The Independent Consultant's Guide

27 Real-Life
Stories:
YOUR PLAYBOOK TO
CONSISTENTLY LAND
NEW CONSULTING BUSINESS
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Hi...
THANKS FOR DOWNLOADING THIS GUIDE
I'm Melisa Liberman, and I wrote this guide for you.
I can deeply relate to you as an independent consultant, as I have been one for the last (almost) 9 years.
I started my 23 year career at Accenture, where I built a solid consulting and corporate foundation.
I then took the leap to a start-up where I worked my way up from business analyst to the executive
suite. I was the youngest executive and only female and a key member of the team that built a SaaS
start-up to a $.25B exit.
After deciding to leave corporate, I became an accidental entrepreneur. My former company hired me
on retainer, and I also started advising other start-up businesses to scale. Initially, I fell into business, as
so many independent consultants do.
But, once I got a taste of the flexibility, income and fulfillment, I realized I was exactly where I wanted to
be.
I consulted for ~6 years, when I had another professional epiphany. So many former colleagues, former
and current consulting clients, and even strangers were asking me how to maximize their professional
goals. I realized something I knew all along, that I loved helping other people get exactly what they
want in their careers, and more. I see the possibility for them often before they do.
So, I changed the informal coaching into my business focus. I'm dedicated to this craft, and what it can
help people overcome and accomplish both personally and professionally. I earned a certification and
continue with my coaching education and mastery on a continuous basis.
In short, my goal is to help other independent consultants (or those who are ready to take the leap), to
accomplish exactly what they want in your career, as I have in mine.
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How to use
this guide &
who is John?
The 27 stories are meant to inspire you. They're not the only
ways to generate leads and consulting business. But, they
are true stories that others used to add to their consulting
business growth.
I find that many IC's think there's a right way to market or
sell. There isn't. My hope is that these 27 stories show you
there's no right or wrong, there's just whatever is effective
for you.
Another reason I'm sharing these stories with you, is that I want
to help you find what feels aligned to you, your style and your
personality when it comes to marketing. You don't have to suffer
marketing in ways that feel gross to you. There are so many
options, find one that feels like a fit.
Don't miss the themes and critical success factors at the end
These are true stories. I've changed them to John Doe to protect
confidentiality (except a couple that are my own stories).
The stories can't be traced back to a specific person because other
clients and consulting colleagues have used the same techniques!
These are not unicorn stories.
I'm not divulging anyone's "secret" method of finding
opportunities. (Those client-specific approaches remain with the
clients who created them. I'll never tell.)
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1

A hiring manager
for a full-time role
became a client

John interviewed with a hiring
manager for a full-time role. He and
the hiring manager really hit it off. The
Hiring Manager offered John the full
time role.

One day, out of the blue, the hiring
manager asked if John would be
open to a consulting role, to help
support his key initiatives.

John decided he wanted to continue
as an independent consultant, and
declined the offer.

The takeaways? Never to assume
that someone's disappointed in
a choice you make, and therefore
will never do business with you.

That’s not where the
story ends though, it’s where it begins.

Never assume that a manager only
wants a full-time solution, and isn't

John kept in touch with the hiring
manager, curious about how he was
doing and how his organization was
progressing.
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open to both full time and
consulting.
And, always keep in touch with the
people you meet.

A vendor turned
into a client

John was working with a
customer delivering an
engagement that included the
evaluation and selection of
software.
He evaluated several software
vendors, selected one, and
ultimately implemented it.
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Through the course of that
relationship, John was able to
establish credibility and authority.
John understood the challenges
that the vendor was facing from
the ground level.

And during that engagement,
John was able to develop a

John pitched a project to that
vendor (with the blessing of his
client, of course) and landed
another client.

relationship with not only his
client, but also with the vendor,

Takeaway? Clients could

with whom he was implementing
the software.
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be anywhere.

A FEW EXAMPLES OF
QUICK HITS...
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LinkedIn
ProFinder

Former
Colleague

John
uses LinkedIn
Profinder to fill
his pipeline,
with qualified
clients and
engagements.

After leaving
corporate to
move to
Hawaii, I
continuously
kept in touch
with my
network. It
was through
those
conversations,
that a former
colleague
approached
me and asked
if I might be
available to do
some project
work for him
and his
company.

Takeaway?
Don't discount
tools because
you think they
aren't
applicable for
the type of
work you do.
Test first.
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Former
Competitor
After John’s
non-compete
ran out with his
former
company, he
began reaching
out to
competitors
to provide
industry specific
consulting.
Takeaway? This
might not
always be an
option (for legal
or ethical
reasons), but
don't
immediately
discount it.
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Private Equity contacts, to
consult for their portfolio
companies
John created a targeted marketing initiative to reach out and build
relationships with private equity firms.
It was through these relationships that he started to become very
well known for the expertise and experience that he could offer to
certain industries and functions.
And as a result of this relationship building, a private equity firm
approached John to be the designated fractional CTO for the
companies in their portfolio.
John was able to completely fill his consulting pipeline with
opportunities from the private equity firm.
Takeaway? think outside the box as you're contemplating what types
of companies and contacts might be good partners, and where you
could mutually benefit from working together.
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Outreach
agency

John outsourced his outbound
marketing to an offshore firm.
The firm created a repeatable
marketing process using cold
outreach messages to book
networking calls for John.
Takeaway? There are many
ways to fill a pipeline. While outbound
messaging might not be your thing,
think about what you can delegate
and offload versus having to take all of
it on your own.
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Social Media
Groups

John joined a local, professional
Facebook group of consultants and
tech professionals, where he was
able to meet virtually meet a wide
range of professionals in his local area,
and share knowledge about the local
consulting and job market.
The group members had an easy place
to get to know each other and help
refer each other to opportunities.
Takeaway? This story happened to be
on Facebook, but there are many other
groups where you can find something
similar. Look for one that's highly
engaged.
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Networking
Pod

John joined a (paid) online networking
pod that is focused on entrepreneurs
who do high-end consulting work.
He’s able to meet people through this
structure, which has resulted in many
direct and referral-type leads from
within his pod.
Takeaway? I often hear
that this type of structure is timeconsuming and hit-or-miss when it
comes to results. Do your research up
front to find a pod that will be mutually
beneficial to your business and where
you can contribute as well.
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MBO
Marketplace

If you're not familiar, MBO Partners is
a company that helps ICs connect to
corporate clients, and for corporate
clients to find high-quality consulting
talent.
I personally have landed multiple
clients using the MBO Marketplace,
and through the MBO Advantage
program.
Takeaway? Look into MBO and other
platforms that aggregate corporate
consulting requests. This can be an
effective method of getting your foot
in the door.
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Demonstrated
thought leadership on
LinkedIn
John consistently posted original content on
LinkedIn, as well as shared content that
demonstrated his knowledge and expertise.
John was clear on his consulting brand, and posted
stories, concepts, and advice that set him apart as a
thought leader.
And through this repeated activity, which can take a
couple of hours per week, John attracted clients to
him.
Clients think of John first when they need a
consultant in his area of expertise.
Takeaway? You can spend 30 minutes every day on
LinkedIn, to create a clear brand for yourself, one
that results in leads.
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Creative Networking
Approaches
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Interview past colleagues and bosses
John interviewed past colleagues and managers to better
understand what their perspective was on his strengths, his
unique skills and qualifications, and his zones of genius.
And from those interviews came leads and clients.
How? In addition to giving feedback, the past colleagues and
managers offered suggestions that turned into projects within
their own companies, as well as recommendations, referrals, and
leads for consulting work with their networks.

Networking into a targeted company list
John made a targeted company list, a list of his ideal clients.
And from there, he started meeting people from those
companies, whether it be people who have the role that would
typically need his services, or employees who might benefit
from the results of John’s services. This approach turned into a
flow of project work.
Takeaway? Be proactive in your process going after what you
want, versus reacting and taking what you get.

Attend Industry conferences
John attended a conference focused on Customer Success. He
made a point to meet the people in the room and the
speakers, versus giving into his introverted tendencies. He
collected contacts, and was able to convert several of those
into paying clients by continuing the relationships afterward.
Takeaway? Make sure you follow up after you do networking
like that at an industry conference. The fortune is in the follow
up, as they say.
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Former corporate
client turned
consulting client
When John was a full-time employee in
corporate, he had a customer-facing role
where he built relationships with decision
makers at a variety of corporate clients. He had
delivered a lot of value to them over the course
of his career.
When he transitioned to consulting, John
wanted to reach out to those clients but was
concerned they might perceive a conflict of
interest. He worked through that mental
block, and re-engaged with those
relationships.
And from that networking and relationship
building with former corporate clients, John
was able to land several consulting gigs.
Takeaway? Don’t assume a source of potential
work is off limits.
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Create a partnership
with a complimentary
business

John had a good friend who owned a consulting
business. John partnered with his friend with by
offering complimentary services to the same
clientele his friend served.
They were able to create a joint venture, where
they each maintained their autonomy, while at the
same time, were able to leverage each other's
benefits. This joint offering became a way to
differentiate themselves in the sales cycle.
Takeaway? Get creative on who you might partner
with to deliver value to your clients and
prospective clients.
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Land and expand
John landed a project at a company where he was very interested in
consulting for a longer term. He knew they would be a compelling
name for his portfolio. John's first project for that company was at a
lower fee, a loss leader type of project. This allowed him to become
a preferred vendor, and to get to the know the customer at a deeper
level. He used this knowledge to understand what their pain points
were as an organization, and to build his consultative selling
approach for subsequent work.
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Takeaway? Sometimes it’s helpful to consider a short term
concession to open the doors for a longer term gain.

Speak
John delivered webinars on behalf of organizations that serve his
ideal customers. He created content relevant to the sponsoring
organization’s brand. Not only did the webinar approach
benefit the sponsoring organizations (they’re always looking for
speakers), the webinars also established John as a thought leader in
that industry niche.
John captured the attention of potential buyers and developed
relationships with them, where he's seen as the subject matter
expert and go to person in his field.
Takeaway? Think about ways that you can set up mutually
beneficial arrangements to get access to your ideal market.
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Talk to the people you
assume can't/won't help

“You can have everything
you want in life if you just
help enough people get
what they want in life."
-Zig Ziglar

John was hesitant to reach out to the people he knew could make the
greatest impact to John’s pipeline. He didn’t want to ask for help, he
didn’t want to feel indebted to someone else, and he worried what they
might think of him leaving corporate.
John was able to turn this around by focusing on how he could benefit
the other person first and foremost, versus focusing on what John
wanted to get out of the conversation.
Time and time again my clients have proven that engaging their
network from a place of value for the other person, comes back to
benefit them in ways they never anticipated.
Takeaway? Never assume that someone will help you, that someone
won't help you, that someone can help you, or that someone can't help
you, or that someone should help you. Instead go into the conversation
and relationship from a place of curiosity, and being present and
figuring out how you might mutually benefit each other.
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“Too often, feeling

intimidated becomes our
excuse to play small.”

Set a retainer with your
former company
My first client was my former company, as is common for many consultants.
When I resigned, I thought I was shutting the door. It never occurred to me
to ask what the possibilities were for continued for continued involvement
with the organization as a consultant. I was more focused on moving
forward.
In hindsight I see that this was such a big mistake. Luckily, the CEO had the
wherewithal to suggest the idea. And not only that, he suggested I set it up
as a retainer where I offered a maximum number of hours per month for a
set fee.
Takeaway? Don't assume a company won't want to work with you because
you've resigned. Get creative in how you can continue to add value through
a mutually beneficial arrangement. Keep an open mind for where the
opportunities might lie, you could be surprised.
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Become
fractional
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John wanted to take a step back from the
grind and monotony of the day to day, and
take on a new challenge. And he created the
most simple offer that, enabled him to
become fully booked as a consultant in just a
few months after he left his corporate role.
More specifically, he created a fractional
consulting business, where he packaged up
his expertise into a repeatable, resultsfocused, and clear offer. He sold it to several
startup companies.
With this approach, John built a steady and
predictable revenue stream within just a few
months of leaving his full time job.
Takeaway? Think about
what you could productize and offer as
fractional services to fill your pipeline.
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Ask for the
order

John was resistant to “ask
for the order”. He waited for the other
people to ask for his services or to
request next steps. John was afraid of
rejection.
We flipped his mental model, and helped
him see how being told “no” can be a
benefit. It helped him refine his sales
approach and offering. It helped him
improve and evolve.
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Alumni
organizations

John engaged with his pre-existing
networks, including his MBA
program, his college alumni groups,
and former employee alumni
organizations. John found these
organizations to be a rich source of
leads for his business.

After John switched to
that way of thinking, he was able to start
asking for the order, and
ultimately, doubled the size of his
business.

One specific example was a situation
where John connected with a former
colleague from his past corporate
consulting role. That colleague was
on the executive team at one of
John’s ideal clients. John was able to
reconnect, build the relationship, and
ultimately sell consulting work to his
former colleague.

Obviously takeaway is to ask for
the order.

Takeaway? Leverage the
pre-existing networks around you.
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External
recruiters

John was masterful at
developing relationships with
recruiters, in a way that kept him top of
mind and always the go-to-person that
those recruiters thought of when they
needed an
expert in John’s field. John cultivated
those relationships with the external
recruiters and they brought him leads.
Takeaway? Figure out who might be
your best advocate, and continuously
cultivate relationships with them.
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Mastermind
colleagues

John was a member of a business
mastermind where he was surrounded
with other high performing, goaloriented
entrepreneurs. It wasn’t his intention,
but through the mastermind process,
he got to know a mastermind
colleague, and that colleague hired him
for a consulting
role.
Takeaway? Even if you're a peer or a
colleague to someone, don't discount
their ability or their interest in being in
potentially being one of your clients.
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Interview people who
work at your ideal
client

John had a very strong interest in consulting for a specific company. To get his foot
in the door, he started connecting to employees in that organization. He leveraged
LinkedIn to connect with with the types of employees who might be a decision
maker, as well as the type of employees that could benefit or be tangential to the
services that he provides.
It was through these new connections that John was able to start interviewing
people in that organization in that targeted company. He set up interviews from the
pure perspective of what it’s like to work at the company, the challenges that those
employees were facing, and what was preventing them from fixing those challenges.
It was through those conversations that my John met several key decision-makers,
and converted those relationships into contracts at that organization.
Takeaway? Don't assume people won't meet with you. Invite them anyway.
And, think of unique ways that you can get your foot in the door at your ideal
customer. Create opportunities to learn, as deeply as possible, what your potential
clients wants and needs so you how you could be of the best service to them, from
their perspective.
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“Don't find
customers for your
services. Find
services for your
customers.”
- Seth Godin
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Fill the value bank
John consistently added value, thinking about his network and not himself or how his time
spent would create a direct result. Instead, he focused on how he could benefit the people in
his network, both en masse through things like LinkedIn posts, but also
individually, getting to know each of the people in his network, and what they cared about
and what the challenges are that they had been facing. He provided recommendations and
resources to them with no expectation of anything in return. He sent thank you notes, a
couple every week to people in his network, simply thanking them for something they had
done for him in the past.
By building up the value bank, John kept his pipeline full and consistent. He got referrals
seemingly out of the blue. He had people contacting him for help that he never expected. He
had people introducing him to people and companies that were his ideal
client.
It was through this value bank approach that he attracted opportunities to himself.
Takeaway? Think about how you can create your own value bank by adding value into your
target market and into your network, without any expectation of direct return. Make sure you
also have complete belief that the efforts will yield results in the form of consulting
clients and that it’s okay not to know exactly how that will happen. Trust it will.
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7 Common Success Factors
Not only are the 27 stories meant to provide you with inspiration on new ways
you can fill and maintain your sales pipeline, I also intended them to help you
recognize the patterns and mental models that commonly hold back
independent consultants from achieving their revenue goals. To that end,
here are the 7 common success factors I see in clients who are consistently
landing new consulting business.

All 7 of the success factors boil down to effectively
managing your mind as an entrepreneur
01

Assume your success is inevitable versus possible. If you're thinking your
success is anything less than inevitable, it creates a wait and see/prove-it-to
me first/passive approach that can be a killer to a IC business.

02

Know that your marketing initiatives could result in consulting opportunities
immediately AND/OR over a longer period. Expecting immediate results can
lead to quickly abandoning a strategy that would be incredibly effective over
time.

03

Commit to thinking like a business development professional, as one of the
hats you wear. It's not a personality, it's a skill. You can build it even if you're
someone who thinks you "hate sales."

04

Add to your value bank daily (see #27 for an example), without an expectation
of immediate return. Over time, this value bank will come back to benefit you
10x+ over.

05

Listen. Everything you need for business development is available to you as
you engage your current clients, your prospective clients, and the people in
your target market who will never be clients. Listen, take it in, and leverage
what you learn to improve your marketing and consultative selling approach.

06

Don't assume or expect. People you think will be a slam dunk to help you
build leads will disappoint you. People you discount turn out to be the
greatest source of leads. You never know so avoid making assumptions when
creating and executing your business dev. plans.

07

Utilize a scientific mindset where you test out various marketing strategies to
figure out what works best for you, your target market and the types of
consulting you deliver. AND, know that after you create a method that works, it
will most likely change and you'll have to adjust and shift. Marketing is rarely a
one and done.
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Want to find out if Melisa
can help you achieve your
IC business goals?

APPLY FOR A GROWTH
STRATEGY CALL

https://melisalibermancoaching.as.me/ic-strategy

You Read All 27 Stories!

Are you inspired?
Implement the ideas I shared in this guide. Or, use it to inspire
marketing approaches unique to you and your business. Either
way, put it into action.

Want more great content?
Check out my podcast at
https://www.melisaliberman.com/podcast

let's connect

