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Course Description 
 
In the digital age, finding your place online is crucial to success. Learn how to set your business apart in an 
increasingly competitive world.   Today’s client is online 24/7, typically on a mobile device, and well-
researched long before they reach out to a prospective professional. However, many professionals have not 
created a robust online/mobile presence that successfully attracts this type of client, or differentiates their 
business from the numerous competitors online. This session will demystify today’s “empowered client,” 
including what they are looking for as they research prospective professionals, and how best to target them. 
Attendees will also learn how to win in the three key areas of online branding that will set their businesses apart 
– storytelling, photography and community engagement. Attendees will learn: 
1. Who are today’s “empowered clients,” and how to reach them 
2. Tangible tips for succeeding in the three key areas of online branding – storytelling, photography and 
community engagement 
3. Best practices from professionals who have transformed their businesses through this approach, many of 
which can be applied to their own businesses 
 

 
 
 
 
 



When Clients Come Knocking

Having a defined approach to qualifying leads has several 

benefits, including: 

• Save Time – Don’t waste time on opportunities that won’t pan out

• Increase your win rate – Pursue business you have the best   

 chance of winning

• Maximize your return – Focus on opportunities that will be the 

 most lucrative

A Proven Process for Screening Leads

Master the Discover Call:

• Strike while the iron is hot

  › Have options for when you can’t take the call

• Be direct – this is your opportunity to determine fit

• Take the lead and ask the essential questions

Taking the Lead:

• Determine lead source – how did you learn about us?

• Build trust – tell me about your project – what are you looking     

 to accomplish?

• Determine fit by asking essential questions

Ask the Essential Questions:

• Authority – who needs to be involved to make the decision?

• Need – Why? Is the project a fit? Do they understand                

 your services?

• Urgency/timeline – Why did they call now? Is there anything 

 holding them back from starting now?

• Budget/money – Is the client ready to spend the money required?  

 How will they finance it?

Build an Ideal Customer Profile:

• Location

• Scope of Project

• Timeline/level of motivation

• Budget/Money

• Amount of research done?

  › On you and your work

  › On their project

Win the Business

Keys for Closing:

• Get alignment – Repeat back what you heard

• Address any blockers – Discuss obstacles and if/how they can 

 be overcome

• Create micro-contract for next step – Make a plan that holds both  

 parties accountable for moving forward

• Ask for deposit (depending on fee structure)

Get alignment:

• Meet face to face – make it personal

• Use a 2 step close – repeat back what you heard

• Share success stories, offer reference clients

• Reiterate your differentiators

• Use “this or that” to close

Create a Micro-contract:

• Always set a next step and send an email on the spot to confirm

• Include timing of next steps

• Get some skin in the game – get them to create a Houzz 

 ideabook on the spot – start working together

Top Tips

• Develop an ideal client checklist

• Screen leads to save time and ensure fit

• Create a micro-contract for next steps

• Get clients to put some skin in the game
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Getting on the Same Page

Strategies for establishing clear project expectations with clients, 

and how to handle communication challenges that often arise.

Client Hot Buttons:

• Cost

• Timing

• Process

Communication Best Practices:

• Set boundaries

• Be proactive

• Don’t overextend

Budgets & Proposals Top Tips:

• Walking through past project details

• Provide budget, then adjust

• Stick to your pricing practices

Educating to Set Expectations:

• Holding group education sessions about the process

• Putting reviews to work

• Using your website and profile

Contracts:

• Don’t go without a contract

• Contract should cover what happens in the case of any changes

• Your contract is your security blanket, the bigger the blanket 

 the more comfortable you will be

Difficult Conversations: Best Practices:

• Get comfortable asking direct questions

• Don’t do it over email

• Remember, it’s not personal

Top Tips

• Conversations are better in person

• Be upfront about tradeoffs among cost, timing & quality

• Position process as a benefit

• Never work without a contract detailing process, timing, costs 

 and change impact
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Differentiating Your Business

How can you communicate effectively to stand out from your 

competitors? To build your brand today, you need to reach what we 

call the empowered client.

What do we know about the empowered client?

• They are mobile - More searches are done on a mobile device  

 than on desktop now (half of all Houzz activity is done on a 

 mobile device)

• They are online 24/7 365 – in line at supermarket or in bed after  

 the kids go to sleep – in between everything else that is going on

• Well researched – they are online getting smart about whatever  

 purchase or hiring decision they are making

• Participatory – very few clients hand over a budget and say I’ll 

 see you in 6 months – they want to feel part of the process and  

 intelligent, empowered decision making

Branding in the Digital Age:

• It’s online in micro-moments

• Appeal to rational and emotional needs 

• It’s a multi-way conversation 

• The consumer is in charge

What are the three main brand-building 
components on any platform? 

1. Storytelling:

• Get personal: don’t underestimate the value of putting your       

 personal philosophy into your business description

• Write for the clients you want - put yourself in the client’s shoes

• Answer the questions people are asking

• People want to connect with people

2. Photography:

• First impressions – the first moment someone has with your  

 brand may be your photography

• Consistency is key – stick to only a few photographers and  

 make sure photos are staged similarly to maintain 

 brand consistency

• International branding opportunity – Houzzers are in 100% 

 of the world’s countries

3. Community Engagement:

• Direct engagement builds brands

• Respond to reviews, good & bad

• Bad reviews can be a powerful brand builder, in a good way

Top Tips

• Tell your story, make a human connection

• Put photography to work

• Strive for consistency

• Engage the community

• Embrace new models that scale

For more pro resources, visit www.houzz.com/pro
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