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The 
Creative Professional’s Creative Professional s 

Guide to Money
Kickoff

By Ilise Benun
www.creativeguidetomoney.com

Today: 
a taste of 
the 3 part 
DesignCast
series…series…

No need to take notes

Second Thursdays
Feb 10, Mar 10, Apr 14
at 4 PM EST

Are you weird 
about money?

DesignCast #1
Thursday, Feb 10
at 4 PM EST

Chapter 1: 
The Business Mindset

• Knowing the value of what you’re selling
• Getting out of the money fogGetting out of the money fog
• Developing confidence
• The trouble with money

The Trouble with Money

• Money is taboo
• Money is emotionalMoney is emotional
• Money conversations are minefields
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Chapter 2: 
Setting Goals Before Prices

Do you want:
• More lucrative projects? More lucrative projects? 
• More money? 
• More interesting projects? 
• Money without clients?
• Freedom?

http://www.marketing-mentor.com/pdf/2011_grow_worksheet.pdf

Chapter 3: 
Setting Your Prices

• What exactly are you selling? 
• Facts upon which to base your prices. Facts upon which to base your prices. 
• What to say to, “What’s your hourly 
rate?”

“I don’t charge per hour because it’s 
not good for my clients.

What’s far more helpful to you is to 
know what this is going to

What’s your hourly rate?

cost. We’ll agree on a scope of work 
and a fee for it and you’ll
know what you’ve got.”

Chapter 4: 
Pricing Strategies

• Options for pricing (hourly, project-
based, value-based, retainers)based, value based, retainers)
• Raising and lowering your rates
• Mark up – what’s standard

Raising your rates

• Do it in January.
• Do it with new clients.Do it with new clients.
• What about existing clients?
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Chapter 5: 
Positioning Your Price

• Establishing credibility
• Demonstrating professionalismDemonstrating professionalism
• Preventing sticker-shock

Dave’s story…y

Before quoting prices, you must

• Understand their needs
• Ask the right questions
• Describe your process
• Identify what you have that they • Identify what you have that they 

need (i.e. can’t live without)

Jan 11, 2011 blog post: 
http://www.marketingmixblog.com/2011/01/do-you-
position-your-price-first.html

DesignCast #2
Thursday, 
March 10
at 4 PM EST

If I ask a client’s 
budget and they don’t 

tell me, I drop the 
subject right away

I often put off the 
money discussion 
until it’s too late.

subject right away.

I always feel 
nervous saying 
what I charge.

Chapter 6: 
Finding & Qualifying Prospects

• Who is your ideal client? 
• Finding “professional” clients Finding professional  clients 
• Weeding out the bad
• How to decline a project
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“My minimum project fee is 
$XXX. I can’t afford to
take it on for any less.”

“You haven’t allocated enough 
 t  thi  j t ”

How to decline a project

resources to this project.”
Petrula Vrontikis

Then stop talking. 
D ’t l iDon’t over-explain.

Chapter 7: 
Broaching the Topic

• Clients are anxious too.
• When to talk moneyWhen to talk money
• “How much is a logo?”

“How much is a car?”

“How much is a logo?”

Read Oct 12, 2010 blog post
http://www.marketingmixblog.com/2010/10/how-
much-is-a-car.html

Chapter 8: 
Talking Price and Negotiating

• Gauging the budget. 
• Responding to: Responding to: 

“We don’t have a budget.”
• Preparing to negotiate
• Negotiating beyond the contract

When they say….

“We don’t have a budget.”
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"I don't want to waste your time by 
recommending something you can’t 

afford. So, are you interested in options 
d $ k d $ k d $ k "

You can float some numbers

under $5k, under $10k or under $25k?" 

You can give them a ballpark

This sounds like it’s in the $30k range.’ 
H  d  th t fit  b d t?How does that fit your budget?

You can offer a Chinese menu

“If we include certain deliverables you 
don’t need, we're adding in unnecessary 
extra costs which could undermine our 

own efforts. So let’s outline exactly what 
you do and don’t need and we’ll come up 

with a price from there.” 

Chapter 9: 
Confidently Closing the Sale

• How to “ask for the business”
• What to do while you’re waiting for a What to do while you re waiting for a 
decision
• Uh-oh: the black hole

“As I was driving the other day 
and thinking about the goal you’d 
like to reach, I had an idea for 
how to approach the project.”

“I was reading the Wall Street 
Journal and came across this 
article that reaffirms the hunch 
you had about the healthcare 
industry.”

Let them know you’re 
thinking of them…

“I was thinking a bit more about 
what you asked regarding X, and
it seems like a good way around 
that would be to Y…”

Chapter 10: 
Getting Paid

• Sending the first invoice (and the last 
one)one)
• When payment is late
• When the client won’t pay
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“Can you ask whoever’s in 
charge of those things to have a 
look at it?”

“Probably someone over in 
accounting mislaid the invoice or
maybe it slipped behind the file 
cabinet.”

Can you check on the status of this 
invoice for me? It’s a few days late 
and I just wanted to make sure it 
is on the way to us.”

DesignCast #3
Thursday, 
April 14
at 4 PM EST

Chapter 11: 
Money Basics

• Do you know your numbers?
• Which business expenses to deduct?Which business expenses to deduct?
• Saving for retirement, a rainy day, 
cash flow crunch
• Controlling your money habits

Controlling your money habits

Create a “money day.”
Open all financial mail the day it arrives.Open all financial mail the day it arrives.
Pay your bills right away.
Pay your bills automatically and online.

Thanks to Galia Gichon of http://downtoearthfinance.com/ 

Corralling unruly receipts

Jan 12 blog post: 
http://www.communicatrix.com/2011/01/corralling-
unruly-receipts-video.html

Chapter 12: 
Profitability and Metrics

• Huh?
• Track your income; ballpark your Track your income; ballpark your 

expenses
• Basic accounting reports (P&L, 
Accounts payable and receivable)
• Metrics to track 
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Metrics to track

Client roster balance 
(No client to exceed 25%)

Productivity: aim for 75% billable hours Productivity: aim for 75% billable hours 
(60/40 breeds complacency)

Proposals converted: 25-50%

Chapter 13: 
Requests for Proposals

• RFP = recipe for pain? 
• Criteria for choosingCriteria for choosing
• When there is no stated budget
• Increase your chances of

winning

Criteria for choosing

Does it align with your goals?
Can you speak to the decision-makers?Can you speak to the decision makers?
Is the budget healthy?

Chapter 14: 
Negotiating the Contract

• Why you need a contract
• Bad contracts – how to tellBad contracts how to tell
• How to get out of a bad contract
• Actual sample to use as a model!

How to tell a bad contract

The deal is bad or the contract is badly 
drafted.

Mone  ho  and hen it ill be paidMoney: how and when it will be paid.
Terms: how long does it last?
Ownership: who owns the work?

Thanks to Jean Perwin of http://www.jsplaw.com/

More on all of 
this starting 
Feb 10

Pre-order the book on
www.mydesignshop.com
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Take advantage of my offer:

• FREE tips via email
• FREE half hour phone mentoring session

E il  t ili @ k ti tEmail me at ilise@marketing-mentor.com
or call (201) 653-0783

New groups start every month

“…like a road map, 
helping me to pick 
my direction, 
pushing me to think 
differently, and 
clarifying things 
that used to confuse 
me. Bravo!”me. Bravo!

Check out the free podcasts on 
www.marketing-pricing-guide.com

Blogs and web sites
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www.MarketingMixBlog.com www.CreativeFreelancerBlog.com

www.Marketing-Mentor-Toolbox.com

www.CreativeFreelancerConference.com

www.marketing-mentor.com and click on “books”

Your marketing “to do” 
list, syncs with your 
electronic calendar.

For US$19.95 you get:
- Importable file that 

New for 2011

Importable file that 
pops right in

- 18-page how-to guide
- Beginner and 

Advanced versions

www.mydesignshop.com


