûĊ [ā āēss§āā´ēÍî TÃ§Ö Ě§ ā§Ċ ēé Úēþ µþāĊ ÑÚēÖĊ[ÆÖÅ

bike event, we had double the prospects we anticipated. 

For us, this worked well because we’re located in a 

}§āĊÆÖ[ĊÆÚÖ āéÚĊz [Ö} ÆĊ µĊ ĊÃ§ 'ÍĜÑi iþ[Ö} é§þ´§sĊÍĜî
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LÃ§ Æ}§[ Æā ĊÚ Ċþ§[Ċ ĜÚēþ [»§ÖsĜ [ā [ sÍÆ§ÖĊz µÖ}ÆÖ» ĜÚēþ 

unique story, the things that make you stand out. Then 

create a funnel with a Tripwire that helps you prequalify 

prospects and quickly convert them into paying customers.

4. Sell Your Products the Right Way 

It’s important to evaluate your sales process as well as 

your offerings. Don’t just repackage a partner’s offerings. 

'ÚÖĊ§ěĊē[ÍÆĠ§ ĊÃ§Ñ iĜ µĊĊÆÖ» ĊÃ§Ñ ÆÖĊÚ ĜÚēþ iþ[Ö}î LĚ§[Ì 

ĊÃ§Ñ ĊÚ þ§·§sĊ ĜÚēþ ēÖÆóē§ āĊþ§Ö»ĊÃāî

Always keep in mind, if all you’re doing is selling 

products, anyone can do that. If you’re selling empathy, or 

relationship, you’ll need more nuance. 
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Finally, defend them. When there’s a problem, assume your 

client is wrong and your employee is right. That will build 

loyalty, so you can keep your employees longer.

Bottom Line

Most marketing tactics you read about today are just 

bright, shiny objects. They may create viral campaigns, but 

they’ll likely put you in the friend zone.

To grow your business in less time and with less 

investment, you need to build an ascension path and 

create a powerful Tripwire.

You can double the size of your agency. But learn from my 

mistakes. Work smarter, not harder, and you’ll enjoy the 

journey up the mountain.
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Moral of the story, it never hurts to reach out.

Once you’ve reached out, it’s time to…

Step 6. Get Your LinkedIn Connection on the Phone

Of those who respond to these messages, the next step 

is to invite them to schedule a short call to discuss their 

business challenges and how you may be able to help 

them. 

I close all of my coaching clients via phone consultations/

āĊþ[Ċ§»Ĝ ā§āāÆÚÖā [Ö} 3 }Ú ĊÃÆā iĜ [āÌÆÖ» ÚÖ§ µÖ[Í óē§āĊÆÚÖ 

at the end of the phone conversation: “Would you like my 

help?”

For me, these phone calls have led me to close deals and 

create genuine connections, which leads to our next step.

Rsdo 6- Athkchmf Xntq KhmjdcHm Oqnǀkd­r @tsgnqhsx ax
Rnkuhmf Xntq KhmjdcHm Bnmmdbshnm­r Ahffdrs Atrhmdrr
Problem

At this point, the connection has become a client and we 

are performing our consulting services. 
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The IMPACT office, circa 2012

We were your typical grass-roots, self-funded digital 

marketing agency. Our focus: web projects. 

We realized, though, we were hearing the same complaint 

over and over again. “We love our website, but it’s 

broken.”

Trying to understand the problem, I asked clients to 

explain. 

“We thought we’d get more business from the website,” 

they told me.

Clearly, I needed to help them get better results, so I 

started researching ways to make websites work better. 
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media for us. And when we became an inbound agency, 

āÃ§ Ě[ā Úēþ µþāĊ 3ÖiÚēÖ} <[þÌ§ĊÆÖ» 'ÚÖāēÍĊ[ÖĊî 

But where she really shines is this: she’s the voice of 

our employees. Natalie has high trust with everyone on 

the team, and when they have a problem, they talk to 

her. She’s then able to bring those problems to me and 

Ã§Íé Ñ§ µ»ēþ§ ÚēĊ ÃÚĚ Ě§ s[Ö sþ§[Ċ§ [ i§ĊĊ§þ ĚÚþÌ 

environment and make this the best place to work.

That’s her passion. She’s the reason we’ve been recognized 

as the Best Place to Work and the Best Place for Women.

She’s also the reason we have such a great remote culture. 

Thanks to her, our 15 remote employees feel like they’re an 

integral part of the company and don’t feel isolated.

A Strong Investment in Our Own Marketing

You’ve heard that the cobbler’s kids have no shoes. Well, 

that’s not the case for our agency. Our kids have Air 

Jordans.

We don’t just do marketing for our clients. We’re heavily 

invested in marketing ourselves.

Even when our team was small, we had 1 full-time person 

dedicated to marketing. When we hit 15 employees, we 
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But it’s also rewarding. Not everyone has the opportunity 

to do what we’re doing. So, I want to leave you with one 

last piece of advice…

Along the journey, stop, take a deep breath, and enjoy it.

Growing your agency is a lot like a video game. Every time 

ĜÚē éþÚ»þ§āā ĊÚ [ Ö§Ě Í§ę§Íz ÆĊ »§Ċā Ã[þ}î VÚē µÖ} ĜÚēþā§Í´ 

āĊþē»»ÍÆÖ» ĊÚ µ»ēþ§ ĊÃÆÖ»ā ÚēĊz [Ö} ĜÚē ´§§Í ÍÆÌ§ ĜÚēûÍÍ 

never beat it. 

But you do end up beating it. And when you do, you 

progress to the next level, where it only gets harder.

That’s how the game goes. 

Accept the challenge and enjoy the ride. 
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