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Hi Everyone. Ed Gandia here to talk with you about a bonus strategy for boosting your 
income without having to work more hours, raising your rates or finding new clients. 
This is the 9th and final strategy of this program. And it’s called “Going Deep.” 
Specifically, going deep with your existing clients. 
 
Now, regardless of your profession as a freelancer—regardless of your craft and what 
you do for a living—every new client you take on has a learning curve. For copywriters, 
that often means learning about the company’s products, markets and competitors. For 
designers and illustrators, it may be learning more about the company’s stylistic 
preferences and design guidelines.  
 
To get over this hump, you have to invest time, effort and lots of creative energy into 
that account. So if you do only one project for the client, you have to use a great deal of 
the project’s time on this significant yet inevitable effort.  
 
But if you land repeat projects with the client, you can spread this fixed “cost” across 
multiple projects. 
 
That’s why I strongly recommend that when you find a client you enjoy working with, 
you pursue as many project opportunities as you can with that client BEFORE trying to 
find additional clients.  
 
Again.... the reason for taking this approach is that, with existing clients, you’ve already 
done much of the “heavy lifting.” You’ve invested the time and effort required to learn 
about their products, services, competition, stylistic preferences and expectations. So.... 
Why not leverage this further? 
 
This not only benefits YOU.... it also benefits the client. In fact, the more work you do for 
a client, the more valuable you become to them. That’s because they no longer have to 
invest the time to explain everything to you. Every time they have a new project, they 
can focus on going over only the details for that particular project—and NOT have to 
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worry about explaining all the basic or background information that takes so much time 
and energy to go through.  
 
Over time, what will happen is that you’ll even be able to bring new and creative ideas 
to the table. And you’ll be able to do that because you’ll know the client’s business 
inside out. 
 
And if you get into the habit of quoting flat project fees—which, by the way, is 
something you should do whenever possible—your increased productivity from your 
accumulated knowledge will enable you to complete the client’s work faster while 
maintaining your project fees fixed.  
 
Examples: 
 
Now, there are several ways of doing this, and I want to give you a couple of them with 
some examples of actual freelancers who are doing this today. 
 
The first one is a personal example. If you go after the corporate market—and especially 
if you go after midsize to large companies—you should always let your current contact 
at each of your client accounts know about some of the other services you offer. In 
many cases, I found that as I explained some of these other services I offered, the client 
had no idea I did that type of work. And sometimes they’d give me a project in one of 
those areas almost immediately to try me out and see how I did. 
 
Something else I’ve done that’s worked really well is to ask my main contact at the client 
to introduce me to other individuals within the company who could potentially hire me.  
 
For instance, one of my clients is a large software company where each marketing 
manager (and they have several) makes his or her own project decisions, including 
decisions about when to use a freelancer and which freelancers they’re going to hire for 
a specific project.  
 
I had worked on some projects for one of the managers in that company, and he was 
very happy with the quality of the work. So after two or three months of working with 
him, I asked him if he would introduce me to some of his colleagues, which he happily 
agreed to do. Thanks to his endorsement, I was able to land projects with two other 
managers in his company, and today I continually get projects from four of the 
company’s marketing managers. 
 
In fact, just a couple of months ago, the first contact he referred me to in that company 
awarded me more than $7,000 worth of work in just two weeks! 
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Now... here’s why this strategy works so well, beyond the obvious reasons. The more 
work you do for a particular client, the more you learn about them. You get to learn an 
awful lot about their products, services, customers and prospects. You become an 
expert in their business. And it becomes progressively easier for them to work with 
you.... and for you to deliver excellent work.  
 
So it becomes a vicious cycle, because the more they give you, the better you get. Which 
means they get progressively better work from you -- and you can do it faster and more 
efficiently while keeping your project fees the same.  
 
For me, the net effect of this is that instead of earning, say $80 an hour on the first 
project with that client because of all the extra time I had to invest... I can end up 
netting $200, $300, or even more per hour. 
 
AND... it often “locks me in” with the client. Because the more they use me, the harder 
it is to go to someone else for the types of services I provide. It would be too painful, 
time-consuming and costly to start someone else from scratch at this point. 
 
Now, that doesn’t mean that I take advantage of this and skimp on quality. In fact, the 
opposite is true. Because I can do the work faster, I have extra time to spend on quality 
control and on ensuring I produce high-quality work. And because I appreciate the 
client’s loyalty, I take even more time to ensure that the work is top notch, and I often 
find myself brainstorming ideas for them outside of working hours—very much as if I 
was a full-time member of their team. So it tends to become a partnership of sorts. 
 
Another way to approach this strategy is to create and to offer a number of 
RECURRING service packages to your clients. 
 
My friend and colleague Dianna Huff has been very successful with this. Dianna has 3 
recurring packages for her marketing services. The first one is the Platinum level, where 
the client pays a set amount each month and Dianna takes care of everything relating to 
marketing -- from writing case studies and press releases to social media and search 
engine optimization reporting. In effect, she becomes the client's marketing 
department.  
 
She then has a Gold level, where she takes care of almost everything. This package 
includes ongoing marketing consulting, social media, blogging, and search engine 
optimization -- it's a little less than the Platinum package. 
 
After that, she has the Silver package, which includes only blog ghostwriting and social 
media -- again that's a set price every month. This package has different pricing levels 
depending on how many blog posts the client wants each month. 
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Finally, she has a Bronze level, where she does the search engine optimization, reporting 
and recommending changes, and even tweaking the client’s website based on her 
findings from the SEO reports. 
 
Here again, by creating a situation where the client keeps coming back to you for 
deliverables every month, Dianna is progressively increasing what she earns for every 
hour she spends working on that particular client.  
 
The client is thrilled because they have someone they can depend on every month to 
deliver quality work and sound advice. And someone who gets to know their business 
better and better every month. And because of that, the longer she stays with that 
client, the greater the value she can provide.  
 
Dianna is happy because she can afford to limit the number of clients she works with to 
only those she really enjoys. Her net hourly or daily earnings go up as she continues to 
work with a client for a flat monthly fee. And the more she learns about them, their 
business and their target markets, the more value she can bring to the table.  
 
 
One last example I wanted to give you is that of Sharon Hess. 
 
Sharon is a freelance office financial manager and professional organizer, and she’s a 
great example of someone who just sort of followed the flow and ended up with a 
business model that’s very much recurring in nature. 
 
Back when Sharon launched her solo business in 2001, her main line of business was 
professional organization services for families and small businesses. Most of her 
business was coming via referrals, so she eventually created a formal referral program 
where she’d compensate her clients with a free hour on their next project. 
 
Well, that program ended up generating referrals to businesses and non-profits that 
needed help organizing filing cabinets or storerooms... but also needed some help with 
their bookkeeping and bill-paying. That wasn’t something Sharon was offering at the 
time, but a client asked her if she could help them with that type of work. And because 
Sharon actually had some bookkeeping experience, she immediately said “yes”.... she’d 
give it a try. 
 
Because of her referral program, that client referred her to other businesses that 
needed bookkeeping help. And eventually, this became Sharon’s main source of 
income—recurring month-to-month bookkeeping and invoice paying services for small 
businesses and nonprofits.  
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Today, she’s working for a very small group of clients that keep her very busy with this 
type of work. And even though she charges by the hour, the recurring nature of the 
work has enabled her to get GREAT stability in her income and even bring in some 
contractors she can then send to other projects that she can’t take on. 
 
What It Takes: 
 
 always let your current contact at each of your client accounts know about some 

of the other services you offer. Don’t assume they know. They probably don’t. So 
bring it up. 

 
 ask you main contact at the client to introduce you to other individuals within 

the company who could potentially hire you.  
 
 Package some of your services—especially if some of what you offer is the kind 

of work clients should be doing or updating frequently. 
 
 Message and pitch your packages in a way that makes their value obvious to the 

client. And BTW.... Don’t underestimate the value of convenience to the client. 
 
 Think of ways you can position a package in a way that keeps the prospect from 

having to hire an employee (even a part-time employee) for that function. 
 
 Follow the flow. Be open to opportunities. Some of my best and most profitable 

recurring work opportunities have come about NOT because I dreamt them up 
and actively pursued them—but because I was open-minded and I kept my eyes 
and ears open. And when the opportunity presented itself, I took action and 
seized it. Which is exactly what Sharon did in our earlier example. 

 
 


