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A Note From AHS

| started AHS Digital Service with a simple belief: small and growing businesses deserve the same level
of design, strategy and technology that large companies pay a premium for. This guide is the playbook |
use myself — for finding clients, pricing services honestly, and building a digital business that lasts.

Whether you're a freelancer just starting out, or a business owner trying to get more value from your
own website and online presence, the principles in this book apply directly. Nothing here is theory — it's
the exact process behind AHS Digital Service's own client work.

HOW TO USE THIS GUIDE

Every chapter is short and direct on purpose. Read it, pick one action, and apply it today — momentum
beats a perfect plan sitting unused.

— AHS (Ahad Shahbaz)
Founder, AHS Digital Service



THE ART OF WINNING CLIENTS

AHS

DIGITAL SERVICE

What's Inside

01 Position Yourself as a Premium Provider
Why how you present your work decides who hires you, and for how much.

02 Choose Your Niche and Own It

The focused positioning that makes referrals and marketing easier.

03 Build a Portfolio That Sells

What to show even before you have paying clients.

04 Price With Confidence

A package-based pricing structure that protects your time.

05 Find Clients: Local Businesses
Walk-ins, local groups and the easiest first wins.

06 Find Clients: Online & Platforms

Fiverr, Upwork and building reputation from zero.

07 The Pitch That Gets Replies

A message structure and template that actually gets answered.

08 Discovery Calls That Convert

How to run the first real conversation with a lead.

09 Proposals & Closing the Deal

Turning an interested lead into a signed, paying client.

10 Onboarding & Setting Expectations

Starting every project with total clarity.

11 Deliver & Earn Referrals
Finishing in a way that creates your next client.

12 Upsell & Build Recurring Revenue

Turning one-off projects into ongoing income.

13 Playing the Long Game

Brand, consistency and growing AHS Digital Service itself.

14 Al Tools You Should Know

What ChatGPT, Gemini and other Al tools actually do, in plain language.
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Position Yourself as a Premium Provider

The way you present your services decides the kind of clients — and the kind of budgets —
you attract.

Stop selling “a website.” Start selling an outcome.

Clients don't wake up wanting a website — they want more customers, more trust, and a business that
looks credible online. Talk about that first. A website, an Al tool or a brand identity is simply how you
deliver it. The moment your pitch shifts from “I build websites” to “I help businesses look credible and
win more customers online,” the conversation changes completely — you stop competing on price with
every freelancer on a listing site.

Build proof before you need it

Keep a simple portfolio (even 2—3 strong projects are enough to start) showing real before/after or real
screens.

Ask every client — even small ones — for a short written testimonial once the work is delivered.

Have one polished example ready to send within seconds of someone asking “can you show me your
work?”

If you have no clients yet, build one high-quality concept project for a real type of business you want to
attract.

Look the part

A consistent brand — logo, colors, a proper website, a professional WhatsApp/business profile —
signals “this person takes their work seriously.” Clients pay more for the same skill when it's presented
with more care. This is exactly why AHS Digital Service invests in its own branding first, before ever
pitching a client.

Pick a lane

“l do everything” is a weak pitch. “I build premium websites for local businesses that want to look
established online” is a strong one. You can still offer Al, branding and marketing as add-ons — but
lead with one clear specialty.

Confidence is a skill, not a personality trait

New freelancers often undersell themselves out of fear of rejection. Confidence in a pitch or a price
conversation comes from preparation, not personality — know your packages, know your examples,
know your answer to common objections before the conversation starts.

A quick self-check

Before your next pitch, read your own service description out loud. If it sounds like a list of tools and
tasks rather than a result a business owner actually wants, rewrite it from their point of view, not yours.

01/ Position Yourself ahsdigitalservice.online
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CHAPTER 01 CHECKLIST

Write one sentence describing the outcome you sell, not the task.
Prepare one polished portfolio piece you can send instantly.
Ask one past client for a short written testimonial this week.

Review your WhatsApp / social profile for a consistent, professional look.

O O o o O

Remove any “l do everything” language from your bio or pitch.

“People don't pay for a service. They pay for the problem that stops bothering them once
it's done.”

COMMON MISTAKES TO AVOID

Leading with tools and tech jargon instead of the outcome.
Showing no real or concept work when asked.
Trying to appeal to absolutely every type of client.

Apologizing for your price before anyone asks about it.

REFLECT

Right now, could a stranger read your bio and immediately know the outcome you deliver?

In practice

Consider two freelancers with identical skills. The first describes himself as “a website developer.” The
second says, “I help local clinics and shops look established online so patients and customers trust
them before they even walk in.” When a business owner is choosing between the two, the second
freelancer wins almost every time — not because the work is better, but because the value was obvious
immediately. The lesson is simple: the words you use to describe your work often matter as much as
the work itself, especially in the first thirty seconds of a conversation.

01/ Position Yourself ahsdigitalservice.online
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Choose Your Niche and Own It

A focused specialty is easier to market, easier to price, and easier for people to refer you
for.

Why “I help everyone” actually helps no one

When your positioning is too broad, nobody can picture exactly what you do or who to send your way. A
clear niche — a specific industry, a specific service, or a specific type of client — makes your
marketing, your portfolio and your referrals dramatically more effective.

Ways to niche down

By industry: real estate, clinics, restaurants, retail shops, educational institutes.

By service depth: website + branding + SEO as one complete package, rather than one-off tasks.
By client size: small local businesses that need their first real online presence.

By outcome: businesses that specifically need to look more premium or trustworthy online.

You can expand later — start specific

Niching down doesn't mean turning away other work forever. It simply gives you a strong, clear starting
identity. As AHS Digital Service grew, the range of services expanded — but the brand always led with
one clear specialty at a time.

A simple exercise

TRY THIS

Finish this sentence in one line: “I help get through Jf

you can't fill it in clearly, your positioning still needs work before your next pitch.

Watch how your conversations change

Once your niche is clear, notice how much easier referrals become. People only refer what they clearly
understand — a focused message travels much further than a broad one.

Signs your niche needs sharpening

If your last five inquiries were all completely different types of businesses with nothing in common, your
positioning is still too wide. That's a normal early stage — the goal is to notice it and tighten your
message over time, not to force it overnight.

02 / Choose Your Niche ahsdigitalservice.online
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CHAPTER 02 CHECKLIST

Write your one-line niche statement from this chapter.
List the last 5 people who asked about your services — look for a pattern.
Pick one industry or client type to focus your next outreach round on.

Update your bio / website headline to reflect that focus.

O O o o O

Note one niche you'll deliberately say no to for now.

“A business that tries to be for everyone ends up being memorable to no one.”

COMMON MISTAKES TO AVOID

Changing your stated focus every time you talk to someone new.
Saying yes to every unrelated project out of fear of missing out.
Writing a bio that lists skills instead of who you help.

Copying someone else's niche without adapting it to your own strengths.

REFLECT

If you had to turn away every client outside one niche for a month, which niche would you pick?

In practice

A freelancer who advertises “websites, apps, branding, SEO, video editing and more” rarely gets
remembered for any one of them. Compare that to someone known specifically as “the person who
builds websites for real estate agencies.” The second freelancer gets referred by name the moment
someone in that industry needs a website, because the positioning left no doubt about who to call.
Niching down isn't a limitation — it is what makes you the obvious, specific answer to a specific
problem, instead of one of many generic options competing on price alone.

02 / Choose Your Niche ahsdigitalservice.online
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Build a Portfolio That Sells

You don't need ten years of experience to look credible — you need a few pieces of real,
well-presented proof.

What to do with zero paying clients
Pick a real local business type you want to attract and design a complete concept project for it.

Offer one real business a discounted or free first project in exchange for a strong testimonial and full
creative freedom.

Redesign your own personal brand (your own website, your own social presence) — it becomes your first
case study.

Quality over quantity

Three strong, well-presented projects outperform ten rushed ones. Every project in your portfolio
should look intentional — consistent framing, consistent descriptions, and a short note on the problem it
solved for the client.

Structure every case study the same way
The situation — what the business needed and why.

What you built — the actual deliverable, shown clearly.

The result — even a simple outcome like “launched in 2 weeks” or a client quote.
Keep it updated
Replace your weakest portfolio piece every time you finish a stronger project. A portfolio is never

finished — it should always show your current best work, not your very first attempt.

Where to host it

A simple, well-designed personal or agency website (like ahsdigitalservice.online) works far better than
a folder of screenshots. It signals the same professionalism you're offering to sell.

If you only have time for one thing

Build a single, excellent case study this week — even a concept project for a business that doesn't exist
yet. A credible example you can show today is worth more than ten ideas you plan to build eventually.

03 / Build a Portfolio ahsdigitalservice.online
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CHAPTER 03 CHECKLIST

Pick 2-3 strongest projects (real or concept) to lead with.
Write a 3-line case study for each: situation, what you built, result.
Remove any outdated or low-quality work from your portfolio.

Host your portfolio somewhere professional (a real website, not just a folder).

O O o o O

Set a reminder to update it after every new project.

“Your portfolio doesn't need to be big. It needs to be honest, clear and current.”

COMMON MISTAKES TO AVOID

° Filling your portfolio with unfinished or outdated work.
° Describing projects with no context on the problem solved.
°  Waiting for the perfect project before showing anything.

° Never updating it after your skills visibly improve.

REFLECT

Which single project, if you showed it today, would make a stranger trust you fastest?

In practice

Early on, it's tempting to wait until you have five or six finished client projects before calling your
portfolio “ready.” In practice, a single well-documented project — even a concept piece built for a
business that doesn't exist yet — is often enough to start real conversations. What matters is that it
looks complete, solves a believable problem, and is explained clearly in a few sentences. A thin
portfolio with one strong, well-presented piece will outperform a long list of rushed, unfinished examples
every time a potential client actually looks closely.

03 / Build a Portfolio ahsdigitalservice.online
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Price With Confidence

Under-pricing doesn't win more clients — it usually attracts the clients who negotiate
hardest and value your work the least.

Think in packages, not hourly rates
Packages make the decision easy for the client and protect your time. A simple three-tier structure
works well for most services:

Starter Growth Premium

Example tier Example tier Example tier

 Core deliverable only  Everything in Starter « Full service + priority support

« Fixed number of revisions « 1-2 extra add-ons (e.g. SEO) e Branding or Al add-ons included
» Good for small budgets * Most clients pick this « For serious, funded clients

Set your own real numbers for each tier based on your market, skill level and typical project scope — the structure above is
the part that matters most.

Always quote the package, not a single number

Instead of: “It'll cost 15,000.”
Try: “l have three options depending on what you need — I'll send them over.” This invites a
conversation instead of a yes/no decision on price alone.

Get a deposit — always
A 30-50% upfront deposit before work begins filters out non-serious inquiries and protects your time if
a client disappears mid-project.

Raise your prices as proof grows

Your very first price isn't your permanent price. As your portfolio, testimonials and demand grow, your
pricing should grow with it — most freelancers wait far too long to raise their rates out of fear of losing
clients who were never going to pay a fair rate anyway.

Handling “that's too expensive”

Don't immediately discount. Ask what budget they had in mind — often it reveals they misunderstood
the scope, not the value. If the budget is genuinely lower, offer a smaller package instead of cutting
your price for the same amount of work.

A note on local market rates

Research what similar freelancers and small agencies in your market actually charge before setting
your own packages. Price confidently within that real range — not based on fear, and not based on
what a global freelancer platform shows for a completely different market.

04 / Price With Confidence ahsdigitalservice.online
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CHAPTER 04 CHECKLIST

Define your three real packages with actual prices.
Decide your standard deposit percentage.
Write your “three options” response for price objections.

Set a date to review and possibly raise your prices.

O O o o O

Remove any single flat “starting at” price that invites lowballing.

“A fair price, stated with confidence, filters for clients who respect your work.”

COMMON MISTAKES TO AVOID

Quoting a single number before understanding the full scope.
Discounting immediately at the first sign of hesitation.
° Charging by the hour for fixed, well-defined deliverables.

° Starting work before any deposit has been received.

REFLECT

Which of your three packages would you be proud to deliver even at double today's workload?

In practice

A common early mistake is pricing a logo, a website and ongoing SEO as three separate, unrelated
guotes sent on three separate occasions. A client receiving a single, clear package instead — Starter,
Growth or Premium, each with a defined price — finds the decision far easier to make, and tends to
choose the middle option more often than not. This is a well-known pattern in how people make
decisions: three clear choices feel manageable, while an open-ended “tell me what you need and I'll
quote it” conversation often stalls out before it ever becomes a paying project.

04 / Price With Confidence ahsdigitalservice.online
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Find Clients: Local Businesses

Local businesses are often the easiest first clients — many have no website at all, or one
that hasn't been touched in years.

Walk in or call directly

Shops, clinics, real estate offices, restaurants and small institutes are everywhere, and most have
never been properly approached about their online presence. A short, polite, specific conversation goes
a long way.

Local Facebook and WhatsApp groups

City-based Facebook groups are full of business owners asking for recommendations — answer
genuinely, with examples, not just a phone number.

Local chamber-of-commerce or trade WhatsApp groups are a steady source of warm introductions over
time.

Don't spam these groups with ads — build a reputation for being helpful first.

Look for visible signals of opportunity

A business with an outdated Facebook page as its only “website,” broken links, or no online presence
at all despite a solid physical reputation, is a strong lead — they already have customers, they simply
haven't translated that into an online presence yet.

Bring something tangible

A STRONG LOCAL TACTIC

Instead of a cold pitch, bring a free 2-minute mini-audit: 2—3 specific, honest observations about their
current online presence. It shows expertise instantly and costs you almost nothing to prepare.

Turning one local client into five

Local business owners talk to each other — often more than online audiences do. A single
well-delivered project in one market or neighbourhood can realistically lead to several more through
simple word of mouth, especially if you ask for the introduction directly.

CHAPTER 05 CHECKLIST

List 10 local businesses with no website or an outdated one.

Join 2-3 relevant local Facebook or WhatsApp groups.

l

[l

[] Prepare your free 2-minute mini-audit format.
[] Visit or message 3 local businesses this week.
0

Ask your first local client for a specific local referral.

05 / Find Clients: Local ahsdigitalservice.online
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“The business right down the street is often an easier first client than a stranger online.”

COMMON MISTAKES TO AVOID

° Pitching every business the exact same generic message.
° Posting ads in local groups instead of genuinely helping first.
° Ignoring businesses that seem too small to matter yet.

° Forgetting to simply ask happy local clients for referrals.

REFLECT

Which five local businesses, within walking distance of you, could you message this week?

In practice

A small clothing shop with zero online presence is often a stronger lead than a business that already
has a mediocre website, simply because there is no existing relationship with another freelancer to
compete against. Walking in, complimenting something specific about the shop, and mentioning one
simple observation — “I noticed you're not on Google Maps yet, that's probably costing you walk-in
customers” — opens a natural, low-pressure conversation. Local businesses rarely get approached this
directly, which is exactly why it tends to work so well.

05 / Find Clients: Local ahsdigitalservice.online
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Find Clients: Online & Platforms

Online platforms are slower to start but compound quickly once you have reviews and a
visible track record.

Freelance marketplaces

Fiverr, Upwork and similar platforms are a strong way to build a portfolio and reviews from scratch,
even with no existing network. Treat your first handful of projects there as reputation-building, not pure
income — price slightly lower at first to earn fast, honest reviews.

Your own content and presence

Share your process and finished projects on Instagram, LinkedIn or Facebook — consistency matters
more than frequency.

Answer relevant questions in online communities (forums, groups) without constantly self-promoting.

Keep your own website and social profiles as polished as the work you sell — they are a live portfolio.
Your own network (often overlooked)

The fastest first client is usually someone who already knows and trusts you. Tell friends, family and
past colleagues exactly what you now offer — most people don't refer work simply because they don't
know you do it.

Referrals compound faster than any platform

After every successful project, ask directly: “Do you know one or two other business owners who could
use something similar?” This single habit compounds faster than almost any other marketing effort,
online or offline.

Patience pays off online

Your first few platform reviews matter more than your first few platform earnings. Treat early online
work as reputation-building on purpose, and the pricing and demand will naturally catch up once a track
record exists.

CHAPTER 06 CHECKLIST

[] Setup or refresh one freelance platform profile.
Post one piece of real work on your own social presence.
Message 5 people in your existing network about what you now offer.

Join one relevant online community without immediately self-promoting.

O O 0o d

Ask your most recent client for one specific referral.

“Online or offline, the pattern is the same: show real work, stay visible, ask directly.”

06 / Find Clients: Online ahsdigitalservice.online
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COMMON MISTAKES TO AVOID

Pricing platform gigs the same as direct, warm-network clients.
Neglecting your own social presence while pitching others.
Going silent in communities except when self-promoting.

Assuming online leads require no personal follow-up.

REFLECT

Which platform or network have you been avoiding simply because it feels slow to start?

In practice

A freelancer's first few projects on a platform like Fiverr rarely pay well, and that is completely normal.
The real return isn't the payment itself — it's the review, the delivered proof of work, and the confidence
that comes from completing a real paid project start to finish. Many successful freelancers look back at
their first ten platform projects not as income, but as the tuition they paid to build a track record that
later attracted much better clients, at much better rates, through referrals and their own growing
reputation.

06 / Find Clients: Online ahsdigitalservice.online
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The Pitch That Gets Replies

Most outreach gets ignored because it talks about the seller, not the buyer's problem. Fix
that first.

The structure that works
Notice something specific about their business (their current site, their Instagram, their shop).

Name one clear problem or opportunity — briefly, not a lecture.

Offer a low-friction next step — a quick call, a free mini-audit, a sample mockup.

A sample opening message

WHATSAPP | MESSAGE TEMPLATE

Hi [Name], | came across [Business Name] and really liked what you're building. | noticed your website
[isn't mobile-friendly / hasn't been updated in a while / doesn't have X] — that's usually costing

businesses potential customers.

| run AHS Digital Service — we build premium, modern websites and digital branding for businesses
like yours. Would you be open to a quick chat this week? Happy to share a couple of examples first.

Keep the first message short

One short message that invites a reply beats a long pitch nobody finishes reading. Save the full details
for the conversation that follows.

Follow up — politely, not desperately

Most replies come from a second or third message, not the first. A simple, friendly follow-up a few days
later (“Just floating this back up in case it got buried — happy to send a couple of examples if useful”) is
normal and professional, not pushy.

What to avoid
Long introductions about yourself before mentioning them at all.
Generic copy-paste messages with no specific detail about their business.

Leading with price before any value has been communicated.

Reading the room

If a message goes unanswered after two polite follow-ups, move on gracefully — a simple “No worries,
feel free to reach out whenever it's useful” keeps the door open without wasting more of your energy
chasing a cold lead.

07 / The Pitch ahsdigitalservice.online
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CHAPTER 07 CHECKLIST

Write your own version of the message template in this chapter.
List 10 specific businesses to send it to this week.
Set a reminder for a follow-up after 3-4 days.

Prepare 2 example projects to attach or link.

O O o o O

Track replies so you can improve the message over time.

“A short message about them gets replies. A long message about you gets ignored.”

COMMON MISTAKES TO AVOID

Sending the same message to every single lead unchanged.
Writing about your services before mentioning them at all.
Giving up entirely after one unanswered message.

Leading with price in the very first line.

REFLECT

Look at your last outreach message — is it about them, or mostly about you?

In practice

A message that opens with “Hi, | am a professional web developer offering high quality services at
affordable rates” is instantly recognizable as a template, and it is usually ignored within seconds. A
message that opens with “I noticed your bakery's Instagram has beautiful photos but your bio link still
goes to a broken page” gets read, because it proves the sender actually looked. The extra two minutes
it takes to notice one specific, real detail before writing a pitch is consistently the highest return use of
time in the entire outreach process.

07 / The Pitch ahsdigitalservice.online
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Discovery Calls That Convert

The first real conversation decides whether a lead becomes a client — prepare for it like it
matters, because it does.

Start with questions, not a pitch

Resist the urge to immediately describe your services. Ask what's driving their interest right now, what
they've tried before, and what success would actually look like for them. This builds trust and gives you
the exact language to use when you do pitch.

Useful questions to ask

What made you reach out now, specifically?

What's working well about your current setup, and what isn't?

What would a successful outcome look like for you in a few months?

Have you worked with a freelancer or agency before — what went well or badly?

Then, and only then, present your fit

Reflect back what you heard in your own words, then explain specifically how your service addresses it.
This feels like a tailored recommendation, not a generic sales pitch — because it genuinely is one.

Handle hesitation calmly

If a client seems unsure, it's rarely about price alone — it's often about trust or timing. Ask directly: “Is
there anything holding you back from moving forward today?” You'll usually get an honest, specific
answer you can address.

End with a clear next step

Never end a call with a vague “I'll follow up.” Agree on a specific next step and date — sending a
proposal by Thursday, for example — and follow through exactly on time.

After the call

Send a short written summary within a few hours while the conversation is still fresh — what you
discussed, what you recommended, and the agreed next step. It reinforces professionalism and gives
the client something concrete to act on.

08 / Discovery Calls ahsdigitalservice.online
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CHAPTER 08 CHECKLIST

Prepare your standard list of discovery questions.
Practice reflecting a client's answers back in your own words.
Prepare a calm response for common hesitations.

Always end a call with one specific next step and date.

O O o o O

Send a short written recap after every call.

“The best pitch is simply repeating a client's own words back as your recommendation.”

COMMON MISTAKES TO AVOID

Pitching your services before asking a single question.
Interrupting instead of letting a client fully explain their situation.
Ending the call with no clear, agreed next step.

Forgetting to send a written recap afterward.

REFLECT

In your last client call, did you ask more questions than you answered?

In practice

A discovery call that starts with “So let me tell you about our services” often ends with a polite “I'll think
about it and get back to you” — which rarely happens. A call that starts with “What made you decide to
look into this now?” usually uncovers the real motivation behind the inquiry, whether it's a specific
event, a competitor's new website, or simple frustration with an outdated one. That real motivation,
reflected back later in the conversation, is what makes a pitch feel tailored instead of generic —
because at that point, it genuinely is.

08 / Discovery Calls ahsdigitalservice.online
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Proposals & Closing the Deal

A clear, simple proposal makes you look more professional than almost anything else you
can send.

What every proposal should include

What's included (and clearly, what isn't)

Timeline — a realistic delivery date, not an optimistic one
Price and payment terms (deposit + balance)

What you need from the client to start (content, logo, access, etc.)

Keep it short and visual
A clean one-page proposal beats a ten-page document nobody reads fully. Use the same package
structure from your pricing conversation so there are no surprises.

Confirm before you begin

Even a simple WhatsApp message — “Confirming we're starting on [package], [price], deposit of
[amount] to begin, delivery by [date]” — followed by a “yes” from the client, protects both sides and
prevents scope confusion later.

Handling silence after a proposal
A short, friendly check-in after 3—4 days is completely normal: “Just checking in — any questions on the
proposal | sent over?” Most lost deals are lost to silence, not to a hard “no.”

It's okay to walk away

Not every lead is a good fit. A client who negotiates aggressively on price before any work has started
is often a preview of how the entire project will go. Protecting your time is part of running a sustainable
business.

Proposal red flags to avoid
Avoid vague language like “we'll figure it out as we go” in a proposal — it signals disorganization.
Specific scope, specific price, specific dates build far more confidence than flexible-sounding promises.

CHAPTER 09 CHECKLIST

Create a simple one-page proposal template you can reuse.

Include scope, timeline, price and payment terms every time.

U
l
[] Send a written confirmation message before starting any work.
[] Setareminder to follow up after 3-4 days of silence.

0

Define your own walk-away criteria for a bad-fit client.

09 / Proposals & Closing ahsdigitalservice.online
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“Clarity closes more deals than persuasion ever will.”

COMMON MISTAKES TO AVOID

° Sending a vague proposal with no specific scope or dates.
° Letting a proposal sit with no planned follow-up.
° Starting work without written confirmation first.

° Taking on a client who negotiates hard before work even begins.

REFLECT

Does your last proposal clearly state scope, price, timeline and payment terms?

In practice

Two proposals can quote the exact same price and lead to very different outcomes. One simply states
“Website — 40,000.” The other breaks down what's included, the delivery timeline, the payment
schedule, and what's needed from the client to begin. The second proposal, even at an identical price,
closes more often — because it removes uncertainty. Clients rarely hesitate purely over price; they
hesitate over not knowing exactly what they're agreeing to. Clarity, more often than persuasion, is what
actually closes deals.

09 / Proposals & Closing ahsdigitalservice.online
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Onboarding & Setting Expectations

The first week of a project sets the tone for everything that follows — invest in starting it
well.

Send a simple onboarding checklist

Right after the deposit is received, send a short list of exactly what you need from the client to begin —
logo files, text content, reference sites they like, login access if needed. Getting this early prevents
delays later.

Set expectations on revisions

Decide upfront how many rounds of changes are included. This is one of the most common sources of
client friction, and it's fully avoidable with one clear sentence at the start.

Set expectations on communication
Which channel you'll use (WhatsApp, email) and your typical response time.
How often you'll send progress updates, even if nothing dramatic has changed.

What happens if the client goes quiet mid-project (a simple pause policy avoids awkwardness later).
A simple kickoff message works wonders

A short “Here's what happens next” message — timeline, what you need from them, and when they'll
hear from you again — makes a client feel instantly well taken care of, before any actual work is even
visible.

The first 48 hours matter most

Send your onboarding checklist and kickoff message within two days of receiving the deposit. A fast,
organized start reassures a new client that they made the right decision — and sets the tone for the
whole project.

CHAPTER 10 CHECKLIST

Create a reusable onboarding checklist for new clients.

Define your standard number of included revisions.

U
U
[] Setyour standard response-time expectation and share it upfront.
[1 Send a kickoff message for every new project.

0

Confirm what happens if a client goes quiet mid-project.

“A well-organized first week quietly prevents most problems that show up later.”
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COMMON MISTAKES TO AVOID

° Leaving a new client without a clear idea of what happens next.
° Not setting a revisions policy until a dispute happens.
° Going quiet for days without any kind of update.

° Assuming the client knows what you need from them.

REFLECT

Would a brand-new client know exactly what happens in their first 48 hours with you?

In practice

A client who receives a short “Here's what happens next” message right after paying a deposit tends to
relax almost immediately — the anxiety of “did | just send money to a stranger” fades the moment
there's a clear plan in writing. Skipping this step, even when the work itself is proceeding perfectly well,
often leads to nervous follow-up messages and a client who feels unsure, simply because nobody
confirmed what to expect. A five-minute onboarding message can prevent days of unnecessary
back-and-forth later in the project.

10/ Onboarding ahsdigitalservice.online



THE ART OF WINNING CLIENTS

N
A% AHS DIGITAL SERVICE
f 4

DIGITAL SERVICE

Deliver & Earn Referrals

The project isn't finished when you hand over the files — that's where the next opportunity
usually begins.

Deliver a little more than expected
A short walkthrough video, a simple “how to update this yourself” note, or a quick follow-up call after
launch costs you very little time but leaves a lasting impression.

Make the handover feel complete
A short summary of everything delivered, in plain language.
Clear next steps for the client (how to request changes, who to contact).

A genuine thank-you message — simple, but often skipped.
Stay visible after the project ends

Most freelancers disappear after delivery. A short check-in message a month later — “How's the new
site performing for you?” — keeps you top of mind for the next project and for referrals.

Build a simple referral habit

Every happy client is a potential source of 1-2 more clients. Ask, every time. It is the single
highest-return activity in this entire guide — and the easiest one to forget.

Make it easy for clients to refer you

Give them the exact words to use: “If you know anyone who needs a website or better branding, I'd
really appreciate the introduction.” Most people are happy to refer you — they just need the nudge and
the language.

Make the ask easy, every time

Keep a simple note in your phone with the exact referral line from this chapter. Pulling it up and sending
it right after a client expresses satisfaction takes seconds, and it is consistently one of the
highest-return habits in this entire guide.

CHAPTER 11 CHECKLIST

Prepare a short, polished project handover message.

Send a genuine thank-you after every completed project.

U

U

[] Schedule a one-month check-in message for each client.
[] Ask directly for a referral after every successful project.
0

Give clients the exact words to use when referring you.
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“A happy client who is never asked for a referral rarely offers one on their own.”

COMMON MISTAKES TO AVOID

° Disappearing completely the moment a project is delivered.
° Never asking directly for a referral, even from happy clients.
° Handing over files with no explanation of how to use them.

° Forgetting to say a simple, genuine thank you.

REFLECT

When did you last ask a happy client directly for a referral, in those exact words?

In practice

A freelancer who delivers a finished website and simply says “here are the files” leaves a very different
impression than one who adds a two-minute screen recording explaining how to update the homepage
text. The second approach costs almost nothing extra in time, yet it is often the detail clients mention
first when asked why they'd recommend someone. People remember how a project ended far more
vividly than how it began — which is exactly why the final impression deserves just as much care as the
first pitch.
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Upsell & Build Recurring Revenue

One-off projects are unpredictable income. Recurring relationships are what make a digital
business stable.

Natural upsells after launch

SEO setup and ongoing optimization

Social media management and content

Logo refresh or full brand identity

Monthly maintenance / small updates retainer

Al tools or automation for repetitive business tasks

Introduce retainers naturally, not aggressively

Right after a successful launch is the best moment to mention ongoing support — the client has just
seen your work firsthand and trust is at its highest point.

A simple monthly retainer structure

Offer a small, clearly-scoped monthly package (for example: minor updates, basic content changes,
monitoring) at a fair fixed price. It's an easy yes for a client who already trusts you, and it turns one
project into predictable monthly income.

Track who's a good fit for what

Keep a simple list of past clients and what they might need next — a branding client from six months
ago may now be ready for a website, or vice versa. Revisit this list every few months instead of only
chasing brand-new leads.

Start small with retainers

Your first retainer offer doesn't need to be complicated. A simple, clearly-scoped monthly package is far
easier for a client to say yes to than an open-ended, vaguely defined ongoing arrangement.

CHAPTER 12 CHECKLIST

[] List 3 natural upsells for your core service.
Design one simple monthly retainer package.
Mention ongoing support right after your next successful launch.

Keep a simple list of past clients and their likely next need.

O O 0o d

Revisit that list every few months, not just once.

“One well-served client, kept close, is worth more than three brand-new leads.”
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COMMON MISTAKES TO AVOID

° Pitching a vague, open-ended retainer with no clear scope.
° Waiting too long after launch to mention ongoing support.
° Losing track of past clients and their likely next needs.

Treating every project as a one-time transaction only.

REFLECT

Which past client is most likely ready for a second service right now?

In practice

A client who just launched a new website is, for a brief window, more open to discussing ongoing
support than at almost any other point in the relationship — they've just seen real proof of your work.
Waiting three months to mention a maintenance retainer means approaching a client whose excitement
has cooled and whose budget attention has shifted elsewhere. Businesses that build recurring income
consistently mention the next step while the last one is still fresh, not long after it has been forgotten.
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Playing the Long Game

The freelancers and agencies that last aren't always the most talented — they're the most
consistent.

Treat your own brand like a client project

AHS Digital Service exists because its own website, branding and presentation were treated with the
same care as any paying client's project. Your own brand is often the most convincing portfolio piece
you have.

Consistency beats intensity

A steady habit of outreach, content and follow-up — even in small amounts every week — outperforms
occasional bursts of intense effort followed by long gaps. Client acquisition is a muscle, not a one-time
event.

Reinvest as you grow
Better tools and templates that speed up your delivery.
A sharper, more professional brand as your client quality improves.

Your own time — outsourcing repetitive tasks once income allows it.
Keep learning from every project

After every project, ask yourself one honest question: what would | do differently next time? Small,
consistent improvements compound into a completely different business within a year or two.

The work is the marketing

The single most reliable way to grow is simply to do excellent work, consistently, and ask for referrals
every time. Everything else in this guide supports that one habit — it rarely fails, and it never goes out
of style.

A final word

None of this requires luck or a large team — it requires showing up consistently, delivering honestly,
and asking for the next step every single time. That is, quite literally, how AHS Digital Service was built,
one project and one referral at a time.
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CHAPTER 13 CHECKLIST

Review your own brand with the same care you give client projects.
Commit to one consistent weekly outreach habit.
Reinvest in tools, templates or time as income allows.

Ask one honest “what would | improve” question after every project.

O O o o O

Keep doing excellent work and asking for the referral — every time.

“Consistency, not talent alone, is what quietly builds a lasting digital business.”

COMMON MISTAKES TO AVOID

Polishing a client's brand while neglecting your own.
Working in bursts of effort followed by long inactive gaps.
° Repeating the same mistakes without ever reviewing past projects.

° Assuming marketing matters more than consistently good work.

REFLECT

What is the one habit from this entire guide you will start this week, not someday?

In practice

AHS Digital Service did not begin with a long client list or a large team — it began with a clear brand,
one project at a time, and a consistent habit of asking every satisfied client for the next introduction.
None of the thirteen chapters in this guide depend on luck, connections or a big advertising budget.
They depend on showing up consistently, pricing fairly, communicating clearly, and asking for the next
step — the same habits available to absolutely anyone willing to practice them.
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Al Tools You Should Know

Al tools are now part of almost every digital service — knowing what each one is actually
good at helps you use them well, and explain them clearly to clients.

ChatGPT (OpenAl)

ChatGPT is a conversational Al built for writing, explaining and reasoning through text. In day-to-day
digital work, it's commonly used for drafting website copy, writing social media captions, outlining
proposals, brainstorming business hames and taglines, summarizing long documents, and answering
technical questions while building or debugging a project. It works best as a fast first draft and thinking
partner — the final result still benefits from a human review for accuracy, tone and local context.

Gemini (Google)

Gemini is Google's Al assistant, closely integrated with Google's own ecosystem (Search, Docs, Gmail,
Android). It's particularly useful for tasks that benefit from up-to-date information, research summaries,
working directly inside Google Docs or Sheets, and handling a mix of text, images and documents in
one conversation. For a digital agency, Gemini is a strong choice when a task involves current
information or fits naturally into an existing Google Workspace.

Other tools worth knowing

Canva Al |/ design tools: quick social media graphics, posters and simple brand assets.

Al image generators: concept art, mockups and placeholder visuals for early-stage design ideas.
Grammar and writing assistants: polishing client-facing emails, proposals and website copy.

Al chatbots for websites: simple FAQ and lead-capture automation for client sites.
How this fits into AHS Digital Service's Al Solutions

AHS Digital Service uses these tools internally to work faster, and also helps clients understand which
Al tools are actually worth adopting in their own business — instead of chasing every new Al trend, we
recommend the one or two tools that genuinely save time for that specific business.

A simple rule of thumb

Use ChatGPT or Gemini to speed up a first draft, a summary, or a repetitive explanation — never to
replace the final human judgment on something a client will see. The businesses that use Al well treat it
as a fast assistant, not a finished decision-maker.
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CHAPTER 14 CHECKLIST

Try ChatGPT for your next proposal or social media caption draft.
Try Gemini for a task that needs current information or lives in Google Docs.
Pick one repetitive task in your workflow to speed up with Al this week.

Always review Al-generated text before sending it to a client.

O O o o O

Note one Al tool a recent client could genuinely benefit from.

“Al tools are an assistant that saves you time, not a replacement for your own judgment.”

COMMON MISTAKES TO AVOID

Treating Al output as final without a human review.
Using the same Al tool for every task regardless of fit.
Sending clients Al-written text that doesn't sound like your brand.

Ignoring Al tools entirely out of habit rather than evaluating them.

REFLECT

Which single repetitive task in your business could an Al tool take off your plate this week?

In practice

A simple way to start is to pick one recurring task — writing the same type of WhatsApp reply, drafting a
proposal outline, or summarizing a long client brief — and ask ChatGPT or Gemini to do a first pass.
Most freelancers who adopt this habit find it doesn't replace their thinking; it simply removes the blank

page problem, so their own editing and judgment can focus on making the result sound genuinely like
them.
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