
 
 
Picture this. 
 
It’s a Friday afternoon and you receive a new contact form submission from your website. Her 
name is Julie, and you can tell by her message that she’s in a panic.  
 
She needed her website designed yesterday, and she’s reaching out to you as a last resort. Can 
you take her on as soon as possible and have her project completed by next month at the latest?  
 
You feel bad for Julie; she seems like a really nice person. While you don’t really like taking on 
website design projects without working on the client’s brand, too, you make an exception because 
you really want to take your business full-time and you could use the extra experience and money.  
 
So you end up saying yes and get started on Julie’s project right away. 
 
But it isn’t long before you realize that Julie isn’t as sweet and easy going as you thought. She 
doesn’t like any of the drafts you’ve come up with, she sends you multiple emails each day with a 
million different demands, and as a result, her project is dragging on and on.  
 
Your other project timelines are falling behind, you’re putting in extra hours, and you feel like a 
doormat. Julie has a lot of opinions and keeps adding more tasks to your workload that weren’t 
initially agreed upon, but you let her get away with it because you just want the project to be over. 
 
The end result isn’t something you’re pleased with or would ever be excited about adding to your 
portfolio, you ended up getting paid pennies for your time, and now you’re even more stressed 
because Julie’s project messed up your other client timelines. 
 
What a mess. 
 





Now consider this second scenario. 
 
It’s a Wednesday morning and you receive a new contact form submission from your website. The 
prospective client’s name is Jessica, and she’s been following along with your business for a year 
now. You can tell by her message that she’s excited to be reaching out to you, and she tells you 
that she’s been saving up to have you design her new brand and website.  
 
Jessica looked over your design package months ago and is very familiar with your portfolio, 
packages, and pricing. You respond to let her know that your earliest availability is in 3 months, and 
she’s more than happy to wait.  
 
When the project date begins, Jessica is ready to go. All of her homework is completed, she 
responds quickly to emails, and she loves the drafts you’ve designed.  
 
You’re able to stick to the timeline, you finish the project on time, and both you and Jessica are 
thrilled when the new brand and website goes live!  
 
Now, which of the two scenarios have you found yourself in? Are you currently the top pick or 
the last resort? 
 
When I first started Elle & Company, I was often the last resort. I priced myself too low, I took on any 
and every project inquiry that came my way, and my clients often ran the show.  
 
It wasn’t until I refined my service package and priced myself reasonably that the roles began to 
shift and I started to take the driver’s seat on projects.  
 
So in this module, we’re going to focus on creating your service packages. 
 
We’ll start by taking a look at the differences and benefits of service packages as opposed to a la 
carte services. You’ll decide how many service packages you’re going to offer and use your 
research from Module 1 to build packages that will appeal to your ideal client.  
 
Then, you’ll outline each package and refine the steps involved in each one using one of my 
favorite tools and calculate how much time the entire process will take you. 
 
Using that information, I’ll walk you through my tried and true system for pricing your service 
packages. 
 
And we’ll finish Module 3 by working through some strategies for showcasing your packages and 
encouraging prospective clients to book your services.  
 
By the end of this lesson, your service packages will be ready to go and you should feel completely 
confident with your pricing structure. 





 
Let’s dive in. 
 

Packages vs. a la carte 
 
In Module 1, you focused on specializing and understanding your ideal client by conducting 
research. In Module 2, you spent time developing a strategy for attracting those ideal clients 
through content marketing and building your portfolio. 
 
So by this point in the course, you should have a good idea of what kind of services you want to 
offer and what kind of people will be interested in them. 
 
Now you just need to decide how you’re going to present those services. 
 
Are you going to offer each type of service individually, a la carte? Or are you going to bundle 
some of them together in a package? 
 
Both options have their benefits. 
 
A la carte options allow for more customization. You have a list of services, you have separate 
prices for each of those services, and clients can pick and choose from your list based on their 
needs.  
 
For example, a designer might offer a list of design services for a custom logo, a brand, business 
cards, stationery, a pricing guide, or a website. Some clients might come to them asking for a logo 
and business cards, others might only want a website. A la carte options allow those clients to 
choose from your service menu, so to speak.  
 
Service packages, on the other hand, bundle services together. Instead of offering and pricing the 
services separately, packages allow you to group services together for one price. 
 
For example, my design package includes a full brand, 5 collateral items, and a complete 
Squarespace site for one price.  
 
While service packages don’t allow for as much customization, I swear by them for 2 reasons.  
 
First, packages allow you to upsell your services.  
 
After conducting research on your ideal client in Module 1, you should have a good understanding 
of what your clients need and what services would be most beneficial to them.  
 
But here’s the thing: Your clients don’t always know what they need.  





 
They may think they only need a logo that they can place on business cards and their website, but 
you know that they need an entire brand that includes a logo, color palette, fonts, patterns, and 
icons. 
 
They may think that they can create their own business cards using a site like Vistaprint, but you 
know that it would be in their best interest for you to design all of their collateral items so 
everything looks streamlined and professional.  
 
By offering packages instead of a la carte options, you’re able to better meet the needs of your 
ideal clients and encourage them to purchase something that they may not have known they 
needed. And usually, this results in a higher price tag.  
 
Second, service packages allow you to streamline your process.  
 
If you’re offering a la carte options, you’re at the mercy of your clients. 
 
One might want just a logo, while another might want a logo, business cards, and a website. 
 
If clients are picking and choosing different services for every project, it’s difficult to streamline your 
process because it’s going to look different each time. You’ll have to not only keep up with all kinds 
of different timelines, but you might have trouble keeping up with each one and sticking to it.  
 
If you offer one or two service packages, you’ll be following the same process time after time. And 
the more you follow it, the more efficient you’ll become and the quicker you’ll be able to turn over 
projects.  
 
And as an extra bonus reason, service packages make it easier to say no. 
 
If you’ve been in business for longer than a day, you know that people have a tendency to ask for 
things that are out of your scope.  
 
When I offered a la carte services, I found it more difficult to say no to inquiries that were out of my 
line of work because I was allowing people to pick and choose what they wanted. If it wasn’t on my 
list, I usually took it on anyway.  
 
But packages make it easier to say no. I offer one package, period. If someone emails me asking 
for just a logo or a tattoo design or an icon set, I can confidently turn them down because it’s 
outside of what I offer. 
 
As a people pleaser, I find a lot more peace of mind going the package route. 
 





Now, some of you might be thinking: Wouldn’t I get more business through a la carte services 
than through packages? Don’t packages narrow it down? 
 
The answer is yes. But narrowing your scope is a good thing, especially when it allows you to 
streamline your process and better serve your clients. You don’t want to attract any and everyone. 
 
I was super hesitant to narrow down my offerings to one service package almost 2 years ago for 
that very reason. But I can confidently tell you that it was the best decision I could have made.  
 
I became known for my process, I was able to create a package that met most of the needs of my 
clients, and prospective clients weren’t overwhelmed by all the options. In fact, they were able to 
better understand what I offered because I was only offering one thing. 
 
Do you have to narrow it down to one service package? No. But I recommend offering no more 
than 3 to keep it simple on both your end and your client’s end. 
 
Some of you might also be thinking about repeat or retainer clients. What do you do if clients 
come back to you and ask you for extra services, like designing more collateral items? 
 
If you come across these inquiries frequently and you feel like you could serve your clients best by 
offering these services, you might consider creating a package for retainer clients, too.  
 
For example, you might create a 3-month service package for retainer clients that includes 8 hours 
of design work each month. They can choose the items they want you to work on, and you can 
account for that time in your calendar. 
 
You might not choose to publicize this package on your website, but you could offer it to those 
repeat clients when they inquire. 
 
Whatever you choose to do, I recommend offering 1-3 service packages and putting the most 
emphasis on your highest priced package.  
 
Take the time now to outline your package(s) in your workbook and list the services that will be 
included in each one.  
  
As you outline them, look back through the research you conducted and think about the ideal 
client profile that you created in Module 1 to make sure your packages best meet their needs. 
 
You might choose to vary your packages based on size, with one small package, medium package, 
and premium package.  
 





For example, since we’ve been talking about design, you might offer one package that includes a 
brand, one package that includes a brand and website, and one package that includes a brand, 
website, and collateral items. 
 
Or, you might choose to vary your packages based on different types of services. 
 
An example of this would be a designer who offers one package including a brand, collateral items 
and a Squarespace website and another package that includes a brand, collateral items, and a 
Wordpress website.  
 
Or, like me, you might choose to narrow it down even further by offering one package altogether. 
 
Whatever you choose to do, think about the clients you’re trying to work with and build 
packages that would best meet their needs.  
 
Put me on pause while you work on those outlines. I’ll wait here. 

 
Building your packages 
 
Now that you’ve outlined your packages, it’s time to build them out.  
 
Trello is my favorite tool for keeping up with workflows, and we’re going to be using it to flesh out 
your service packages in greater detail.  
 
So login to Trello and create a new board for your service packages. Then create a separate list for 
each package. 
 
Once you have your board and your lists all set up, think through every step involved in each 
package and write each one on a separate card. 
 
And when I say each one, I mean each and every step involved in your process.  
 
Include communication with your clients like emails and Skype meetings.  
Include forms and onboarding documents like contracts and invoices.  
Include client gifts. Drafts. Revisions.  
 
Write out each and every step.  
 
Not only will this come in handy when we go to price your services and showcase them on your 
website, but it will be even more helpful as you begin to book clients for each of these packages; it 
will give you a clear-cut plan to follow. 





 
We’ll come back to this and work on streamlining these workflows in Module 4, but do your best 
now to list out every step of the process for each of your service packages. 
 
I’ve included a link to my Trello board in the Resources section of this module so you can take a 
look at both my design service package and my coaching service package as an example of 
how to list out these steps.  
 
Feel free to use it as a starting point and customize it to better suit your own service packages.  
 
So go ahead, put me on pause, and list out each step of your service packages from start to finish 
in Trello. 
 
A few things to consider before you move forward: 
 

- Have you listed every point of contact with your client, including emails and meetings? 
- Are you going to surprise your clients with gifts at the beginning and/or end of the process? 
- What are the final deliverables? How are you going to hand them off? Have you included 

those steps in your package process? 
- Have you included contracts? Invoices? Client homework? Have you included the time it’s 

going to take you to set up and send all of the above? 
- Are you going to do any sort of follow up with your client once the project is over? 

 
If you missed any of those items, feel free to put me on pause again and go back through each 
of your processes to account for them. 
 
Keep in mind that you’re always going to be refining your packages, but it never hurts to think 
through these tasks ahead of time. And like I said, this Trello board will really come in handy in the 
upcoming modules, too.  

 
Estimating your time 

 
Now that you’ve listed out every step of each service package in Trello, go back through and 
estimate how much time each of these steps is going to take you.  
 
If you’re very optimistic about timeframes like me, I recommend that you overestimate  how much 
time each step will take you.  
 
For example, I have a tendency to think an inspiration board will take me an hour or two, when in 
all actuality it might take me 3-4 hours.  
 





So on each Trello card, I want you to go back through and overestimate how much time each step 
of the process will take you and write it beside the task title.  
 
Again, feel free to look at my Trello board in the Resources section as an example. 
 
Once you’ve estimated the time each task will take you, go through and add up all the 
estimates to come up with a total estimated time for your project.  
 
Put me on pause - I’ll wait here. 
 
 

Determining your prices 

 
Now that you have a good idea of how much time each package will take you, you’re all set and 
ready to determine your prices.  
 
Pricing is time and time again one of the most difficult things to nail down as a business owner. 
You price too low and you aren’t able to make ends meet, but you price too high and you run 
the risk of scaring potential clients away.  
 
You’re faced with other tough questions as well, like will you charge per hour or per project? Will 
you require a down payment?  
Will you offer payment plans?  
Will you post your prices on your website or will you require visitors to inquire in order to receive a 
pricing guide? 
 
I have a simple, straightforward approach to pricing to share with you that’s allowed me to increase 
my prices, attract my ideal clients, and feel confident and content with what I’m charging. 
 
You might need to change it up a little depending on the type of freelance business that you run, 
but I’m hoping these insights will help you feel less intimidated by pricing your services.  
 
Question #1: Should you charge your clients per package or per hour? 
 
Both.  
 
Now that you’ve generously estimated how many hours each package will take you from start to 
finish, you can multiply that figure by your hourly rate to arrive at a package price. 
 
For example, when I first priced my 2-week design package almost 2 years ago, I estimated that 
the entire project would take me 30 hours (3 hours a day x 5 days a week x 2 weeks).  
 





I multiplied that number by my hourly rate of $50 and listed the package at $1,500. 
 
This approach has several benefits.  
 
First, it gives my client an expectation of the cost right from the start instead of leaving the final 
amount open-ended, as opposed to charging by the hour. As I mentioned in Module 2, building 
client trust is very important to me. By laying out the price ahead of time, I’m able to foster trust 
with my clients and help them know what to plan for. 
 
Second, this pricing method puts less pressure on me than it would if I were billing my clients per 
hour. If each step of the project takes a little longer than I anticipated, it’s on me. If I get each step 
of the project done on time, great. And if I get each step done ahead of schedule, even better!  
 
By multiplying the estimated time for each package by my hourly rate, I’m able to make sure that 
I’m getting paid enough for my time, set expectations with my clients, and build trust.  
 
Question #2: How do you come up with your hourly rate? 
 
This is one of those hard questions that’s going to look a little bit different for everyone. 
 
There are many factors that went into calculating my rate, including the demand for my services, 
my education, and my experience. But ultimately it came down to figuring out how much I needed 
to be making per hour in order to work from home and help support our family.  
 
Here’s how I recommend coming up with your hourly rate. Consider these questions: 
 

1. First, how much money are you making at your current full-time job? How much are you 
getting paid per hour? 

2. Are you comfortable taking a pay cut? Or do you want to be making close to the same 
amount with your freelance business? 

3. What are other people getting paid per hour in your industry? You might have to do a little 
research on this one.  

4. Aside from what you want  to be earning per hour, do you have any experience in your 
industry? If you don’t have much experience, you might need to lower your prices just a 
tad. 

5. What is the demand like for your services? As the demand increases, you’ll need to 
increase your prices.  

6. How much money do you need to set aside for taxes? This looks different depending on 
the country and state you’re in, but you need to take this into account. Because if you’re 
charging $50/hour, you’re not going to be taking home $50/hour - taxes will cut into your 
profit. 

 





I would encourage you to talk through your hourly rate with someone, whether it’s a spouse, 
parent, industry peer, or even another person taking this course. It’s helpful to have another person 
work through these questions with you and affirm your decision, because it’s all-too easy to 
underestimate your value and undercharge for your packages.  
 
And while we’re on the topic of value and undercharging, I feel like it’s important to mention one of 
the greatest things I’ve learned about pricing over these last 3 years of freelancing: 
 
You can’t sacrifice for your clients to the detriment of your business. 
 
There were too many times where I wanted to play the nice guy, offering a steal of a deal on my 
services for my clients. While I thought I had my client’s best interest in mind, their projects ended 
up taking away time that I could have been making money or spending time with friends and family, 
all because I didn’t want to say no or scare someone away with my prices. 
 
Not only is this a bad business practice -- especially if you continue to make it a habit -- but 
charging too little devalues your work.  
 
If you want other people to take your work seriously, you have to take yourself seriously by 
setting fair prices. 
 
It’s good to consider your clients when you’re setting your prices, but it’s even more important to 
consider what you need to charge in order to keep your business running and write yourself a 
paycheck. It’s a business, after all - it’s okay to make money! 
 
So when you put me on pause in a second and come up with your package prices by multiplying 
your time by your hourly rate, don’t shy away from them or lower the bar out of fear that no one will 
book you.  
 
Instead, set those prices with confidence and use those numbers as an incentive to do your best 
work and provide the best experience to your clients.  
 
You know the drill. Put me on pause, come up with your hourly rate, and multiply it by the estimated 
time you’ve calculated for each of your service packages. 
 
I’ve left space in your workbook for you to write it down. 
 
Question #3: When do I raise my prices? 
 
If there was one thing I took away from my economics classes at Tech, it was the direct relationship 
between cost and demand. In order to raise prices for my design services, I knew that I needed to 
focus on increasing the demand for them. And in order to increase demand, I needed a loyal, 
engaged audience.  





 
The best way I found to do that? Utilizing content marketing on the Elle & Company blog. 
 
By sharing posts that benefited my ideal clients and kept them returning, my audience quickly 
grew. And as my audience grew, so did my number of design inquiries. And that’s where my 
(surprisingly beneficial) issue with supply came in.  
 
Because I only had a select number of 2-week time slots for 2015, my supply was limited. An 
increase in demand and limited supply allowed me to raise my prices significantly not once but 
twice in January alone. I went from charging $1,500 per project at the beginning of the month to 
charging $3,500 at the end of the month.  
 
A good rule of thumb that many photographers use is to increase their prices for every 5 clients 
they book.  
 
Setting a goal for bookings is a great way to keep up with demand. You might choose to increase 
your prices for every 3 clients or every 10 clients, based on how many clients you’re able to take on 
per year. And you can do this by adding onto your hourly rate. 
 
So for example, say you plan to increase your prices by $8/hour for every 5 clients you book.  
 
You currently make $35/hour, so your increased rate would be $43/hour once you book 5 more 
clients. Multiply your estimated time by $43 for each of your packages, and there you go! Updated 
prices to help you keep up with demand. 
 
So go ahead and set a goal for increasing your prices in your workbook. How many clients do you 
need to book before you increase your prices, and how much are you going to add to your hourly 
rate? 
 
Again, I’ve left space for you to write this out in your workbook. 
 
Question #4: To post your prices or not to post your prices? 
 
The issue of whether or not to post my prices on the Elle & Company website is one that I went 
back and forth on for a long time. But once more inquiries started coming my way, I made the 
decision to post my prices and I haven’t looked back!  
 
Posting my prices on my website has solved many issues in my business.  
 
First, it cut down on the amount of time I was spending responding to inquiries that never panned 
out. When my prices weren’t posted on my site, I received several inquiries a week from people 
looking for something below my price point. It not only took me a lot of my time to respond to 
those inquiries, but it wasted the time of the people who inquired, too.  





 
Second, I now know that everyone who inquires about my services is serious about working with 
me. They not only know about my design process, package, and availability (all of which is 
available on my branding page), but they know how much the project will cost them. If they still 
inquire, they’re probably on board with all of the above. It saves me time, it saves them time, and it 
usually results in a new booking. 
 
Again, it all comes down to building trust. I’ve found that transparency is super important for 
building trust with potential clients, which is why I list my prices on my website. 
 
However, this decision might look a little different for you. But I encourage you to think through 
how you’re going to present your prices to your clients. 
 
Are you going to list them on your website? Are you going to send them a pricing guide once they 
inquire? Are you going to meet with them via Skype or in person and then let them look at your 
prices? 
 
 

Showcasing your services 
 
Most of us take pride and put a lot of effort into creating our service packages, but we often shy 
away from showcasing our services because we don’t want to appear salesy or sleazy.  
 
So before we dive into conquering the last objective in this module - showcasing your services - I 
think it’s important to mention that you don’t have to be sleazy in order to promote and sell your 
service packages. 
 
There were a few things I said I would never be when I grew up, and salesperson was near the top 
of the list. For some reason that word has always conjured up images of a not-so-trustworthy 
person trying to sell me something I don’t need or have any interest in. 
 
So you can imagine how horrified I was when I got off the phone with a potential client a year ago 
and Jake remarked that I was “quite the saleswoman.” Saleswoman? Really? 
 
But the more I got to thinking about it, the more I realized how much of my job as a freelancer has 
to do with selling. And there’s no way around it; in order to create an income and keep my business 
afloat, I have to sell my services and products.  
 
But I’ve also realized that selling is all about your approach, and sales and sleaze don’t have to be 
synonymous.  
 





I have a feeling that many of you cringe at the word “sales” when it comes to your business, too, 
and I wrote a post last year sharing 7 ways to build trust with prospective clients and take the 
sleaze out of selling.  
 
I’ve linked to it in the Resources section for those of you who struggle with sales and are interested 
in taking a look at it.  
 
My hope is that it offers you a new perspective and gets you more excited to showcase your 
services in a genuine, trustworthy way. 
 
Now, I’ve been saying this over and over again throughout the course but it’s worth repeating: Your 
website is your business’s online homebase. It’s where people book you, view your portfolio, read 
your blog, and learn more about your services.  
 
So it’s important that you have a designated page on your website to highlight your service 
packages.  
 
The way you layout this page (or if you have multiple packages, pages) and the copy you include 
on it can make all the difference between someone booking your services and not booking your 
services.  
 
You’ve done the hard work of understanding your ideal client, outlining your packages, and 
thinking through every step involved. Now it’s time to present your offering in an appealing way. 
 
There are two components of a service landing page that make it effective: the layout and the 
copy. 
 

Layout 
 
Service pages don’t have to be boring. By using graphics and tactfully laying out your content, you 
can make the experience of looking over a sales page much more engaging for your prospective 
client. 
 
For those of you who have multiple packages, you might choose to create a landing page that 
gives viewers a snapshot of all 2 or 3 with some catchy visuals (like photos or icons), a descriptive 
sentence or two that piques their attention, and a button to read more.  
 
Or, if the service packages are similar and there’s some overlap between them, you might choose 
to keep them all on the same page. 
 
Use your best judgment, understanding that you want to organize your content in a simple way 
that won’t overwhelm potential clients.  





 
Within your pages, it’s helpful to add visuals like icons and photos to break up blocks of 
information, illustrate your offerings, and hold your visitor’s attention. It’s much more engaging (and 
a lot more interesting) to look at a sales page when it includes great visuals. 
 
You can even take those visuals one step further by designing an infographic or using icons to walk 
people through the steps of your process.  
 
This infographic from 2 years ago was not only more engaging to look at, but it was one of the 
highest shared images from the Elle & Company site on Pinterest. And you know what page people 
were landing on when they clicked that pin of my infographic? That’s right - my services page. 
 
So think through how you can use the layout of your services page to not only organize the 
information on your site but to also make it more interesting and engaging to view. 
 

Copy 
 
Your copy is just as if not more important than your layout. The words you use and the way you 
phrase things can have a huge impact on whether or not someone understands their need for what 
you’re offering. 
 
Although I’m striving to become more knowledgeable in this area, I don’t consider myself a 
copywriting expert. This is an area that I’ve been trying to improve on because I’m understanding 
more and more just how big of a difference copywriting can make in converting a passing follower 
into a paying client. 
 
However, I did come across some great articles by professional copywriters that have helped 
me improve my sales copy, and I’ve included 4 in the Resources section of this module, as well 
as an episode from the Smart Passive Income podcast on the topic. 
 
One or two of those articles say they’re geared more toward social media marketing, but the same 
principles can absolutely apply to your service pages.  
 
So take some time to look those over and study the strategies before diving into creating your 
service pages.  
 
Then, develop your service pages.  
 
Put an emphasis on the outcome of what you’re offering, outline the features included in your 
service package, and share an overview of your process. Include great visuals (and if you need 
help with icons or infographics, use Canva, the design resource I mentioned back in Module 1). Also 





be sure to include a large button that links to your contact form so prospective clients can easily 
inquire. 
 
Then, when you’re done with your service page, link to it in our Facebook group to receive helpful 
feedback from me and other participants in the course. I can’t wait to see what you come up with! 
 

 
 

Recap 
 
That concludes Module 3! By this point, you should have: 
 

- Outlined 1-3 service packages 
- Created a Trello board to list out every step of each package 
- Estimated your time for each package 
- Determined your hourly rate and package prices 
- Set a goal for raising your prices 
- Showcased your services through strong sales pages 

 
Keep me posted on your progress and I’ll see you again soon in Module 4! 




